
 
 

INTERPERSONAL RELATIONSHIP MARKETING MODEL: 
RELATIONSHIP ACQUAINTANCES, BUILDING AND 

MAINTENANCE IN BUYER-SELLER DYADS 
 

 
 
 

BY 

MUHAMMAD AHMAD 

REGISTRATION # 0701220136 

 
 

Doctor of Philosophy 
 
 
 
 

Department of Management Sciences 
 
 
 
 
 
 

  
 
 
 

 
 

 
UNIVERSITY OF GUJRAT 

 
Session 2014-19 

 

 



 
 

                  M
uham

m
ad A

hm
ad            

D
octor of P

hilosophy 
               2014-19 

 2013-18 



 
 

INTERPERSONAL RELATIONSHIP MARKETING MODEL: 
RELATIONSHIP ACQUAINTANCES, BUILDING AND 

MAINTENANCE IN BUYER-SELLER DYADS 
 

 

A Thesis Submitted in Partial Fulfillment of the Requirements for the 
Award of Degree of 

 
 
 

 

Doctor of Philosophy 
In 

Business Administration  
 

 
 

BY  
 
 

Muhammad Ahmad 
 

 
REGISTRATION # 0701220136 

 
 

Department of Management Sciences 
 
 
 
 
 
 
 
 

 
UNIVERSITY OF GUJRAT 

  
2014-19 



(i) 

 

ACKNOWLEDGEMENT 

This thesis owes a great deal to the years of research that has been done since I came to 

University of Gujrat. I worked with a number of distinguished professionals whose 

contribution helped my research immensely. I would like to express my gratitude to them. 

In the first place, I am thankful to Almighty Allah for blessing me in numerous ways to 

complete this dissertation. 

I would like to pay my profoundest gratitude to Dr. Mirza Ashfaq Ahmed for his 

supervision, advice, and guidance from the very early stage of this research. He provided 

me unflinching encouragement and support in various ways during my doctoral research 

endeavor. His unique way of advising instilled in me the much-needed interest and 

enthusiasm to complete this research. 

I want to extend my grateful acknowledgement to Dr. Muhammad Anwar Ul Haq and Dr. 

Mirza Naveeed Shahzad for their advice and guidance in general and for the use of 

appropriate methodology and analysis in particular. Without their valuable and continuous 

help, this thesis would not have been reached fruition.   

I would like to express my sincere thanks to friends and colleagues like Mehmood Ahmed, 

Ch. Adeel Ahmed, Ayesha Tariq, Muhammad Sulemanand especiallymy students who 

squeezed time from their busy schedule to help me finish my thesis. I am thankful to them 

for providing the much-needed encouragement and support for this research. 

It is a pleasure to express my gratitude wholeheartedly to respected Professor Dr. Abdur 

Raheman, Dean, FMAS for providing me the opportunity to pursue my Ph.D. His generous 

contribution, guidance, cooperation and valuable comments to this dissertation are 

immeasurable. I am also very grateful to Dr. Muhammad Usman for his understanding, 

encouragement and personal attention, which have provided a good and smooth basis for 

the completion of my doctoral research. 

Last, but not the least, I would like to thank my family, my parents who raised me with love 

and supported me in all my pursuits, my brothers, my sisters for their love, patience, and 

understanding—they allowed me to spend most of the time on this thesis.  

Several others, including my colleagues and students, helped me in ways –albeit unknown 

to them. I am thankful to them. 

Muhammad Ahmad 



(ii) 

 

DEDICATION 

To Family and Friends  

 

 

Muhammad Ahmad 

 

 

  



(iii) 

 

DECLARATION 

I, Muhammad Ahmad S/O Muhammad Saleem Roll Number 14034320-001, student of PhD. 

Marketing, Department of Management Sciences, University of Gujrat, Pakistan, hereby solemnly 

declare that the data quoted in this thesis entitled “Interpersonal Relationship Marketing Model: 

Relationship Acquaintances, Building and Maintenance in Buyer-Seller Dyads” is based on my 

original work, and has not yet been submitted or published elsewhere. I also solemnly declare that 

the entire thesis is free of deliberate plagiarism and I shall not use this thesis for obtaining any other 

degree from this or any other university or institution.  

I also understand that if evidence of plagiarism is found in my thesis at any stage, even after the 

award of degree, the degree shall be cancelled or revoked by the university authority. 

 

Muhammad Ahmad 

It is certified that, Muhammad Ahmad S/O Muhammad Saleem, Roll Number 14034320-001, 

student of PhD. Marketing, Department of Management Sciences, University of Gujrat, Pakistan, 

worked under my supervision and the above stated declaration is true to the best of my knowledge. 

 

 

_____________________________ 

Dr.Mirza Ashfaq Ahmed 
Assistant Professor, Department of Management Sciences 
University of Gujrat, Punjab, Pakistan 
Email: ashfaq.ahmed@uog.edu.pk 
Dated:  
  



(iv) 

 

THESIS COMPLETION CERTIFICATE 

It is verified that this thesis entitled “Interpersonal Relationship Marketing Model: Relationship 

Acquaintances, Building and Maintenance in Buyer-Seller Dyads” by Muhammad Ahmad S/O 

Muhammad Saleem, Roll number 14034320-001, student of PhD. Marketing, Department of 

Management Sciences, University of Gujrat, Pakistan, contains sufficient material required for the 

award of above said degree.  

The evaluation report is available in the Directorate of Advance Studies and Research Board of the 

University. 

_____________________________ 

Dr. Muhammad Abrar (External Examiner)   
Associate Professor / Director  
Lyallpur Business School (LBS), 
Faculty of Economics & Management Sciences, 
GC, University, Faisalabad. 
New Campus Jhang Road,  
Faisalabad-38000, Pakistan. 
Email: abrarphd@gcuf.edu,pk 
Dated:  
  

 

 

_____________________________ 

Dr. Ashfaq Ahmed Mirza (Research Supervisor) 
Assistant Professor  
Department of Management Sciences  
University of Gujrat, Punjab, Pakistan. 
Email: ashfaq.ahmed@uog.edu.pk 
Dated: 
 

 

 

 

_____________________________ 

Dr. Muhammad Usman 
Head of Department  
Department of Management Sciences, 
University of Gujrat, Punjab, Pakistan.    
Dated: ________________________ 
 
  



(v) 

 

TABLE OF CONTACTS 

CONTENTS PAGE 

LISTOF TABLES……………………………………………………………………… 
LIST OF FIGURES……………………………………………………………………. 
LIST OF APPENDICES………………………………………………………………. 
ABSTRACT……………………………………………………………………………. 
CHAPTER 1: INTRODUCTION…………………………………………….............. 

1.1 Problem Statement ……………………………………………………………. 
1.2 Research Gap……………………………………………………...…………….. 
1.3 Significance of the Study…………………….….…………………………….. 
1.4 Research Objectives…………………………………………………………. 
1.5 Research Questions…………………………………………………………. 
1.6 Structure of the Thesis ……………………..………………………………… 

CHAPTER 2: REVIEW OF LITERATURE ………………………………………… 
2.1. Marketing …………………………………………………………………….. 
2.2. Relationship Marketing ……………………….………………………………. 
2.3. Definitions of Relationship Marketing ………………………………………… 
2.4. Approaches in Relationship Marketing ……………………………………….. 
2.5. Interpersonal Relationship Marketing………………………………………… 
2.6. Exchange and Transaction……………………………………………………….. 
2.7. Antecedents of Relationship Marketing………………………………………...... 

2.7.1. Seller Focal Antecedents…………………………………………………. 
2.7.1.1. Seller Relationship Investments………………………................ 
2.7.1.2. Seller Expertise………………………………………………….. 
2.7.1.3. Customer Orientation……………………………………………. 
2.7.1.4. Service Quality…………………………………………………… 

2.7.2. Customer Focal Antecedents……………………………………………... 
2.7.2.1. Relationship Benefits……………………………………………. 
2.7.2.2. Dependence on Seller……………………………………………. 
2.7.2.3. Trustworthiness of Seller………………………………………... 
2.7.2.4. Perceived Reputation of Seller………………………………….. 

2.8. Emotive Plane……………………………………………………………………. 
2.8.1. Gratitude………………………………………………………………..... 
2.8.2. Trust……………………………………………………………..…....….. 
2.8.3. Intimacy………………………………………………………….…....….. 

2.9. Relationship Outcomes………………………………………………….…....….. 
2.9.1. Reciprocity…………………………………………………………....….. 
2.9.2. Commitment…………………………………………………….…....….. 
2.9.3. Repurchase Intentions…………………………………………...…....….. 

2.10. Moderators…………………………………………………………....….. 
2.10.1. Gender…………………………………………………………..…....….. 
2.10.2. Age…………………………………………………………………....….. 
2.10.3. Relationship Duration…………………………………………..…....….. 
2.10.4. Similarity………………………………………………………..…....….. 

2.11. Model Development ……………….………………………………....….. 
2.12. Proposition with References………………………………..…....….. 
2.13. Conceptual Model………………………………………………....….. 
2.14. Hypotheses………………………….………………………………....… 

CHAPTER 3: RESEARCH METHODOLOGY………………………………....…… 
3.1. Research Philosophy…………………………………………………..…....…… 
3.2. Research Design ……………………………………………………..…....…… 

VII 
VII 
IX 
1 
3 
9 
11 
13 
18 
19 
19 
21 
21 
21 
22 
24 
24 
26 
29 
29 
30 
31 
33 
34 
35 
36 
37 
38 
39 
40 
41 
43 
45 
46 
46 
47 
48 
50 
50 
51 
51 
52 
52 
56 
59 
60 
63 
63 
64 



(vi) 

 

3.3. Hypotheses Development and Testing …………………………...........…....….. 
3.4. Survey Questionnaire………………………………...…....……………………. 
3.5. Unit of Analysis………………………………………………………..…....….. 
3.6. Population and Sampling……………………………………………….…....….. 

3.6.1. Apparel Sector………………………………………………….…....….. 
3.6.2. Food Sector……………………………………………………..…....….. 
3.6.3. Financial Sector……………………………………………………....….. 
3.6.4. Telecommunication Sector……………………………………..…....….. 
3.6.5. Overall sampling Technique ………………………………………....….. 

3.7. Sample Size……………………………………………………………..…....….. 
3.8. Data Analysis…………………………………………………………..…....….. 
3.9. Steps to mitigate common method variance………………………………....….. 
3.10. Measurement and Structural Model………………………………....….. 
3.11. Assessment of Measurement Model and Structural Model………....….. 
3.12. Reflective versus formative Model…………………………….…....….. 
3.13. Recursive versus Non-Recursive Model……………………….…....….. 

CHAPTER 4: RESULTS AND DISCUSSION….…….………………….…....….. 
      4.1.           Discussion………………………………………..……………....….. 
CHAPTER 5: CONCLUSION AND RESEARCH IMPLEMENTATIONS…..…....…. 

5.1. Implications …………………………………………………………….…....... 
5.1.1. Theoretical Implications……………………………………………....... 
5.1.2. Practical Implication…………………………………………….…....… 

5.1.2.1. Sellers………………………………………………………...... 
5.1.2.2. Customers…………………………………………….........….. 
5.1.2.3. Policy………………………………………………………...... 

5.2. Limitations…………………………………………………………………....… 
5.3. Future Research Directions…………………………………………….…....…. 

      5.4. Conclusion………………………………………………………………...... 
REFERENCES………………………………………………………………….….... 
APPENDIX…………………………………………………………………......….... 

64 
65 
65 
65 
66 
66 
67 
67 
68 
68 
68 
69 
70 
70 
71 
73 
78 
80 
114 
123 
123 
123 
126 
126 
128 
129 
129 
130 
130 
132 
162 

 
 

  



(vii) 

 

LIST OF TABLES 

CONTENTS  PAGE 

TABLE-1.1  
TABLE-2.1  
TABLE-2.2  
 
TABLE-2.3  
TABLE-2.4 
TABLE-2.5  
TABLE-2.6:  
TABLE-3.1:  
TABLE-3.2:  
TABLE-3.3:  
TABLE-4.1:  
TABLE-4.2:  
TABLE-4.3:  
 
TABLE-4.4:  
 
TABLE-4.5:  
 
TABLE-4.6:  
TABLE-4.7:  
TABLE-4.8:  
TABLE-4.9:  
TABLE-4.10:  
TABLE-4.11:  
TABLE-4.12:  
TABLE-4.13: 
TABLE-4.14: 
 

Operational Definitions of Construct …………………………… 
Relationship Marketing Definitions………………...................... 
Table Summary of Key Interpersonal Relationship Research   in 
Marketing (Appendix-1)………..……………………………… 
Research findings (Appendix-2)………………….................... 
Theoretical Foundations (Appendix-3)……………..…………. 
Propositions with References ………………………………….. 
Hypotheses …………………………………………………….. 
Previous Methodologies Applied (Appendix-4)………………. 
Scale Items and Their Previous Liabilities (Appendix-5)……… 
Assessment of Measurement Model and Structural Model……. 
Sample Characteristics…………………………………………. 
Factor Loads and Variation Inflation Factor (VIF)……………. 
Reliability and Convergent Validity…………………………… 
Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker 
Criterion……………………………………………………….. 
Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker 
Criterion……………………………………………………….. 
Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker 
Criterion……………………………………………………….. 
Model Fit Summary …………………………………………… 
Effect Decomposition …………………………………………. 
Effect Decomposition………………………………………….. 
Effect Decomposition …………………………………………. 
Combined Structural Relationship Effect Decomposition……. 
Importance-Performance Map Analysis (IPMA) …………….. 
R2 Values……………………………………………………… 
Hypothesis Results……………………………………………. 

16 
23 

 
161 
165 
173 
57 
60 

176 
179 
71 
81 
83 
88 

 
89 

 
90 

 
92 
93 
95 
99 

103 
108 
110 
114 
119 

 

 

 

 

  



(viii) 

 

LIST OF FIGURES 
                                                           CONTENTS                                                  PAGE 

FIGURE-1.1 Distinction between relationship marketing, CRM and customer 
management …………………………………… 

 
6 

FIGURE-2.1 
FIGURE-2.2 
FIGURE-3.1 
FIGURE-3.2 
FIGURE-3.3 
FIGURE-4.1 
FIGURE-4.2 
FIGURE-4.3 

Exchange and Relationship ……………………………… 
 Conceptual Model …………………..………………….. 
Measurement and Structural Model……………………... 
Researcher’s Choice of Measurement Perspective ……… 
Recursive and Non-Recursive Model …………………… 
Importance Performance Map-1 ………………………… 
Importance Performance Map-2 ………………………… 
Importance Performance Map-3 ………………………… 

29 
59 
71 
76 
78 
112 
113 
113 

   
   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



(ix) 

 

LIST OF APPENDCES 
CONTENTS                                                  PAGE 

APPENDIX-01 
 
APPENDIX-02 
APPENDIX-03 
APPENDIX-04 
APPENDIX-05 
APPENDIX-06 
APPENDIX-07 
APPENDIX-08 
APPENDIX-09 
APPENDIX-10 
APPENDIX-11 
APPENDIX-12 
APPENDIX-13 
APPENDIX-14 
APPENDIX-15 
APPENDIX-16 
APPENDIX-17 

Table Summary of Key Interpersonal Relationship Research   in 
Marketing ………………………………………………. 
Research findings …………………………..…………....... 
Theoretical Foundations ………………………………….. 
Previous Methodologies Applied…………………………. 
Scale Items and Their Previous Liabilities……………….. 
Questionnaire Part-A………………………………….. 
Questionnaire Part-B………………………………….. 
Graphical Output Model-1……………………………. 
Graphical Output Model-2……………………………. 
Graphical Output Model-3……………………………. 
Cross-Loadings Model-1………………………………. 
Cross-Loadings Model-2………………………………. 
Cross-Loadings Model-3………………………………. 
Forner-Larcker Criterion Model-1……………………. 
Forner-Larcker Criterion Model-2……………………. 
Forner-Larcker Criterion Model-3……………………. 
Plagiarism Report …………………………………….. 

 
162 
166 
174 
177 
180 
187 
189 
193 
194 
195 
196 
196 
197 
199 
199 
200 
201 

 

 



(Page 1 of 205) 

ABSTRACT 

Strong customer relationships are vital for a company’s strategy and performance. Managing 

customer relationships is critical to address complex customers’ needs and maintainsthe 

competitive advantage. In marketing literature, relationship marketing has received 

considerable attention from marketing researchers; however, interpersonal relationship 

marketing is evolving out of the relationship marketing realm as contemporary thought. 

Successful implementation of interpersonal relationship marketing provides fruitful insights 

to retain customers. Although, concepts of interpersonal relationship marketing are not new 

but the importance of this concept is surfacing in present era. The concept of interpersonal 

relationship marketing is equally applicable to business to business (B2B), business to 

customers (B2C), and individual to individual. This research extends and investigates the 

interpersonal relationship marketing model with theoretical underpinnings of theory of 

interpersonal attraction. The interpersonal relationship marketing model is based on seller 

focal antecedents (SFA), customer focal antecedents (CFA), emotive plane, relationship 

maintenance, and potential relational moderators. The seller focal antecedents are relationship 

investments, seller expertise, customer orientation, and service quality. The customer focal 

antecedents are relationship benefits, seller dependence, trustworthiness of the seller, and 

seller reputation. Furthermore, emotive plane is based on gratitude, trust and intimacy. 

Additionally, relationship maintenance is constituted of commitment, reciprocity, and 

repurchase intentions. Finally, potential moderators are gender, age, relationship duration, and 

similarity in the proposed conceptual model of interpersonal relationship marketing. 

Theoretically, interpersonal relationship model is constituented of seller efforts (seller focal 

antecedents) and customer’s perception (customer focal antecedents). Both are the 

fundamental source relationship acquaintances. Acquaintances generate affect (feelings and 

emotion) of customers (named as relationship building), consequence of relationship 

acquaintances, and relationship building acknowledges behavioral outcomes (named as 

relationship maintenance). The objective is to investigate argument that seller focal and 

customer focal antecedents evoke customer’s emotions that birth’s emotional debt, and it is 

paid back in form of seller’s desired customer behavior (business to customer sustainanble 

relationship). Survey based methodology is adapted for data collection. The data is collected 

from four sectors, i.e. Apparel, Financial, Food, and Telecommunication. The data is dyadic 

in nature. The sample size is six hundred and forty (640) respondents. In total sample, two 

hundred respondents (200) represent the sellers’ side, and four hundred and forty (440) 

respondents represent the customers’ side. The data is collected collectivist context of 

Pakistani market. This collectivist culture sample provides additional support to test 

interpersonal relationship marketing model, as the interpersonal relationship is more evident 
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in collectivist culture.For analysis purpose variance based structural equation modeling 

(Partial Least Squares Structural Equation Modeling) is applied. The prediction strength of 

Partial Least Squares Structural Equation Modeling provides substantial support to choose 

this analysis technique. The analysis is carried with SmartPLS software. Results provide 

support for conceptual model developed in this research. Empirical investigation suggests that 

seller focal antecednts and customer focal antecedents evoke customer emotive plane that 

leads to relationship maintenance. The results show that emotive plane mediates between 

relationship acquaintances and relationship maintenance in the buyer-seller interpersonal 

relationship. Moreover, relational moderators are found insignificant; however, direct impacts 

of gender and similarity are found significant on customer emotive plane. Finally, this 

research makes the contribution to theory and practice of interpersonal relationship 

marketing. Theoretically, this research provides an ample extension to interpersonal 

relationship marketing model proposed by Palmatier. Furthermore, this research makes 

addition to the scant body of literature of emotions based interpersonal relationship marketing 

and helps to overcome conceptual ambiguities in relationship marketing theory regarding 

exchange of resources and emotions are key factors that facilitate the desired customer 

behavior. Additionally, the methodological strength (dyadic data from multiple sectors) of 

this study makes a contribution to survey methodology used for interpersonal relationship 

marketing. From the practical perspective, this study helps to understand customer needs for 

relationship and customer relationship experience that help sellers and policy makers to use 

relationship marketing and device relationship oriented strategies.  

Key Words: Interpersonal Relationship Marketing, Interpersonal Attraction, Seller focal 

antecedents, Customer focal antecedents, emotive plane, relationship outcomes, Dyad 
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CHAPTER-01 

INTRODUCTION 

Relationship marketing plays a vital role in building and maintaining long-term relationship 

with customers. It helps to understand how the buyer-seller relationships nurture. Loyal 

relationships between buyer and seller provide a competitive advantage to the seller. It is 

difficult for competitors to copy and replace these loyal relationships. Strong bonds between 

buyer and seller facilitate buyer’s purchase and decision making. Considering the competitive 

nature of today’s business environment, it is imperative for all businesses relying on 

interactions with customers to develop and maintain effective relationships with these 

customers. Moreover, through the marketing literature relationship marketing has rich 

interdisciplinary roots. This interdisciplinary scholarship helps to understand buyer-seller 

relationships. This research systematically reviews the place of relationship marketing in 

contemporary marketing literature and put an effort to understand links among relational 

attributes. 

Kumar (2015) analyzed marketing literature from 1936-2015, and highlighted triggers and 

themes of marketing evolution. According to Kumar (2015) analysis, triggers of marketing 

evolution are; change in media usage pattern, focus on marketing efficiency and 

effectiveness, and firm value generated by engaging stakeholders of the firm. Furthermore, 

organizations strive to retain their customers. Organizations create a relationship with 

customers instead of short-term transactions. Organizations relationship creation, 

development and maintenance are encouraged to research. The challenge for organizations is 

to maintain successful customer relationships (Grönroos, 2017). Aforementioned objectives 

are achieved with relationship marketing efforts. Moreover, marketing efforts are considered, 

a scarce resource, an investment, and an integral part of the organizations to meet the present-

day competitive businesses challenges (Kumar, 2015).  

The nature of marketing is evolving. Marketing evolution brings market revolutions, e.g., 

competitive advantage and better market understanding (Kumar, 2017). Marketing evolution 

leads to two paradigms; one is transactional marketing and second is relational marketing 

(Sheth & Parvatiyar, 1995; Harker & Egan, 2006). The Transactional marketing axioms are 

competition and self-interest.Theseare drivers of value creation. Furthermore, it is believed 

that interdependence among marketing actors creates a more efficient system of creation and 

delivery of superior value. The relational marketing axioms are belief of mutual 

interdependence and cooperation (Sheth & Parvatiyar, 1995).  
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Relationship marketing dynamics are changing due to multiple actors e.g., globalization, 

competition, and information system development (Olavarría-Jaraba, Cambra-Fierro, 

Centeno, Vázquez-Carrasco, 2018). There is a diverse nature of theories and schools of 

thoughts of relationship marketing field. These theories and schools of thoughts help to 

explain relationship marketing realm. Industrial Marketing and Purchasing (IMP) School, 

Anglo-Australian School, Nordic School, Asian (guanxi) School and North American School 

are major schools of thought in relationship marketing (Buttle & Maklan, 2015). Furthermore, 

consensus on a single theory is missing in relationship marketing literature (Grönroos, 2017; 

Sheth, 2017). Palmatier (2008) noted that relationship marketing literature is presented in four 

forms: 1. different disciplines contributing to development of relationship marketing, 2. 

theoretical perspectives, 3. Syntheses of integrative models of inter-firm business to Business 

(B2B), Interpersonal relationship marketing may also take any of the following forms, i.e. 

B2B, B2C, and individual to individual relationship, and 4. Multilevel relationships; these 

relationships operate simultaneously within an exchange.  

According to Möller and Halinen (2000) primary disciplinary roots of relationship marketing 

are derived from four sources i.e. Business Marketing (interaction and networks), Marketing 

Channels, Database and Direct Marketing and Services Marketing. The discussion of 

disciplinary contribution in relationship marketing varies throughout literature; with 

understanding, conceptualization, and scale of literature reviewed. Brito (2011) called 

conceptual origin of relationship marketing is based on three areas, i.e. Distribution Channels, 

Services marketing and Industrial Marketing. Relationship marketing success is based on a 

number of factors, e.g., resources, competence, internal marketing, relational, information 

technology, public policy, historical, and market offering factors. Furthermore, relationship 

marketing may take multiple forms. Overall, relationship marketing plays a considerable role 

in business strategy understanding and success (Hunt, Arnett, & Madhavaram, 2006).   

There are numbers of disciplines (social science and management) contributing in relationship 

marketing theory (Das, 2009; Finch, O’Reilly, Hillenbrand, & Abeza, 2015; Debnath, Datta, 

& Mukhopadhyay, 2016; Sheth, 2017; Sota, Chaudhry, Chamaria & Chauhan, 2018). 

Examination of interdisciplinary foundation of relationship marketing theory reveals that it is 

based on four types of theories, e.g., sociological theories, psychological theories, marketing 

theories, and management theories (Finch et al., 2015). There is a diverse range of theories 

applied in relationship marketing from numbers of contributing disciplines. However, most 

commonly used theory in relationship marketing is social exchange theory (Cropanzo & 

Mitchel, 2005; Finch et al., 2015; Debnath, Datta, & Mukhopadhyay, 2016). It is also the 

most influential theory in relationship theory. Finch et al (2015) presented as a synthesis of 

social and behavioral science theories of relational marketing from the disciplines, i.e. 
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marketing, management, psychology, and sociology. The authors have explored twelve (12) 

critical theories among aforementioned disciplines. Study conducted by Debnath, Datta, and 

Mukhopadhyay (2016) reviewed relationship literature from 2000-2014 in six top-tier 

academic journals and identified ninety-six (96) theories, which contribute in relationship 

marketing theory and practice.  

The trust-commitment theory of relationship marketing is most cited theoretical contribution 

in the relationship marketing field. This relationship theory is based on political economy 

paradigm, organizational behavior, behavioral studies, marriage, and social exchange 

literature (Morgan & Hunt, 1994). The theory stems from economics and extends to 

institutional economics, sociology, psychology, political science, and evolutionary 

psychology (Palmatier, 2008).  

Das (2009) reviewed relationship marketing literature from 1994-2006 and provided the 

classification of relationship marketing literature. According to review, there are five major 

classifications of relationship literature, e.g., objectives, defining constructs, instruments, 

issues, and industry applications of relationship marketing. Moreover, there are a number of 

sectors where relationship marketing is applied e.g., advertising, travel, retail, airline, charity, 

automobile, and banking.  

The term relationship marketing is interchangeably used with terms, i.e. customer relationship 

management (CRM) and customer management. However, there is clear differentiation 

between the three terms (relationship marketing, CRM, and customer management). For the 

distinction, a pictorial presentation is given in Fig-1.  
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Fig-1: Distinction between relationship marketing, CRM and customer management 

 

“Payne, A., & Frow, P. (2017). Relationship marketing: looking backwards towards the 
future. Journal of Services Marketing, 31(1), 11-15.” 

From the above Fig-1, it is further noted that relationship marketing refers to Strategic 

management of relationships. These relationships are with all relevant stakeholders e.g., 

customers, suppliers, influencers, referral sources, and internal markets. CRM is marked as 

strategic management of relationships mainly with customers. It involves effective use of 

technology where, technology is an important enabler. At last, customer management is 

Implementation and tactical management of customer interactions. It involves aspects e.g., 

call centre management, campaign management, and automation of sales force (Payne & 

Frow, 2017). Moreover, Sin, Tse, and Yim (2005) highlighted that both concepts (relationship 

marketing and CRM) are nearly interchangeable. According to Ryals and Payne (2001) CRM 

is all about employing relationship marketing using information technology. In fact, it is 

CRM that provides management with the opportunity to implement relationship marketing in 

an organization (Ryals & Knox, 2001).  

Efforts to define relationship marketing got overwhelming consideration from past 

researchers (Das, 2009; Hütten, Salge, Niemand, & Siems, 2018). There are numbers of 

definitions analyzed in the literature review. The literature review suggests that nature of 

relationship marketing is outcome-oriented. The relationship marketing also focuses on 

acquisition of customers, customer retention, and profitability. Long-term orientation is the 

focal point in relationship marketing. Furthermore, relationship marketing creates win-win 

situation for all stakeholders (Agariya & Singh, 2011; Ofosu-Boateng, 2020). However, there 

are other than outcome-oriented focuses covered in relationship marketing definitions e.g., 

process centric approach (Hütten et al., 2018).   
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Gummesson (1994) advocates, organizations implementing relationship marketing strategies 

get competitive advantage from their rival organizations. There are multiple financial and 

non-financial goals achieved with relationship marketing strategies e.g., customers may 

expect benefits that exceed their costs (Kotler, Wong, Saunders, & Armstrong, 2005). 

Furthermore, the organizational competitiveness increases economic profitability. It is 

essential for a successful relationship that it is rewarding both parties e.g., organizations and 

customers. Furthermore, parties in relationship aim to achieveother common goals (Evans & 

Laskin, 1994). Likewise, Grönroos (1994, 1997) emphasizes goal achievement. Furthermore, 

he marked goal achievement as core element of relationship marketing process. 

Along with theoretical strength and diversification; Relationship marketing practice is also 

emerging as one of the important mantra of business strategy and it enhance the performance 

outcome, sales, and growth of business (Palmatier, Dant, Grewal, & Evans, 2006; Brito, 

2011; Finch et al., 2015; Debnath, Datta, & Mukhopadhyay, 2016). The important question to 

address here is “why organizations and customers engage in relationship”? To answer this 

question, Buttle and Maklan (2015) propounded that customer triggers to be part of 

relationship are; sense of perceived risk, product complexity, product strategic significance, 

service requirements, purchase cost, recognition, affiliation, power, status, personalization 

and reciprocity; while organizations strive to maintain the relationship due to; cost, customer 

retention, competition, customers’ insight, and manage customers experience. Moreover, 

from customer’s point of view, following key reasons are described in relationship marketing 

literature: First, relationship marketing theory maintains that there is absolute benefit in 

relationship exceeds from cost. There are number of benefits e.g., relational partner is 

reliable, organizations share values with consumer, customer risk is minimized, exchange is 

in moral limits, with relationship customer may have customization benefits, and more 

importantly needs, wants and preferences of customers are met. Second, there is greater 

efficiency in customer decision making that reduce risk, helps to achieve cognitive 

consistency, and expand future choices. There is “routinized response behavior” of customer 

by trusting relational partner (Sheth & Parvatiyar, 1995). Third, customer motivation in 

relationship is, it sees relationship as a mean to achieve relationship committed goals. 

Relationship becomes instrument of goals achievement through product or service acquisition 

(Bagozzi, 1995).  

Relationship marketing lens are applied to numbers of research areas and domains. The 

research is quite diverse in this regard. The major domains are as follow: 

I. Vincent and Webster (2013) noted that relationship marketing is applied to a variety of 

relationships e.g., B2C and employees’ relationships.   
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II. Dowling Review of Business-University Research Collaborations (2015) suggested that 

“strong personal relationships” is “at the heart of any successful collaboration”. It is based 

on trust, commitment and integration of both. It helps to further insights about 

relationship. 

III. Relationship marketing research helps to improve UK retail academic practitioner 

research. Moreover, it bridges the gap between research and practice (Blackley, Resnick, 

& Cassidy, 2017). 

IV. Relationship marketing research is more effective in developing countries e.g., India, and 

China as compared to developed countries e.g., USA (Sota, Chaudhry, Chamaria, & 

Chauhan, 2018).  

V. Relationship marketing research has grown towards social CRM and applies in hospitality 

CRM (Law, Fong, Chan, Fong, 2018).  

VI. Relationship marketing programs influence the value synergy and value asymmetry 

between buyers and seller relationship (Luu, Ngo, & Cadeaux, 2018). 

VII. Contemporary communication toolsand social media are useful in relationship building 

(Sota et al., 2018; Stewart, Atilano, & Arnold, 2017).  

VIII. Relationship marketing enhances the co-creation and play vital role in new product 

success. Specifically, small and medium enterprises (SMEs) get multiple benefits by 

applying relationship marketing practices to their businesses (Sulhaini & Sulaimiah, 

2017; Gilboa, Seger-Guttmann, & Mimran, 2019).  

IX. Relationship marketing programs and initiatives influence the customer mindset metrics 

(CMM). Relationship marketing contributes in the business growth (Petersen, Kumar, 

Polo, & Sese, 2018).  

X. Relationship marketing matters in online retailing and helps to improve the online 

business (Verma, Sharma, & Sheth 2016). 

Relationship marketing is also applied in international business relationships. Relationship 

marketing application may lead to more value and understanding of international business. 

I. Over the decades’ relationship marketing is ubiquitous, yet there is scarcity of 

international relationship marketing research. Relationship marketing capabilities play 

important in value creation for international relationship marketing channels (Skarmeas, 

Zeriti, & Baltas, 2016). 

II. Relationship marketing helps suppliers to achieve relationship based value in 

international markets (Lai, Chan, Yang, & Hsu, 2015).  
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1.1. Problem Statement  

In the present era, with advancements in technology, communication and social media, 

the individuals, savvy customers, communities, and organizations are much informed 

than before. It extends that savvy customers are well informed. They have more 

awareness and information. Furthermore, they have multiple alternatives in buying any 

product or service.They can compare price, attributes, and services of the respective 

organizations. Therefore, the customer decision-making process is more complex than 

before due to multiple inputs and provides the basis for contemporary organization to 

deeply understand. The marketing as a subject in its nature is evolutionary, which 

revolutionize the market; this is strength of subject to incorporate a change, and address 

ever evolving market problems. One of the chief markets based issue is consumerism 

(Shrank, 2017). This subject is growing and expected to mount in the coming days due 

to several reasons. Reasons are greater customer satisfaction quest, quality demanding, 

increased leisure time and awareness. The other causes are young and active customers’ 

engagement with politically popular consumer movements. There is also a debate 

regarding morality in the market, as issue highlighted by the journal of consumer 

psychology in its special issue “marketplace morality." The market is evolving into fast-

changing and complex interactive market space. Customers are more demanding and 

need a tailored solution of their problems. The collection, maintaining and processing of 

data in creative ways on varied aspects area need of an hour for organizations. This is 

possible with the recent advent of remote sensing, mobile technologies, and advance 

computing mechanism (George, Osinga, Lavie, & Scott, 2016). As, it is noted that firm’s 

all marketing activities are tied to any digital aspect (Lamberton & Stephen, 2016). This 

involves rethinking the design of marketing scholarship and practice. Marketing 

perspective has broadened, which reflects contemporary marketing practice (Brodie, 

2017). All these stretch organizations to have close contacts with customers, build long-

term and sustainable transable relationships. In relationship marketing primary issues are 

how relationship leads to sustainable success by generating higher customer value and 

lowering customer sacrifice (Sulhaini & Sulaimiah, 2017), where relationship resides 

and what measures are required to manage this process (Paltmatier, 2008), and the 

relationship as passes through phases that may change terms of coordination (Zhang, 

Watson, Palmatier, & Dant, 2016). It is evident that high-quality relationshis help to 

understand customer requirements and solve their customized problems (Sulhaini & 

Sulaimiah, 2017). This marketing tool helps organizations to nurture a relationship with 

customers, resolve sensitive and ethical issues during the exchange (Vlahos & Bove, 

2016).  
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Contemporary thought in relationship marketing focus on e.g., relationship marketing as 

process-centric framework (Hütten, & Salge, Niemand, & Siems, 2018), assessing 

relationship marketing readiness (Grönroos, 2017), relationship marketing as a tenet to 

humanize brands (MacInnis & Folkes, 2017), online relationship formation 

(Kozlenkova, Palmatier, Fang, Xiao, & Huang, 2017; Wongkitrungrueng, Dehouche, & 

Assarut, 2020), group marketing theory in business relationship (Harmeling, Palmatier, 

Fang, & Wang, 2017), midlife crises of relationship marketing and revitalization (Sheth, 

2017), service-dominant logic in understanding and expanding relationships and 

relationship marketing theory (DeLeon & Chatterjee, 2017), total relationship marketing 

by synthesizing relationship marketing and other developments in marketing theory and 

practice and allied fields (Gummesson, 2017), synthesizing the divergent developments 

in relationship marketing (Sheth, 2015), and total relationship marketing by looking at 

“zooming in” and “zooming out” (Payne & Frow, 2017).  

The relationship marketing research developed into multipleareas, e.g., communication 

in relationship (Balaji, Roy, & Wei, 2016), negative aspects of close relationship 

(Anderson & Jap, 2005), relationship dynamics (Harmeling, Palmatier, Houston, Arnold, 

& Samaha, 2015; Hollman, Jarvis, & Bitner, 2015; Zhang et al., 2016), service recovery 

(Hur, Moon, & Jun, 2016) and service interactions (Martin, 2016). Furthermore, 

relationship marketing research moved to subareas. The baseline ideas, e.g., inter-

dependency between partiesis taken for granted (Gummerus, von Koskull, & 

Kowalkowski, 2017). This diverse nature of development of relationship marketing 

theory and contemporary thought in relationship marketing compels to synthesize 

literature and advance in relationship marketing research in a more integrated and 

comprehensive way.  

From the practical perspective organizations needs to incorporate relationship marketing 

practices for competitive advantage (Storbacka & Lehtinen, 2001), to build and maintain 

relationship with customers e.g., customer retention is and sustainable relationship is key 

for any business (Grönroos, 2017), and relationship marketing has evolved as important 

mantra of business strategy for number of factors e.g., cost reduction, enhance customer 

base, sales, and growth of business (Palmatier et al., 2006; Brito, 2011; Finch et al., 

2015; Debnath, Datta & Mukhopadhyay, 2016, Buttle & Maklan, 2015). And from 

theoretical perspective relationship marketing needs new thought (Gummerus, von 

Koskull, & Kowalkowski, 2017; Grönroos, 2017; Sheth, 2017) and integration and 

convergence of existing theories of relationship marketing (Grönroos, 2017; Sheth, 

2017; Gummesson, 2017), advance on emotive direction of relationship marketing 

(Sheth, 2017), and more focused on interpersonal relationship perspective (Palmatier, 
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2008) and limitations of interpersonal relationship marketing  research and theory (Wulf, 

Odekerken‐Schröder, &  Iacobucci,  2001; Palmatier, Jarvis, Bechkoff, & Kardes, 2009; 

Hassan, Mortimer, Lings, & Neale, 2017; Arli,  Bauerb, & Palmatier, 2018; Ali, 

Rasoolimanesh, Sarstedt, Ringle, & Ryu, 2018; Chou & Chen, 2018; 

Wongkitrungrueng& Assarut, 2018; Möller &  Halinen, 2018). It is noted that “human 

are emotional animals. They make emotionally driven buying decisions and tend to 

support their decisions logical justification afterward”. So, it is important to understand 

human emotions, antecedents and outcomes of human emotions.  

A summary of key interpersonal relationship marketing research is provided in table-

2.2provided at appendix-1. With the comprehensive review of interpersonal relationship 

marketing literature, following points are inferred: 1. Limited work on Interpersonal 

Relationship Marketing model (IRMM) and Research in Relationship Marketing theory 

2. Most of Researches focus on B2B and Individual to Individual perspective of 

relationship 3. There is no comprehensive and empirically validated theory of 

interpersonal relationship marketing. From the both practical and theoretical 

perspectives, it is evident to have comprehensive research on the topic and to facilitate 

the local business from this research. Therefore, keeping in view the above mentioned 

and highlighted points, this research is initiated.  

1.2. Research Gap 

The review of relationship marketing literature suggests that there is a continuous 

research gap in literature. This research put an effort to bridge continues research gap 

mentioned in proceeding discussion. The research gap is comprehensively explained and 

categorized in three parts. 

First, there exist a research gap at the theory level in relationship marketing, second there 

is scant research within relationship literature on emotive plane and reciprocity, and 

finally, the methodological and data limitations exist within relationship marketing 

methodologies. In-depth investigation of relationship marketing literature leads to 

following persistent research gaps. 

I. Little attention is paid to emotions based relational mediators (Sheth, 2017; 

Grönroos, 2017) e.g., affective based trust (Dowell, Morrison, & Heffernan, 

2015; Chou & Chen, 2018; Wongkitrungrueng & Assarut, 2018; Tabrani, Amin, 

& Nizam, 2018), gratitude (Palmatier et al., 2006; Palmatier, 2008; Palmatier et 

al., 2009;Hasan, Lings, Neale, & Mortimer, 2014;Hasan, Mortimer, Lings, & 

Neale, 2017; Hasan, Ahmadi, Mortimer, Grimmer, & Kelly, 2018; Chou & 
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Chen, 2018 ) and intimacy (Bugel, Verhoef & Buunk, 2011; Brock & Zhou, 

2012; Waal & Heijden; 2016; Tabrani, Amin, & Nizam, 2018). It is noted 

through the human history that human buying decisions are emotionally driven 

and marketing practices crafted to appeal buyer’s emotions. Therefore, 

interpersonal relationship marketing also needs to tend towards the emotional 

drivien relationship building and maintenance efforts.   

II. Reciprocity is identified as the core of marketing relationship (Bagozzi, 1995) 

and throughout the relationship marketing literature, it is marked with 

conceptual ambiguity, and literature suggests to study “reciprocity” to overcome 

its conceptual vagueness (Palmatier 2008; Ryu & Lee; 2017; Liu, Deligonul, 

Cavusgil, & Chiou, 2018; Malloch & Taylor, 2018; Kim, Smith, & Kwak, 2018; 

Costello, 2018). This ambiguity is regarding the theoretical placement of 

reciprocity. Throughout relationship marketing literature, reciprocity is placed at 

various theoretical positions i.e. independent variable, mediator, and dependent 

variable. Interpersonal relationship marketing model by Palmatier (2008) place 

the reciprocity as an outcome variable. On the basis of the theoretical 

suggestions by Palmatier (2008), this research evaluates the reciprocity as the 

dependent variable.  

III.  In Relationship marketing literature more benefits and investment based 

relationship focused. Dependence is not frequently researched in business to 

customer relationship. Dependency is taken for-granted throughout the 

relationship marketing literature. The relationship marketing literature suggest to 

study buyer-seller dependence and evaluate it various contextual settings 

(Gelderman & Weele, 2004; Gummerus, Koskull, & Kowalkowski, 2017; Sheth, 

2017; Grönroos, 2017; Fatima & Mascio, 2018). 

IV. The relationship marketing literature is available in parts (Palmatier, 2008; 

Sheth, 2017; Grönroos, 2017; Chou & Chen, 2018) that demands 

comprehensiveness and singular; theory that is missing (Finch et al., 2015; 

Debnath, Datta, & Mukhopadhyay, 2016; Grönroos, 2017; Gummerus, Koskull, 

& Kowalkowski, 2017; Sheth, 2017; DeLeon & Chatterjee, 2017; Gummesson, 

2017; Payne & Frow, 2017).  

V. There exists a continuous ambiguity in defining the relationship within social 

exchange and relationship literature (Cropanzano & Mitchel, 2005). 

Furthermore, there is literary confusion on matter of “what is exchange” (Foa & 

Foa, 1980). This research attempts to bridge the conceptual ambiguity. It defines 

relationship as a combined effort of interactive transaction episodes and 
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interpersonal attachment (Guo, Gruen & Tang, 2017) in a comprehensive 

interpersonal relationship model (Palmatier, 2008).  

VI. There is scant research on use of relationship moderators in the relationship 

marketing model; however, contemporary thought within relationship marketing 

advocates the use of potential moderators in conceptual frameworks (Raimondo 

& Costabile, 2008; Athanasopoulou, 2009; Balaji, Roy, & Wei, 2016; Yeh, 

Wang, Hsu & Swanson, 2018). 

VII. Most of the relationship marketing in general and specifically interpersonal 

relationship marketing literature is B2B focused and less attention has been paid 

to B2C relationship (Palmatier et al., 2006; Palmatier, 2008; Gupta & Sahu, 

2012;Arli, Bauerb, & Palmatier, 2017; Ali et al., 2018; Chou & Chen, 2018; 

Wongkitrungrueng& Assarut, 2018; Möller & Halinen, 2018).  

VIII. Relationship marketing research lacks of concrete focus on the inter-relationship 

among the relational mediators and relationship outcomes (Brock & Zhou, 2012; 

Arli, Bauerb, & Palmatier, 2017; Sheth, 2017; Chou & Chen, 2018) 

IX. Most of the relationship marketing research is cross-sectional with single source 

data; however, research lacks with dyadic and triadic data sources into the 

unified model (Palmatier, Jarvis, Bechkoff, & Kardes, 2009; Gelderman & 

Weele, 2012; Lussier & Hartmann, 2017; Lussier & Hall, 2018; Mangus, Bock, 

Jones & Folse, 2017). 

X. The marketing research is more prediction focused (Ahearne, MacKenzie, 

Podsakoff, Mathieu, & Lam, 2010; Hair, Sarstedt, Hopkins, & Kuppelwieser, 

2014; Bolander, Satornino, Hughes, & Ferris, 2015); therefore, the analysis of 

relationship marketing research deemed to be prediction focused e.g., PLS-SEM 

(Olavarría-Jaraba et al., 2018; Liu et al., 2018; Jean, Kim, Chiou, & Calantone, 

2018; Wongkitrungrueng & Assarut, 2018; Ali et al., 2018). 

1.3. Significance of the Study 

Relationship marketing both as discipline and practice grew spectacularly in last twenty-

five (25) years. Relationship marketing is marked as the marketing paradigm (Sheth, 

2017).  The last decade has continued to see a substantial rise in scholarly interest in 

relationship marketing. Now, relationship marketing has become a popular mantra in the 

marketing realm. Relationship marketing gurus and textbook writers advocate the 

importance of relationships in long-term business success (Gummesson, 1997; Payne & 

Frow, 2017). The concept of relationship marketing clearly managed to capture the 

imagination of scholars in the 1990s. Jones, Reynolds, Arnold, Gabler, Gillison, and 

Landers (2015) reported that approximately 70 percent of customers in our national 
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consumer survey show positive attitude toward relationship marketing efforts; Whereas, 

about 30 percent show displeasure or neutral attitude for relationship marketing efforts. 

Furthermore, customer intention to choose organization that engage in relationship 

activities is approximately 39 percent. Additionally, overall customer attitude toward 

relationship marketing efforts is favorable. 

With advancements in technology and societal developments have caused an immense 

shift in customers purchase and decision making criterion. The world has transformed 

into a global village. Today’s customers are much informed and can encounter bulk of 

wanted and unwanted information. Furthermore, customers are encountered with 

repetitive advertisements and promotional campaigns (Cambra-Fierro, Melero-Polo, 

Sese, 2018). All abovementioned factors add to complexity of customer decision-making 

process. Therefore, the need for such marketing efforts that provide ease to customers 

and facilitate customers’ decision making is increasing day-by-day. Relationship 

marketing provides such a platform that playsa vital role in this over shadowed and 

complex situation (Reinartz, Krafft, & Hoyer, 2004; Cambra-Fierro, Melero-Polo, Sese, 

2015; 2018). Finally, theoretical and practical significance are explained. 

This research is initiated from dyadic (seller and customer) viewpoint and highlights that 

existing relationship marketing theory is mainly focused on three tenets, i.e. economic, 

psychological and sociological. But there is a considerable gap between these three 

doctrines of relationship marketing theory, and they could not merge to form a singular 

and more comprehensive model of interpersonal relationship marketing, which can 

enhance understanding of the consumer and its behavior holistically. This research 

attempts to construct a more cumulative model that can bring these three factors into an 

interconnected form to understand better about buyer-seller relationship. This is 

hypothesized that the reasoned action simultaneously transforms into customer believe 

what she/he has in this relationship. Present study is aimed from the benefit and 

investment perspective. The benefit customer perceives, and investment has made by the 

seller on her/him is shifted into the emotion and behavior. This psychological factor 

leads towards the social confirmative and continuance of action. The psychological part 

of this cycle is perceived as short term, but it leads towards social conformity and 

continuance (reciprocity). These research hypotheses that with the formation of above 

designed cycle of belief, psychological and social factors, the buyer-seller relationship 

strengthens and goes for the longer period. This research comprehends that with such a 

model in hand; the seller-buyer relationship goes beyond the existing boundaries. These 

help academicians as well as practitioners of the field to analyze and materialize as up-

to-date knowledge of relationship marketing.  
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1.3.1. Theoretical Significance 

Theoretically, this research has following contributions: 

I. This research extends the interpersonal relationship marketing model 

(Palmatier, 2008) with collaborating interpersonal attraction theory (Perlman 

& Fehr, 1986). It extends the interpersonal relationship marketing model by 

adding additional variables of seller focal antecedents, customer focal 

antecedents and emotive plane (Gratitude, Trust, and Intimacy). 

II. This research holds that psychological pressure leads to social conformity 

pressures; norms of reciprocity emerge and create persistent behavior cycles 

(Palmatier, 2008). Psychological side must integrate with social side in 

relationship marketing (Sheth & Parvatiyar, 1995). 

III. Customer motivation to enter into relationship, which is explained as goal 

striving of customer to be in a relationship (Bagozzi, 1995).  

IV. Theory of interpersonal attraction is blended with extended social exchange 

theory by adding exchange as the emotive parameter (Cropanzo & Mitchel, 

2005). This is also viewed as “share of heart” (Sheth, 2017); emotive side of 

relationship building with converging effort towards a comprehensive and 

integrated model (Sheth, 2017). 

V. This research extends the generalization of the interpersonal relationship 

marketing model. The research supports the contemporary thought that 

relationship efforts are not solely benefits and investment based and 

dependency in relationship marketing is taken for granted (Gummerus, 

Koskull, & Kowalkowski, 2017). 

VI. This research evaluates the inter-relationship among the relational mediators 

(gratitude-trust- and intimacy) and similarly the inter-relationship among the 

outcome variable (commitment-reciprocity-and repurchase intentions). 

1.3.2. Practical Significance 

In the present competitive world; there are certain customer behaviors, e.g., 

repurchase, commitment, and loyalty that are highly desired by the sellers (Górska-

Warsewicz & Kulykovets, 2020). Similarly, customers also deem that sellers are 

supposed to pay attention to their queries, provide timely information, and offer 

customization. Furthermore, such arrangements are also desired at the policy level to 

achieve policy level goals and objective, e.g., sustainable development. Relationship 

marketing in general and specifically interpersonal relationship marketing provides 

such a platform that enables the collaboration among all the stakeholders and offers to 
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collaborate with opportunities. Finally, the specific practical significance with respect 

to sellers, customers, and at policy level is given in last section of this research.  

A comprehensive review of literature leads to conceptual model (Eisenhardt, 1989; Payne & 

Frow, 2005). The conceptual model of this research is composed of relationship antecedents, 

relational mediators (emotive plane), and relationship outcomes. The antecedents are; 

customer focal antecedents and seller focal antecedents. Customer focal antecedents share the 

same perspective as relational mediators and seller focal when they adopt a perspective 

opposite of that of the evaluation of the relational mediators (Palmatier et al., 2006). 

Perceived customer focal antecedents conceptualized for this research are; perceived 

relationship benefits, perceived relationship dependence, perceived seller trustworthiness, and 

perceived seller reputation. Perceived seller focal antecedents are conceptualized as; 

perceived seller investment, perceived seller expertise, perceived seller customer orientation, 

and perceived seller service quality. The perceived customer emotive plane consists of; 

perceived customer trust, perceived customer intimacy, perceived customer gratitude 

constructs. The relationship outcome is analyzed with; reciprocity, customer purchase 

intentions, and commitment constructs. 

Table-1.1: Operational Definitions of Construct 

Construct Definition Source Page No 

Relationship 

Benefits 

“Benefits received, including time 

saving, convenience, companionship, 

and improved decision making” 

Morgan and Hunt 

(1994) 

 

Page 35 

Dependence on 

Seller 

“Customer's evaluation of the value of 

seller-provided resources for which few 

alternatives are available from other 

sellers” 

Morgan and Hunt 

(1994) 

 

Page 36 

Seller 

Reputation 

“Reputation refers to customers believe 

that a seller is honest and concern about 

its customer” 

Doney and 

Cannon (1997) 

 

Page 38 

Trustworthiness 

of Seller 

“Trustworthiness as a trait of a party 

(e.g. a service provider) in a relationship 

that inspires confidence in their 

counterpart (e.g. a customer)” 

Kharouf, Lund 

and Sekhon 

(2014) 

 

Page 37 
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Relationship 

Investment 

“Seller's investment of time, effort, 

spending, and resources focused on 

building a stronger relationship” 

Wulf, Odekerken-

Schröder, and 

Iacobucci (2001) 

 

Page 29 

Seller Expertise “Knowledge, experience, and overall 

competency of seller” 

Crosby, Evans, 

and Cowles 

(1990) 

 

Page 30 

Customer 

Orientation 

“Practice the modern marketing concept 

by trying to help their customers make 

purchase decisions that will satisfy 

customer needs” 

Saxe and Weitz 

(1982) 

 

Page 31 

Service Quality “Perceived judgment, resulting from an 

evaluation process where customers 

compare their expectations with the 

service they perceived to have received” 

Grönroos (1984)  

Page 33 

Trust “Feelings of confidence and security in 

the caring responses of the partner and 

the strength of the relationship” 

Rempel, Holmes 

and Zanna (1985) 

 

Page 42 

Intimacy “Feelings, thoughts, and actions that are 

connected to the experience of warmth, 

closeness, and bondedness in loving 

relationships” 

Batra, Ahuvia and  

Bagozzi (2012) 

 

Page 44 

Gratitude “Affective aspect of gratitude, or feelings 

of gratitude, as feelings of gratefulness, 

thankfulness, or appreciation for a 

benefit received” 

Palmatier et al. 

(2009) 

 

Page 41 

Reciprocity “Internalized patterns of behaviors and 

feelings that regulate the balance of 

obligations between two exchange 

partners” 

Palmatier (2008) Page 46 

 

Commitment “An enduring desire to maintain a valued 

relationship” 

Palmatier (2008) Page 46 
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Repurchase 

Intentions 

“The individual’s judgments about 

buying again a designated service from 

the same company, taking into account 

his or her current situation and likely 

circumstances” 

Hellier, Geursen, 

Carr, and Rickard 

(2003) 

 

Page 47 

Relationship 

Duration 

“Length of time that the relationship 

between the exchange partners has 

existed” 

Anderson and 

Weitz (1989) 

 

Page 51 

Similarity “Commonality in appearance, lifestyle, 

and status between individual boundary 

spanners or similar cultures, values, and 

goals between buying and selling 

organizations” 

Morgan and Hunt 

(1994) 

 

Page 51 

 

1.4. Research Objectives 

After extensive review of literature which contributes in relationship theory, following 

objectives are framed for a comprehensive interpersonal relationship theory.  

1. To evaluate the contribution of seller focal antecedents to strengthen emotive plane 

between seller and buyer interpersonal relationship. 

2. To analyze thecontribution of customer focal antecedents to evoke emotive plane 

between seller and buyer interpersonal relationship. 

3. To investigate therole of emotive plane in relationship maintenance between seller 

and buyer interpersonal relationship. 

4. To study the mediating role of emotive plane between relationship acquaintances 

(seller focal antecedents and customer focal antecedents) and relationship 

maintenance in an interpersonal relationship marketing model. 

5. To examine the moderating role of relationship moderators in relationship between 

relationship acquaintances (seller focal antecedents and customer focal antecedents) 

and emotive plane in an interpersonal relationship marketing model. 

6. To study the implications of the interpersonal relationship marketing model in the 

seller-buyer dyadic relationship. 
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1.5. Research Questions 

To successfully achieve research objectives following questions are formulated.  

1. What is the magnitude of Customer Focal Antecedents and Seller Focal Antecedents 

in development of Emotive Plane in the interpersonal relationship marketing model? 

2. How Potentially Emotive Plane mediates between Customer Focal Antecedents and 

Seller Focal Antecedents to influence Relationship Outcomes/Maintenance in the 

interpersonal relationship marketing model? 

3. What is the role of potential moderators to strengthen or weaken the relationship 

between Customer Focal Antecedents and Seller Focal Antecedents stimulate emotive 

plane in the interpersonal relationship marketing model? 

1.6. Structure of the Thesis 

The investigation of the interpersonal relationship marketing model focuses on seller 

focal antecedents (relationship investments, seller expertise, customer orientation, and 

service quality), customer focal antecedents (relationship benefits, dependence on seller, 

trustworthiness on seller, perceived reputation), emotive plane (gratitude, trust, and 

intimacy), relational moderators (age, gender, relationship duration, and similarity), and 

relationship maintenance (commitment, reciprocity, and repurchase intentions). On the 

basis of these variables, the dissertation is structured into five chapters: Introduction, 

Review of Literature, Research Methodology, Results and Discussion, and Conclusion 

and Research Implementations. The introduction chapter includes general background of 

relationship marketing, theoretical underpinnings of relationship marketing, 

interpersonal relationship marketing, theoretical backdrop of interpersonal relationship 

marketing, operational definitions of constructs, research objectives, research questions 

and structure of the thesis. 

The second chapter of the thesis is about review of the literature. This chapter presents 

the past, present, and future requisites of relationship marketing literature in general and 

interpersonal relationship marketing, specifically. Contemporary thought in relationship 

marketing literature is presented to develop the conceptual of this research. Furthermore, 

literature-based contradictions and gaps are highlighted.  

Third chapter is about research methodology. This chapter highlights how research is 

undertaken. This chapter includes research philosophy, research design, survey 
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instrument, population and sampling, sample size, unit of analysis, and data analysis 

techniques. 

Results and discussion are the fourth chapter of the thesis. This chapter presents the 

results and discusses the empirical results in detail. The results are theoretically and 

practically discussed. This chapter also highlights the theoretical contributions made by 

this research. 

The last chapter is conclusion and research implementations, which are followed by 

references and appendix. This chapter delineates the implication of research with respect 

to policy, seller, and customers, research limitstions, future research directions and 

conclusion of the thesis. The references and appendix are given at the end of the thesis. 
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CHAPTER-02 

LITERATURE REVIEW 

First part of literature review elucidates marketing, relationship marketing, history of 

relationship marketing,  contemporary thought in relationship marketing, classification within 

relationship marketing theory and practice, current focus of relationship marketing, 

interpersonal relationship marketing, theoretical foundation of interpersonal relationship 

marketing, antecedents of  relationship marketing, relational mediators and moderators of 

relationship marketing, outcomes of relationship marketing, relationship within relational 

mediators and outcomes. The literature review also highlights the consistent research gap at 

each segment of literature review. The second part presents conceptual model and hypotheses 

of this research. 

2.1. Marketing 

The development of marketing subject is evolutionary in nature. Marketing is 

characterized as multidisciplinary subject. There are numbers of research approaches, 

instruments, and models that are developed in marketing to cope with ubiquitous 

economic and social challenges (Tronvoll, Barile, & Caputo, 2018). Over the decades, 

Marketing has experienced changes in thoughts, strategic focus, and practice. However, 

fundamental tenet of marketing lies in exchange. The existence of any society is based 

on transaction and exchange. Therefore, American Marketing Association (AMA) has 

defined marketing as “Marketing is the activity, set of institutions, and processes for 

creating, communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society at large” (AMA, 2013). The development of 

marketing is in two paradigms, transactional paradigm and relational paradigm (Sheth & 

Parvatiyar, 1995; Harker & Egan, 2006). 

2.2. Relationship Marketing 

In 1990s relationship marketing evolved into a separate field of marketing (Sheth & 

Parvatiyar, 1995; Möller & Halinen, 2000). The concept of “relationship” in marketing 

was first introduced by Berry (1983) in services marketing context. However, market 

based relationship and relationship oriented marketing practices can be traced back to 

pre-Industrial era. History of marketing suggests that mass production, middlemen 

emergence, and separation of producer and customersleads to a transactional focus of 

marketing. Technological advancement and allied circumstances leads to relationship 

orientation of marketing theory (Sheth & Parvatiyar, 1995). The concept of 
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“relationship” in human life, its theoretical foundations in various social, psychological 

and behavioral disciplines is well documented and explained (Debnath, Datta, & 

Mukhopadhyay, 2016; Finch et al., 2015). From customer perspective; crux lies in 

reduction of choice. This purposeful choice reduction behavior of consumers referred as 

"relational market behavior". Relational market behavior leads to greater decision 

making efficiency. Furthermore, it reducesefforts required for information processing 

and achieves cognitive consistency. Additionally, it reduces perceived risks. Relational 

market behavior also influenced by norms e.g., family members and peer groups (Sheth 

&Parvatiyar, 1995). The evolutionary contributions by Sheth and Parvatiyar (1995) are 

called landmark contributions by Bagozzi (1995).  

According to Möller and Halinen (2000), disciplinary roots of relationship marketing are 

derived primarily from four sources. These disciplines are Business Marketing 

(interaction and networks), Marketing Channels, Services Marketing, and Database 

Marketing and Direct Marketing. The discussion of the disciplinary contribution in 

relationship marketing varies throughout literature with understanding, conceptualizing 

and scale of review of literature. As Brito (2011) says, relationship marketing conceptual 

origin is based on three areas: distribution channels, industrial marketing and services 

marketing. Relationship marketing’s success is based on a number of factors e.g., 

resource factors, internal marketing factors, competence factors, public policy factors, 

relational factors, information technology factors, market offering factors, and historical 

factors (Hunt, Arnett, & Madhavaram, 2006). It is also evident that relationship 

marketing can take many forms, and it plays a considerable role in business strategy, 

understanding and success (Hunt, Arnett, & Madhavaram, 2006).  Moreover, 

relationship marketing developed as key research topic in service marketing (Kunz & 

Hogreve, 2011). It is also among the most frequently cited topics (Roberts, Kayande & 

Stremersch, 2014). 

2.3. Definitions of Relationship Marketing 

There have been numerous efforts to define relationship marketing term in recent past. 

Regardless of efforts to define term “relationship marketing” the conceptual consensus is 

missing. The most recurring parts within relationship marketing realm are acquisition 

and retention of customers and enhance profitability of organizations. Furthermore, long-

term orientation creates win-win situation for all stakeholders of a committed 

relationship (Agariya & Singh, 2011). The development of relationship marketing is 

diverse and has been defined in a number of ways.A summary of definitions presented 

by prominent scholars of relationship marketing is given below: 
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Table-2.1 Relationship Marketing Definitions  

Sr. No Definition Source 

1 “Relationship marketing as the dynamic process by which a 

company acquires, develops, enhances, and, if necessary, 

terminates customer relationships that create value for all 

partners by performing activities that aim to build mutual trust 

and achieve a set of specified goals”. 

Hütten et al 

(2018) 

2 “Relationship marketing is the process of identifying, 

developing, maintaining, and terminating relational exchanges 

with the purpose of enhancing performance”. 

Palmatier (2008) 

3 “Relationship marketing is the ongoing process of engaging in 

cooperative and collaborative activities and programs with 

immediate and end-user customers to create or enhance mutual 

economic value at reduced cost”. 

Sheth and 

Parvatiyar (2000) 

4 “All marketing activities directed towards establishing, 

developing, and maintaining successful relational exchanges”. 

Morgan and Hunt 

(1994) 

5 “Relationship marketing is a process including several parties 

or actors, the objectives of which have to be met. This is done 

by a mutual exchange and fulfillment of promises, a fact that 

makes trust an important aspect of marketing. Relationship 

marketing is also dynamic, because of its process nature”. 

Grönroos (1994) 

6 “Marketing is to establish, develop and commercialize long-

term relationships, so that the objectives of the parties involved 

are met. This is done by mutual exchange and keeping 

promises”. 

Grönroos (1989) 

7 “The Relationship Development Process: Relationships evolve 
through five general phases identified as (1) awareness, (2) 
exploration, (3) expansion, (4) commitment, and (5) 
Dissolution. Each phase represents a major transition in how 
parties regard one another.” 

 

Dwyer, Schurr, 

and  Oh (1987) 

8 “Relationship marketing concerns attracting, maintaining and - 
in multi-service firms - building customer relationships” 

Berry (1983) 
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2.4. Approaches of Relationship Marketing 

Two main approaches are developed in relationship marketing instead of the general 

theory of relationship marketing; first is market perspective (customer relationship) and 

second is the network perspective (inter-organizational relationship). The Customer 

relationship approach focuses on the relationship between seller and large number of 

customers, whereas inter-organizational relationship focuses on B2B relationship. So, it is 

concluded that development of relationship marketing literature is in two main streams 

one is B2B, and the second is B2C (Möller & Halinen, 2000). In the early development of 

the relationship marketing, focus was on B2B relationship and B2C relationship was 

neglected. Along with similarities, there are numbers of significant differences between 

B2C and B2B relationship marketing. The difference exists in relationship form, 

perspective, size, dependence, knowledge and communication between parties. B2C 

relationship was also primarily considered the tenuous B2B relationship (Gruen, 1995). 

Evolution in relationship marketing literature is presented in four diversified forms: one is 

different disciplines contribution in development of relationship marketing, second is 

theoretical perspectives, third is syntheses of integrative models of inter-firm (B2B), 

Interpersonal individual-to-individual, individual-to-firm (B2C), and firm-to-firm 

relationships (B2B) relationships (Iacobucci & Ostrom, 1996), and fourth is multilevel 

relationships development which operate simultaneously within an exchange (Palmatier, 

2008). 

2.5. Interpersonal Relationship Marketing 

Interpersonal relationship marketing theory is a recent phenomenon in relationship 

marketing theory and practice (Palmatier, 2008; Pilny & Siems, 2019). Interpersonal 

relationship marketing literature highlights dire need to make efforts that can help to 

enhance the interpersonal relationship marketing theory in relationship marketing 

realm.Furthermore, this helps to establish, develop and maintain successful long-term 

relationships with customers (Wulf, Odekerken‐Schröder, & Iacobucci, 2001; Palmatier 

et al., 2009; Hassan et al., 2017). A summary of key interpersonal relationship marketing 

research is provided in table 2.2 provided at appendix-1. From summary of research in 

interpersonal relationship marketing, three conclusions are drawn: 1. Limited work of 

Interpersonal Relationship Marketing model (IRMM) and Research in Relationship 

Marketing theory 2. Most of the researches focus on B2B and Individual to Individual 

perspective of relationship 3. There is no comprehensive and empirically validated 

theory of interpersonal relationship marketing. 
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Here, an important question arises, as propounded by Buttle (1996); Egan (2011); Buttle 

and Maklan (2015), should organizations always develop interpersonal relationship? A 

commercial interpersonal relationship can take any of the three forms, between 

individual to individual, B2C and B2B (Iacobucci & Ostrom, 1996). 

In general, it is viewed that relationship efforts help to generate customer loyalty; 

however, it is suggested that interpersonal relationship marketing has greater impact on 

customer loyalty. It is of because that in interpersonal relationship marketing target of 

the relationship is an individual person (Palmatier et al., 2006).The rationale is based on 

premises that consumers perceive greater relational benefits when engagement isat 

personal contact level (Kinard & Capella, 2006). Furthermore, social relationships are at 

individual level. It is interesting to note that relationship between customer and supplier 

(of whatever level or closeness) will continue despite personnel leaving. The objective is 

to build relationship beyond personal affiliation but the nature of relationship is similar 

to personal nature.The above illustrated understanding suggests that bonding of the sorts 

must exist between parties. This bonding needs to be independent of organizations, 

employees and its customers. It must be between customer and organization (Egan, 

2011). 

Interpersonal relationship marketing may also opt multiple forms e.g., internal 

interpersonal relationship. Internal interpersonal relationship is marked as ‘embedded 

knowledge’ (Gummesson, 2000). According to this understanding, employees are 

human capital of the organization. The loss of employees may cause to loose human 

capital of the organization. Loss of capital is loss of organizational knowledge.  

Organization’s reputation also plays critical role in relationship formation. Reputation 

matters more critically when customers are dealing first time with an organization. 

Furthermore, the past trustworthiness and trusted interaction between parties makes the 

relationship more reliable and sound (Rousseau, Sitkin, Burt, & Camerer, 1998).These 

trusted interactions and reputations may supersede relationship constructed at individual 

level (Evans & van de Calseyde, 2018). In conclusive, customer will continue 

relationship with a particular organization until there is positive organization repute in 

market. 

Embedded knowledge, trusted interaction and reputation suggest that organizational 

relationships will continue and effect the mediating factor e.g., emotions and helps to 

establish interpersonal relationship with business instead of personal nature (Egan, 

2011). Relationship with organization may exists regardless of varying emotional levels. 

Blois (1997) suggests that unless a counterintuitive definition of ‘relationship’ is used, it 



(Page 26 of 205) 

is difficult, if not impossible, to suggest that firms do not have relationships. O’Malley 

and Tynan (1999), too, suggest that when viewed as an association between two or more 

variables then it is clearly a relationship exists between consumers and organizations. In 

this matter, organizations are required to improve their perception and efforts are taken 

into consideration to improve direct relationship with the customer. It is perceived as a 

week relationship between B2C (Iacobucci & Ostrom, 1996). 

2.6. Exchange and Transaction 

The basic tenet of relationship marketing lies in transaction and exchange. Exchange and 

transaction are imperative facets of human societal existence. The formation and 

existence of human society is only conceivable with exchange and transaction. The 

exchange is conceived as economic, social, and psychological phenomenon. Primarily 

there are two types of exchange; transactional and relational exchange (Dwyer, Schurr & 

Oh, 1987). Berry (1995) suggests that "the heart and the soul of relationship marketing is 

marketing to customers after they have become customers." Relational exchange leads to 

relationship building. Morgan and Hunt (1994) explain "Relationship marketing refers to 

all marketing activities directed toward establishing, developing, and maintaining 

successful relational exchanges”. Here few fundamental questions are important to 

address otherwise understanding relationship remains spurious. What is exchanged, what 

are the concerns of exchange, how exchange alters the relationship and vice versa; and 

how the type of transaction and type of relationship interact to form a strong and 

sustainable relationship? These questions are theoretically addressed separately with 

their nuance in the present research. 

To answer what is exchanged, resources of exchange are necessary to be analyzed. There 

are six different resources of exchange. These resources are; love, status, money, 

information, goods and services (Foa & Foa, 1980). Most of the research focuses on 

economic resources while the little attentions have been given for comparison and 

exchange of other resources, e.g. comparative economic and social-emotional resources 

(Cropanzano & Mitchel, 2005). These resources of exchange exist in two outcome forms 

named as economic and social-emotional (Foa & Foa, 1980). In B2B relationship 

different tangible and intangible mix of resource exchange is recognized (Stern & Reve, 

1980). This flexible configuration of tangible and intangible resources extends the 

relationship spectrum. Exchange of resources in a relationship also depends on the type 

of relationship and in commercial relationship close association between customer and 

seller is assumed where along with economic resources, other social and psychological 

resources are also exchanged (Guo, Gruen & Tang, 2017). 
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To analyze what are concerns in exchange; Guo, Gruen and Tang (2017) in their 

research paper “Seeing relationships through the lens of psychological contracts: the 

structure of consumer service relationships” observed two main concerns. One is Self-

interest and second mutual/other interest in a relationship. Along with the concerns of 

exchange; it is also equally important to highlight the rules and norms of exchange. The 

rules and norms of exchange are termed as “Black Box” of the exchange process. There 

are six rules of exchange: reciprocity, rationality, altruism, group gain, status 

consistency, and competition (Meeker, 1971). 

To address the questions, how exchange alters the relationship? And vice versa; how the 

type of transaction and the type of relationship interact? Cropanzano and Mitchel (2005) 

in their interdisciplinary review of social exchange theory (comprehensively reviewed in 

theoretical foundation) answer these questions. With respect to type of transaction and 

type of relationship, four interactions (1. social transactions in social relationship, 2. 

economic transactions in social relationship, 3. social transaction in economic 

relationships, and 4. economic transaction in economic relationship) are presented. 

Interaction two and three are ideal for research in relationship marketing where 

economic and social encounter alters the strength and nature of the relationship. It is 

worthy to note that these ideas could easily be integrated with different exchange rules, 

such as those in Meeker’s (1971) model. Doing so requires the explicit separation of the 

form of the exchange and the type of relationship. 

The causal issue of transaction and relationship is resolved by interpreting the 

relationship development a matter of analogues climbing ladder instead of single 

stimulus-response (Cropanzo & Mitchel, 2005). Therefore model of leader member 

exchange (LMX) by Uhl-Bien, Graen, and Scandura (2000); Graen and Uhl-Bien (1995) 

both leaders and members initially test each other in terms of obligations exchanged. If 

reciprocated, the quality of the relationship improves, enabling more social-emotional 

exchanges. It is also noted that social exchange comprises actions contingent on the 

rewarding each party in relationship. Moreover, mutually and rewarding transactions in 

relationships, strengthen the relationship (Cropanzano & Mitchel, 2005). 

It is essential to understand conditions that support marketing players to enter into a 

relationship. The objective of such arrangements is to engage in such relationships that 

helps to manage relationship engagement, evaluate performance of relationship 

engagement. Furthermore, it helps to study conditions of terminating the relationship and 

relationship enhancement (Sheth & partiviayar, 1995). 
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In conclusion, some important questions are drawn from the above discussion. The 

questions are: 

I. How does customers view and react on seller investments in various stages of a 

relationship (Palmatier, 2008)? 

II. What is the combination of resources Seller needs need to opt for customer attraction 

(Foa & Foa, 1980; Uhl-Bien Graen, & Scandura, 2000; Graen & Uhl-Bien, 1995; 

Cropanzano & Mitchel, 2005; Guo, Gruen & Tang, 2017)? 

III. How various resources are ought to be exchanged at various stages of relationship 

development? 

IV. How does involvement of a favor in a relationship creates future obligations in 

relationship (Palmatier, 2008)? 

Clear definition and understating of “relationship” is the hallmark of relationship marketing 

relationship research. However, vagueness of such concept cause to jeopardize the whole 

theoretical foundations of relationship based research. Relationship literature suggests two 

different conceptualization of relationship. One type of understanding is based on concept that 

series of interdependent exchanges results relationship; whereas, the second type of 

understanding delineates interpersonal attachment stems from series of interdependent 

exchanges. Abovementioned classifications of relationship concepts fully appreciate a clear 

distinction between transaction based relationship and interpersonal attachment based 

relationship. 

Another important aspect in relationship based research is to distinguish relationship and 

transaction process. If both blend; there is danger attached to define one in other terms. 

Therefore, when transaction and relationship are different; it is also important that they are 

related as well. Abovementioned conceptual ambiguity leads to thought; one needs to 

understand what is exchanged? (Benefits exchanged); and how it is exchanged? There are 

also relationships that are myriad. There are relationships that are independent from one 

another. Additionally it is also necessary to note; if transactions results relationship, then how 

to define exchange? Finally, it is concluded from above discussion that there are different 

benefits and ways that two parties can exchange; such arrangement is presented in Fig-2.1 

(type of exchange and type of relationship). It is called theoretical precision and good deal of 

questions elaborated in above discussion. 
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Fig-2.1:  Exchange and Relationship  

 

“Cropanzano, R., & Mitchell, M. S. (2005). Social exchange theory: An interdisciplinary 

review. Journal of management, 31(6), 874-900.” 

2.7. Antecedents of Relationship Marketing  

Antecedents of relationship marketing are classified e.g., seller focal, customer focal and 

dyadic antecedents (Palmatier et al., 2006; Verma, Sharma, & Sheth, 2016). This 

research applies seller focal and customer focal antecedents in a dyadic relationship. 

Seminal work in relationship marketing represents seller focal and customer focal 

antecedents as most critical factors in relationship building.  

2.7.1. Seller Focal Antecedents 

Sellers may employ number of strategies to strengthen their relationship with 

customers. The primary objective of these efforts is to positively influence the 

relational mediators and generate reciprocation (Palmatier et al., 2006; Palmatier, 

2008; Palmatier et al., 2009; Lee, Kim, & Pan, 2014; Huang, 2015; Verma, Sharma, & 

Sheth, 2016; Dewani, Sinha, & Mathur, 2016; Hasan et al., 2017). This helps to build 

and maintain the customer relationship. In relationship marketing framework; seller 

focal antecedents adopt a perspective opposite of the valuation of relational mediators. 

Moreover, in seller focal antecedents, seller play active role. Sellers may adopt 

different strategies based on stage and intensity of relationship. Therefore, relationship 
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marketing literature highlights the seller’s role as relationship builder and manager 

(Arli, Bauer, & Palmatier, 2018). The term seller focal antecedents may be differently 

applied in relationship marketing literature with similar meanings e.g., customer 

focused, seller side, seller perspective, firm side, supplier efforts, and exporter efforts 

(Dwyer, Schurr, & Oh, 1987; Ganesan, 1994; Palmatier et al., 2006; Verma, Sharma, 

& Sheth, 2016; Johnston, Le, & Cheng, 2018; Olavarría-Jaraba et al., 2018; Jean, Kim, 

Chiou, & Calantone, 2018; Leonidou, Aykol, Fotiadis, &Christodoulides, 2018; Arli, 

Bauer, & Palmatier, 2018). This research applied seller relationship investments, seller 

expertise, customer orientation, and service quality as seller focal antecedents.  

2.7.1.1. Seller Relationship Investments 

Seller relationship investment is defined as “Seller's investment of time, effort, 

spending, and resources focused on building a stronger relationship” (Wulf, 

Odekerken-Schröder, & Iacobucci, 2001). Seller relationship investments is most 

commonly studied seller focal antecedent (Palmatier et al., 2006; Palmatier et al., 

2009; Lee, Kim, & Pan, 2014; Verma, Sharma, & Sheth, 2016; Hasan et al., 2017; 

Zainol, Yahaya, & Osman, 2018; Simon & Tossan, 2018; Powell, Noble, Noble, & 

Han, 2018; Olavarría-Jaraba et al., 2018; Arli, Bauer, & Palmatier, 2018). Seller 

relationship investments is marked as important predictor of relational mediators 

(Palmatier et al., 2006; Palmatier et al., 2009; Lee, Kim, & Pan, 2014; Verma, 

Sharma, & Sheth, 2016). Moreover, seller relationship investments help to generate 

positive expectations of reciprocations (Ganesan, 1994; Palmatier et al., 2006). 

Seller relationship investments helps to create long-term customer relationships and 

determine financial performance of seller. Moreover, the effect of seller relationship 

investments on customer related outcomes is context specific (Arli, Bauer, & 

Palmatier, 2018). The empirical research in the relationship marketing confirms the 

role of seller relationship investments (Palimatier et al., 2009; Hasan et al., 2017; 

Olavarría-Jaraba et al., 2018). Perceived relationship investments is marked as 

relational effort at seller’s part (Olavarrı´a-Jaraba et al., 2018).  

Well-designed and executed seller relationship investments influence the customers’ 

psychological system. In strong social norms mechanism customer repay the seller 

relationship investments (Palmatier, 2008). There are varieties of relationship 

investments carried by the sellers (Huang, 2015). The relationship investments may 

be of monetary, non-monetary, and structural form (Reynolds & Beatty, 1999; 

Berry, 1995). The relationship investments are technology, communication, 

knowledge, and management (Arli, Bauer, & Palmatier, 2018). The empirical 
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research also confirms the variety of investments e.g., personalized communication 

(Wulf, Odekerken-Schröder, & Iacobucci, 2001; Porter & Donthu, 2008). 

Furthermore, the present technology e.g., information system helps sellers to have 

greater access to market information. This also helps to improve seller management 

process linked with customer relationship (Verhoef & Lemon, 2013).  

Seller relationship investments is primary criteria to create interaction with 

customers. Seller relationship investments is applied with respect to multiple 

theories e.g., exchange theory, social exchange theory, bargaining and negotiation 

theory (Arli, Bauer, & Palmatier, 2018). Moreover, Rusbult’s Relationship 

Investment Model (Rusbult 1980; 1983; Rusbult & Buunk 1993; Rusbult, Agnew, & 

Arriaga, 2012) is also applied to study the commitment in the relationships. This 

research applies interpersonal attraction theory (Perlman & Fehr, 1986). 

Interpersonal attraction is group of theories of friendship development that also 

include the Rusbult’s Relationship Investment Model (Rusbult 1980; 1983; Rusbult 

& Buunk 1993; Rusbult, Agnew, & Arriaga, 2012).  

Empirical research in relationship marketing confirms the impact of seller 

relationship investments on the proposed relational mediators and outcomes. Seller 

relationship investments derive the customer gratitude (Palmatier et al., 2009; Simon 

& Andrews, 2015; Hasan et al., 2017; Chou & Chen, 2018), customer trust (Ganesan, 

1994; Palmatier et al., 2006; Palmatier et al., 2009; Verma, Sharma, & Sheth, 2016; 

Shetty&Basri, 2018; Dimyati & Subagio; 2018; Chou & Chen, 2018), and customer 

intimacy (Akçura & Srinivasan, 2005; Brock & Zhou, 2012; Zainol, Yahaya, Osman, 

2016). Similarly, seller relationship investments also impacts the relationship 

outcomes e.g., reciprocity (Palmatier et al., 2009; Ryu & Lee, 2017), customer 

commitment (Zhang et al., 2016; Mayberry, Boles, Donthu, 2018; Shetty&Basri, 

2018; Simon & Tossan, 2018 ), and customer repurchase intentions (Selnes, 1998; 

Wulf, Odekerken-Schröder, & Iacobucci, 2001; Chou & Chen, 2018).  

2.7.1.2. Seller Expertise 

Expertise may be marked as the Knowledge, skills, and competencies learned and 

acquired by individual or organization (Crosby, Evans & Cowles, 1990; Belonax, 

Newell, & Plank, 2007; Newell, Wu, Leingpibul, & Jiang, 2016). Similarly, seller 

expertise referred to overall knowledge, skills, and competencies of the seller 

(Crosby, Evans & Cowles, 1990; Palmatier et al., 2006; Palmatier, 2008; Wan, Luk, 

Fam, Wu, & Chow, 2012; Verma, Sharma, & Sheth, 2016; Newell et al., 2016; 

Sfenrianto, Wijaya, & Wang, 2018; Arli, Bauer, & Palmatier, 2018). The importance 
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of seller expertise in relationship marketing literature is well versed and articulated 

(Palmatier et al., 2006; Palmatier, 2008; Wan et al., 2012; Verma, Sharma, & Sheth, 

2016; Newell et al., 2016; Sfenrianto, Wijaya, & Wang, 2018; Arli, Bauer, & 

Palmatier, 2018). Seller expertise helps the seller to deliver its promises to 

customers. Seller expertise are fundamental attribute to goods buyer and seller 

relationship development (Wan et al., 2012; Newell et al., 2016; Sfenrianto, Wijaya, 

& Wang, 2018; Arli, Bauer, & Palmatier, 2018). The absence of seller expertise 

makes the relationship voluntary (Wan et al., 2012).  

There are varieties of seller expertise required with respect to specific business. The 

common categories of seller expertise are e.g., technical expertise, customer 

knowledge expertise, creativity, and intra organizational facilitation (Palmatier et al., 

2006; Verma, Sharma, & Sheth, 2016; Newell et al., 2016). Customer interaction 

with competent seller may increase the strength of relationship ties and add value to 

the relationship (Crosby, Evans, & Cowles, 1990). Competent seller creates 

psychological impressions on customers with seller focal activities. Moreover, 

empirical work confirms the influence of seller expertise on customer emotions and 

psychological system (Palmatier, 2008). Seller expertise influence the both relational 

mediators and relationship outcomes (Palmatier et al., 2006; Wan et al., 

2012;Verma, Sharma, & Sheth, 2016; Newell et al., 2016; Sfenrianto, Wijaya, & 

Wang, 2018; Arli, Bauer, & Palmatier, 2018). Following the foot prints of 

interpersonal attraction (Perlman & Fehr, 1986), this research proposes that seller 

expertise as effort by the seller to build and maintain relationship with customers. 

This seller competency is marked as other party effort (seller focal antecedent) to 

build and maintain buyer-seller relationship (Palmatier et al., 2006).  

Empirical research confirms that seller expertise influence the relational mediators 

and relationship outcomes (Palmatier et al., 2006; Wan et al., 2012; Verma, Sharma, 

& Sheth, 2016; Newell et al., 2016; Sfenrianto, Wijaya, & Wang, 2018; Arli, Bauer, 

& Palmatier, 2018). Seller expertise impacts the customer gratitude (Palmatier, 

2008), customer trust (Crosby, Evans, & Cowles, 1990;Doney & Cannon, 1997; 

Vargo & Lusch, 2004; Macintosh, 2007; Palmatier et al., 2006;Newell et al., 2016; 

Verma, Sharma, & Sheth, 2016; Izogo, Reza, Ogba, & Oraedu, 2017; Arli, Bauer, & 

Palmatier, 2018; Wongkitrungrueng& Assarut, 2018), and customer intimacy 

(Shamdasani & Balakrishnan, 2000; Balaji, Roy & Wei, 2016). Similarly, seller 

expertise influence the reciprocity (Palmatier et al., 2006; Palmatier, 2008; Palmatier 

et al., 2009; Egan, 2011; Buttle & Maklan, 2015; Hasan et al., 2017; Arli, Bauer, & 
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Palmatier, 2018), customer commitment (Balaji, Roy & Wei, 2016), and customer 

repurchase intentions (Chou & Chen, 2018; Arli, Bauer, & Palmatier, 2018).  

2.7.1.3. Customer Orientation  

Customer orientation is defined as “set of beliefs that puts the customer's interest 

first, while not excluding those of all other stakeholders such as owners, managers, 

and employees, in order to develop a long-term profitable enterprise” (Deshpandé, 

Farley & Webster, 1993). Customer value and service is ingrained belief in 

organizational memory that guide organizational behavior and influence decision 

making of organizations (Zablah, Franke, Brown, & Bartholomew, 2012). Customer 

orientation is marked as key business strategy that helps to understand its customers, 

source of competitive advantage, and support management to achieve their business 

objectives (Yang & Zhang, 2018). Moreover, deep rooted customer orientation 

among the employees leads to novel solution of customers’ queries and better 

service (Babakus, Yavas, & Karatepe, 2017). Employees with customer orientation 

intentions have better learning, enhancement of their knowledge, and better 

understanding of customers’ requirements (Bagozzi, Bergami, Marzocchi, & 

Morandin, 2012). Furthermore, customer orientations referred as the cultural 

phenomenon of the organization and have five dimensions namely; pamper the 

customers, ability to deliver service, read the customer facet, personal relationships 

and keeping the customer informed. These abilities of employee help to achieve the 

customer commitment to organization (Kanten, Kanten, & Baran, 2016). Recently, it 

is advocated that organizational customer orientation strategy help to describe 

employees’ job attitude and behavior (Jeng, 2018) which ultimately effect the 

customers of the organization (Sousa & Coelho, 2011).  

Besides, the historical development of customer orientation and its allied facets, 

which may use as synonym to the term customer orientation, e.g., market orientation 

(Deshpandé, Farley & Webster, 1993), the application and advancement of the 

concept in contemporary marketing research is overwhelmingly accepted and 

advocated as business strategy that is source of competitive advantage and primal 

priority of researchers from number of years (Bharadwaj, Nevin, & Wallman, 2012; 

Papaioannou, Kriemadis, Kapetaniou,Yfantidou, & Kourtesopoulou, 2018). 

Contemporary research in customer orientation advocates e.g., customer orientation 

enhance front line employee creativity (Jeng, 2018), customer orientation positively 

impact the product development (Yang & Zhang, 2018), customer orientation 

strategy in tourism and hospitality industry positively impact the business 
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performance (Papaioannou et al., 2018), customer orientation positively  influence 

performance ofhospitality microenterprises (Herrero, Martín, & Collado, 2018), 

customer orientation improve the performance in buyers and sellers relationship 

(Leckie, Widing & Whitwell, 2017), customer orientation moderates between work 

engagement and employee turnover intentions in hospitality sector (Babakus, Yavas, 

& Karatepe, 2017), organization customer orientation positively influence the sales 

person customer orientation (Varghese, Edward, & George, 2017), and customer 

orientation is important facet of organizational agility (Kanten, Kanten,Keceli, &  

Zaimoglu, 2017). From the above discussion, it is conceived that customer 

orientation is important business strategy that transformed into the employees of the 

organization and influence their work related motivation (Zablah et al., 2012), as 

well as it effect the customers of the organization (Sousa & Coelho, 2011). 

Moreover, sales person customer oriented behavior is conceptualized as “sales 

person efforts to adopt marketing philosophy to help the customers, understand their 

needs, and facilitate their decision making” (Saxe & Weitz, 1982). These efforts by 

the sales person are results of firms’ customer orientation strategies (Jeng, 2018). 

Interpersonal relationship marketing theory is more concerned about the 

understanding the customer needs, emotions, and social genetic that may result the 

more sustained and long-term relationship (Palmatier, 2008). Being, customer 

oriented allows the firms to design and execuste such strategies that results positive 

customer outcomes (Brady & Cronin, 2001). Moreover, research in the area of 

interpersonal relationship marketing advocates that firms’ efforts to maintain the 

relationship create customer intimacy (Hasan et al., 2017; Balaji, Roy & Wei, 2016). 

2.7.1.4. Service Quality  

Service quality has number of models and conceptualizations. The major models are; 

SERVQUAL developed by Parasuraman, Zeithamal, and Berry (1988), Nordic 

Model developed by Grönroos (1984), DINESERV model developed by Stevens, 

Knutson, and Patton (1995), and ERVPERF model developed by Cronin and Taylor 

(1992). These models are widely used across the sectors and leads to various 

outcomes e.g., customer satisfaction (Nguyen, Nisar, Knox, & Prabhakar, 2018), 

purchase behavior (González, 2015), and positive word of mouth (Mukerjee, 2018). 

Furthermore, it is difficult to evaluate the service quality because it is based on 

multiple factors e.g., service, service delivery, environment, and other factors. The 

prime reason of such difficulty is the abstract nature of concept, because in case of 

goods, there are objective measures available that made the measurement easy e.g., 

no of defects (Nguyen et al., 2018; Najjar, 2020). The absence of tangible indicators 
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it is difficult to assess the service quality. Additionally, service quality is also 

evaluated from both customer and seller perspective (Crosby, Evans, & Cowles, 

1990). It is also necessary to note that customer cannot evaluate the service before 

delivery and seller perspective finds it challenging to monitor (Mmutle & Shonhe, 

2017).  

The service quality is marked as multi-attribute construct proposed by e.g., 

Parasuraman, Zeithaml, and Berry (1988); Grönroos (1984), Stevens, Knutson, and 

Patton (1995); however, service quality is also belief based and outcome expected 

(evaluated with specific dimensions) construct (Ofir & Simonson, 2007). In the later 

case presented by Ofir and Simonson (2007); service quality is dimension specific 

and evaluate with shorter scale. Specifically in relationship context Crosby, Evans, 

and Cowles (1990) noted that service quality is necessary for relationship quality. 

Furthermore, such successful exchange episodes may lead to endure and managed 

relationship. Empirical research suggests that service quality is used number of 

service sectors and goods sectors e.g., food (Nguyen et al., 2018), financial 

(Mukerjee, 2018), hospitality services (Meesala& Paul, 2018), retail (Ofir & 

Simonson, 2007) and automobiles (González, 2015). Abovementioned conceptual 

difficulties for seller to measure and understand perceive service quality motivate the 

use of service quality concept in this research.  

Proposition 1: Seller focal antecedents are seller’s characteristics that attract the customer 

towards seller. Seller places various efforts to make acquaintances with customers like 

relationship investments, seller expertise, customer orientation, and service quality. These 

attractions evoke customers’ emotive plane like gratitude, trust, and intimacy. The seller’s 

efforts are evaluated, how they affect the customers’ emotions to build interpersonal 

relationship. 

2.7.2. Customer Focal Antecedents  

In contemporary era, there is shift of marketing functions towards customer-centric 

marketing. Each customer is served individually whether directly or by the third party 

(Sheth, Sisodia, & Sharma, 2000). For above mentioned purpose, there are set of CRM 

tools applied in B2C customer focused approach (Reinartz & Berkmann, 2018). This 

customer focused agenda of B2C relationship benefits the both parties engaged in 

relationship (Ogilvied, Agnihotri, Rapp, &Trainorc, 2018). In B2C customer focal 

antecedents when they share the same perspective as relational mediators (Palmatier et 

al., 2006; Verma, Sharma, & Sheth, 2016). In customer focal antecedents customers 
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play active role (Palmatier et al., 2006). Customer focal antecedents are consistent 

with customer viewpoint. There are number of relationship characteristics viewed as 

customer focal antecedents (Sheth, Sisodia, & Sharma, 2000; Palmatier et al., 2006; 

Verma, Sharma, & Sheth, 2016; Hasan et al., 2017; Ryu & Lee, 2017; Reinartz & 

Berkmann, 2018; Ogilvie et al., 2018). This research applies relationship benefits, 

Dependence on seller, Trustworthiness of seller, and perceived Reputation of seller.    

2.7.2.1. Relationship Benefits  

Relationship benefits is the value created not only from the core product or service 

but also value obtained from relationship (Chou & Chen, 2018; Caliskan & Esmer, 

2020). Relationship benefits leads to customer value (Kumar & Reinartz, 2016). In 

B2C relationship, benefits are created for both parties; however, most of the focus of 

research is on benefits obtained by the customers (Ulaga & Eggert, 2006; Ryu & 

Lee, 2017; Terblanche & Taljaard, 2018; Prentice, Wang & Lin, 2018). There are 

number benefits in a relationship, the research have not clearly stipulated benefits. 

The relationship benefits may be of physical benefits, service benefits, technical 

support (Monroe, 1990). The classification of relationship benefits may be of 

relationship related and product related (Lapierre, 2000). Similarly, the benefits may 

be identified as financial, emotional and expertise benefits (Terblanche & Taljaard, 

2018), the benefits are may be of confidence benefits, sharing benefits, identity 

benefits, and symbiotic benefits (Yang, Yu, & Bruwer, 2018).  

This research conceptualized the relationship benefits as “Benefits received, 

including time saving, convenience, companionship, and improved decision making” 

(Morgan & Hunt, 1994). Relationship benefits is most commonly research variable 

in buyer-seller relationship (Palmatier et al., 2006; Buttle & Maklan, 2015; Verma, 

Sharma, & Sheth, 2016). Relationship benefits are used as vehicle to engage 

customers (Yang, Yu, & Bruwer, 2018). These benefits are subject to exchange 

between the relational partners (Palmatier et al., 2006). Increase in relationship 

benefits will strengthen the relationship bond between the partners. Moreover, the 

relationship benefits positively influence the relational mediators (Morgan & Hunt 

1994; Reynolds & Beatty 1999; Lapierre, 2000; Palmatier et al., 2006; Ulaga & 

Eggert, 2006; Palmatier , 2008; Egan, 2011; Bugel, Verhoef, & Buunk, 2011; Lee, 

Kim, & Pan, 2014; Buttle & Maklan, 2015; Verma, Sharma, & Sheth, 2016; 

Cownie, 2017;Ryu & Lee, 2017; Terblanche & Taljaard, 2018; Prentice, Wang & 

Lin, 2018). However, the outcome of relationship benefits is context specific (Arli, 

Bauer, & Palmatier, 2018). Non-beneficial relationships lead to negative emotions; 
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whereas, the beneficial relationships lead to positive emotions that strengthen the 

mutual relationship (Hasan et al., 2018). This research applies that relationship 

benefits strengthen the psychological ties between buyer and seller. The relationship 

benefits influence the relational mediators (customer gratitude, customer trust, and 

customer intimacy) and relationship outcomes (reciprocity, commitment, and 

customer repurchase intentions). Moreover, the aforementioned relational mediators 

mediate between relationship benefits and relationship outcome. 

2.7.2.2. Dependence on Seller 

Extent to which one party requires to maintain relationship with second party in 

order to accomplish resources and goals is called dependency (Heide & John, 1988). 

Dependence may lead to; e.g., heightened commitment (from one side) (Barnes, 

Naude, & Michell, 2005), higher switching cost and exit barriers (Mishra, Sinha, & 

Koul, 2017). Customer dependence on seller is defined as “Customer's evaluation of 

the value of seller-provided resources for which few alternatives are available from 

other sellers” (Morgan & Hunt, 1994). In customer dependence on seller, seller may 

exploit the market power and customer is less likely to have competitive price and 

standard negotiation (Waheed & Gaur, 2012).  

Theoretical foundations of dependence research are based on Emerson’s (1962) 

seminal work. Most of research focused on imperative of one focal party dependence 

on other party (Rinehart & Page, 1992). So, the dependence is the primary need to 

maintain relationship and to achieve relationship goals. Furthermore, relationships 

are studied at various levels e.g., customer to seller level (Scheer, Miao, & 

Palmatier, 2015).  

Most of relationship marketing literature studied the notion customer dependency in 

B2B context (Fatima & Mascio, 2018). However, in this research, dependence is 

analyzed from customer view point (customer dependence on seller). Customer 

dependency is marked as customer mental condition that he/she believes that current 

seller is difficult to replace. Furthermore, there is no better alternative available in 

market compared to this seller (Heide & John, 1988; Gao, Sirgy, & Bird, 2005). 

Customer dependency is often related to expected benefits and sunk cost (time and 

efforts applied by one party) in relationship marketing literature (Ashley, Noble, 

Donthu, & Lemon, 2011). Additionally, customer dependence helps to reduce 

uncertainty attached to buyer’s decision making (Gao, Sirgy, & Bird, 2005).  
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Customer dependence research has demonstrated variety of relationship outcomes 

(Qiu, 2018) e.g., trust (Hewett & Bearden, 2001; Eggert & Ulaga, 2010) and 

commitment (Sahadev, 2008). Furthermore, research in management and 

relationship marketing literature recognize that over dependence may leads to 

relationship problems (Palmatier, Dant, & Grewal, 2007). Additionally, research 

focused on B2C relationship highlight the reversal of relationship outcome in the 

presence of dependence (Fatima & Mascio, 2018). It is also important to note that 

dependence may not leads to favourable relationship outcomes (Qiu, 2018).  

From the above discussion, it is concluded that dependence is considered important 

relationship antecedent, however, dependence outcomes are context specific (Qiu, 

2018; Fatima & Mascio, 2018). Therefore, this research applied the customer 

dependence as customer focal antecedent in B2C dyadic relationship. This helps to 

understand the dependence, psychological attachment, and long-term relationship 

maintenance.  

2.7.2.3. Trustworthiness of Seller 

The term “Trustworthiness” often confused with term “Trust”, however, these terms 

hold quite different psychological underpinnings. Literature across the disciplines 

proffers that trust is based on indications and expectations of trustworthiness 

(Hardin, 2002). Trust and trustworthiness are both cognition and affect based (Holste 

& Fields, 2010). In conclusive way, Trustworthiness of seller is defined as “a trait of 

seller in a relationship that inspires confidence in customers (Kharouf, Lund, & 

Sekhon, 2014). Therefore, sellers interested to cultivate trust among customers need 

to demonstrate attributes of being trustworthiness (Ostrom & Walker, 2003). 

Moreover, sellers can control the signals of customers’ trustworthiness but not the 

trust in isolation (Kharouf, Lund, & Sekhon, 2014). Additionally, Cultivation of 

trustworthiness signals among customers may improve the social bond between 

service providers (sellers) and customers (Grissemann & Stokburger-Sauer, 2012). 

The research has focused number of motivations to focus on trustworthiness e.g., 

customer loyalty. Specifically in case of services, the customers are supposed to rely 

on sellers’ good intentions and competency (Kumar, Pozza, & Ganesh, 2013). 

Trustworthiness is positioned at center in relationship marketing literature realm 

(Morgan & Hunt, 1994; Sirdeshmukh, Singh, & Sabol, 2002; Kharouf, Lund, & 

Sekhon, 2014; Kharouf, Sekhon, Fazal-e-Hasan, Hickman, & Mortimer, 2018). 

Furthermore, research has investigated the influence of trustworthiness on trust 

(Hubert, Hubert, Linzmajer, Riedl, & Kenning, 2018). Additionally, the 
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trustworthiness has impact on customer cognition and affection (Samson & Voyer, 

2012; Hubert et al., 2018). Aforementioned understanding play important role in 

long-term relationship building and maintaining and attached to desire behavioral 

outcomes (Gillespie, Mae, & Rock, 2009; Melewar, Foroudi, Gupta, Kitchen, & 

Foroudi, 2017).  

Contemporary research on trustworthiness is services focused e.g., hospitably 

services (Kharouf et al., 2018). Trustworthiness works as controlled marketing 

strategy (Sekhon et al., 2014). Therefore, trustworthiness is marked as first driver to 

analyze the customer related outcomes (Kharouf et al., 2018). Trustworthiness can 

influence the cognitions and emotions (Hubert et al., 2018). So, it helps to influence 

the other party actions. Trustworthiness has number of conceptual underpinnings 

e.g., trustworthiness is a behavioral construct (Caldwell & Hayes, 2007; Sannassee 

& Seetanah, 2015), higher order construct (Hong & Cho, 2011; Roy, Eshghi, & 

Shekhar, 2011; Kharouf et al., 2018), and perceived trustworthiness (Erdem & 

Swait, 1998; Erdem & Swait, 2004; Erdem, Swait, & Valenzuela 2006). This 

research focuses trustworthiness (Perceived trustworthienss) as predecessor to the 

relational mediators (trust, gratitude and intimacy).  

2.7.2.4. Perceived Reputation of Seller 

Seller reputation is marked as powerful tool to build and maintain relational ties 

(Hackel & Zaki, 2018). It is based on notion that individual having reputation may 

have access to cooperative relationships and trust (Feinberg, Willer, & Schultz, 

2014; Sylwester & Roberts, 2010). Seller reputation is defined as “customer believes 

that a seller is honest and concerns about its customer” (Doney & Cannon, 1997). 

The term is also defined as “firm’s appeal based on perception of past actions and 

future commitments compared to rivalry firms” (Anabela & Arnaldo, 2015).  

Customers’ decision making may be influenced by various factors. These factors 

work as clues to evoke complex and multi-dimensional customer decision making. 

Research has excavated such underpinnings (Hayne, Wang, & Wang, 2015). Seller 

reputation is important clue that influence the customer decision making (Shang, 

Deng, & Liu, 2018).  

Research in marketing literature highlights that seller reputation play significant role 

in various ways e.g., receives price premium (Jin & Kato, 2006), sales outcomes and 

purchase decision making (Dai, Viken, Joo & Bente, 2018), and online purchase 

decision making (Chiou & Pate, 2018; Chen, Zheng, Xu, Liu, & Wang, 2018; Dai, et 

al., 2018). Furthermore, seller reputation play crucial role to create cooperation with 
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seller (Flanagin, Metzger, Pure, Markov, & Hartsell, 2014; Willemsen, Neijens, 

Bronner, & de Ridder, 2011).  

Seller reputation is marked as valuable intangible asset. It represents the seller 

reliability. Seller having better reputation perception holds higher esteem (Harun, 

Noor, & Abdul Rahman, 2018). Over the years, the term “reputation” has attained 

substantive consideration in management literature. Reputation is reviewed in six 

perspectives i.e. game theoretic, macro-cognitive, strategic, micro-cognitive, 

communicative, and cultural-sociological perspective (Ravasi, Rindova, Etter, & 

Cornelissen, 2018). Empirical research reveals that positive reputation leads to 

positive outcomes (Raithel & Schwaiger, 2014) e.g., seller better performance and 

affiliation (Rindova, Petkova, & Kotha, 2007). Most of the research in reputation of 

organization has mapped antecedent and outcomes; however, this has under 

theorized the theoretical underpinnings and challenges. Furthermore, theoretical 

confusions and existence of multiple theorizations often traverse theoretical 

landscape of reputation (Ravasi et al., 2018). This research views the seller 

reputation from customer perspective as “perceived seller reputation”. Therefore, it 

is important to note difference between micro and macro cognitive perspectives and 

build a sensemaking amalgam. Reputation as Traversed theoretical phenomenon is 

viewed as organizational interaction with other actors (e.g., customers) at collective 

level and simultaneous evaluation of individuals (e.g., customers) judgment at micro 

level (Ravasi et al., 2018).  Finally, reputational evaluation is considered important 

ingredient of relationship marketing (Echchakoui, 2016). In relationship marketing 

realm, reputation is marked as important predecessor of relational mediators 

(Palmatier, Scheer, Evans, & Arnold, 2008).  

Proposition 2: Customer focal antecedents are customers’ perceptions that create customers 

acquaintances with seller. There are various customers’ perceptions i.e. relationship benefits, 

dependence on seller, trustworthiness of seller, and perceived seller reputation. These 

perceptions affect the customers emotions i.e. gratitude, trust, and intimacy and play positive 

role in interpersonal relationship building. 

2.8. Emotive Plane 

The research in relationship marketing theory and practice on emotive plane is scant 

(Sheth, 2017; Palmatier et al., 2009). In this research emotional core (relational 

mediators) are trust (affective), Gratitude and intimacy. Theorization of all constructs is 

based on affective (emotive) dimensions.  Morgan and Hunt (1994) theorize two 
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psychological construct trust and commitment. While working on Morgan and Hunt 

(1994) model additional constructs of customer satisfaction with relationship in an 

understanding B2C relationship (Gruen, 1995). Meta-analysis conducted by Palmatier et 

al., (2006) further extends the relational mediators and includes relationship quality. The 

relational mediators are customer’s perceptions that build customer relationship with the 

seller. These relational mediators are highly researched and study conducted by Verma, 

Sharma and Sheth (2016) in relationship marketing in online retailing and confirms the 

similar relational mediators. 

In psychological dimension; the relationship sphere is marked by belief, perceptions, 

emotions (Bagozzi, 1995), and the psychological contract (Guo, Gruen & Tang, 2017). 

The emotions, atmosphere is one of the significant areas and revolves around feelings, 

intentions, and interest in governing the B2C relationship (Hallén & Sandström, 1991). 

Bagozzi (1995) observed that even in a B2B relationship, emotional and relational 

components are needed to include. Person’s feelings are both in positive and negative 

emotional form (Lee, Back, & Kim, 2009). Emotions heavily influence human behavior 

along with other reasons. Consumers motivated by emotions and intuition to make their 

decisions by heart or gut feel instead of conscious control. This interpretation leads to 

emotional directed behavior by consumers (Pawle & Cooper, 2006). Present days; 

brands strive to build emotional appeal with consumers (Robert, 2005). Emotional factor 

more convincingly contribute in brand decision making instead of functional factors. 

Strong brand intimacy is a key emotional trigger which influence buying intentions and 

consumer feel for the brand. Intimacy in this regard refers to mystery underpinned by 

sensuality (Pawle & Cooper, 2006).  These emotions triggers are also recommended for 

relationship building e.g. Hudson et al., (2015) study the effect of social media on 

emotions brand relationship quality, and word of mouth: An empirical study of music 

festival attendees and found emotion leads to build closer relationship and positive word 

of mouth. The relationship marketing is facing identity crisis. To revitalize relationship 

marketing; it need to shift from “share of wallet” to “share heart” (Sheth, 2017). The 

majority of past academic research has not acknowledged the role of emotions in 

building and maintaining the customer relationship (Hasan et al., 2017). To advance on 

“share of heart” it is needed to build bonds on the emotive plane (Sheth, 2017).   

2.8.1. Gratitude 

Disciplinary roots of gratitude are linked with Latin word “Gratia”, which means being 

thankful (Ma, Tunney, & Ferguson, 2017). Understanding of this concept is 

underpinned in number of disciplines e.g., religious teachings, philosophical 
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connotations, and economic and political subjects (Ghosh & Deb, 2017). In scientific 

literature; gratitude is marked as emotional response, a mood, and a life trait (Tunney 

& Ferguson, 2017). Moreover, gratitude is a fundamental component of human social 

interaction (Palmatier et al., 2009). It serves as force to maintain reciprocal obligations 

(Gouldner, 1960). Gratitude enables mutual giving loop that creates “web of feelings” 

(Komter, 2004). 

Trust and commitment are most widely studied relational mediators in relationship 

marketing theory; however, contemporary research advocates the gratitude as potential 

relational mediator (Palmatier, 2008; Palmatier et al., 2009; Raggio et al., 2014; 

Mishra, 2016; Hasan et al., 2017;Mangus et al., 2017; Jin, Line, & Yoon, 2018; Kim, 

Smith & Kwak, 2018; Chou & Chen, 2018). Gratitude is marked as fundamental social 

component of human interaction. Gratitude helps to build the emotional foundation 

that leads to reciprocal behavior. Furthermore, reciprocal obligations are maintained 

with gratitude conceptualization. Gratitude is sort of intertie that helps to continue 

prosocial orientation of relationship (Palmatier, 2008).  

Research has recognized behavioral and affective aspects of gratitude (Emmons, 

2004). These aspects have behavioral and affective interpretations which help to 

understand and implication of these concepts. The affective part refers to ingrained 

psychological pressure. This pressure asserts to return the favor (Ben-Ze’ev, 2000). 

Furthermore, affective aspect generates feelings (feeling of being recipient of benefits 

rendered) of gratitude. This aspect is considered relatively shorten state (Buck, 2004). 

Moreover, costly, intentionally rendered, and unexpected benefits evoke gratitude that 

helps to maintain relationship (Bartlett, Condon, Cruz, Baumann, & Desteno, 2012; 

DeSteno, Bartlett, Baumann, Williams, & Dickens, 2010; Lim, 2012). 

Aforementioned, gratitude feelings and ingrained pressure of to repay create the 

feeling of obligation among people. This psychological phenomenon is present 

everywhere and ubiquitous to every society and culture. Additionally, more 

recognition of such feelings by the individuals may generate more the feeling of 

obligation and likely to return favor (Buck, 2004; Palmatier, 2008).  

The second aspect recognized in literature is behavioral aspect. This aspect pertains to 

actions stemmed from feelings of gratitude. In simplistic words, this aspect related to 

cyclic representation of gratitude (feelings of gratitude create reciprocity which means 

feelings are counter-giving). This contribution result in construction of relationship 

(Emmons & McCullough, 2004; Bartlett & DeSteno, 2006).  To understand the role of 



(Page 43 of 205) 

gratitude in relationship formation, it is important to consider both affective and 

behavioral aspects of gratitude.  

Gratitude is an emotion. This emotion is evoked by the various antecedents. The major 

antecedents are synthesis in three thematic areas. These are social, economic, and 

scarcity antecedents (Finch et al., 2015). One receives unexpected, costly, and 

intentionally rendered benefits are thought to play important role in initiating and 

maintenance of relationship (Bartlett et al., 2012). Forster, Pedersen, Smith, 

McCullough, and Lieberman (2017) also found that the magnitude of benefits and 

recipient perception of benefits leads to gratitude. Zhang et al., (2016) conducted 

research in B2B and recommended gratitude and reciprocity debt facets need to be 

researched in the future and it will be critical in a relationship. In present business 

competition environment of retailing the extra benefit to customers are common. 

Along with extra benefits sellers are investing in new technologies, e.g. internet and 

mobile devices to enhance customer gratitude. Future research needs to incorporate 

these benefits and investments which influence customer gratitude and consequently 

behavioral loyalty (Huang, 2015). Gratitude promotes the development of 

relationships by initiating cycles of reciprocation, which may have long-term positive 

effects on customer behaviors (Palmatier et al., 2009). 

There of number construct that leverage gratitude e.g., benefits (Bartlett et al., 2012; 

DeSteno et al., 2010; Lim, 2012) and investments (Palmatier et al., 2009; Hasan et al., 

2017). This research applies the emotional aspect of gratitude. Moreover, it is 

hypothesized that gratitude is key relational mediator in relationship marketing and 

more importantly when interpersonal relationship model is applied (Palmatier, 2008). 

This research proposes that gratitude is result of both seller focal and customer focal 

antecedents.  

2.8.2. Trust 

Trust is most widely studied variable in relationship marketing context. Theoretical 

application of trust is unchallenged in majority of premier relationship marketing 

research. This relevance of trust in relationship marketing literature is continued with 

commencement of theory in the field. Furthermore, application of trust is evident 

across the forms (e.g., B2B and B2C) and context of relationship marketing literature. 

Additionally, trust has been studied in various forms of business e.g., manufacturing, 

services, and virtual communities. Among the most cited and referred relationship 

theory of Morgan and Hunt (1994) is also based on trust and commitment.  Besides, 

the widespread application of trust in relationship marketing theory; there are also 
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conceptual ambiguities related to theoretical underpinnings. Trust has been defined in 

number ways and it also holds more than one dimension (Benedicktus, Brady, Darke, 

& Voorhees, 2010).  

The most important distinction to note is between cognitive based trust and affective 

based trust. Cognitive and affective distinctions also named in different ways e.g., 

calculative and non-calculative way (McAllister, 1995; Korczynski, 2000). Cognitive 

based trust enunciates the prior knowledge and belief about other party. It is based on 

conscious choice. Furthermore, it dealt with reliability, dependability, and competence 

of exchange partner. Additionally, cognitive based trust is rooted in economics and 

stems rationale choice model. In normal circumstances of business settings; it is 

assumed that trust emerges over time. Cognitive cues help to materialize quick and 

elevated exchange in business. It is marked as founding stone of exchange and 

exchange partners are not opportunist and are reliable (Kim, Ferrin, Cooper, & Dirks, 

2004; Johnson & Grayson, 2005). In conclusive, cognitive trust is based on 

accumulated knowledge about the exchange partner and belief that obligations will 

meet (Castaldo, 2007).  

Affective trust supports emotional ties. It is structured around care and concern of 

exchange partner (Korczynski’s (2000). Elements of idealized, honor, and personal are 

chief concerns in affective trust. Roots of this type of trust are social psychology and 

being concerned about the exchange partner. Furthermore, this type of trust is based in 

emotional investment (Lewis & Weigert, 1985) which in turn adds to relationship 

depth (Costigan, Ilter, & Berman, 1998). Abovementioned distinction between 

cognitive and affective based trust delineates the implication of affective based trust, 

where, this research apply the interpersonal relationship marketing.  

There is extent relationship marketing research that define the trust, however, this 

research opted Rempel, Holmes and Zanna (1985) definition of trust “Feelings of 

confidence and security in the caring responses of the partner and the strength of the 

relationship”. This definition support the emotional perspective applied in this 

research, where, customers’ internal emotional arousal leads to relationship outcomes 

(Brock & Zhou, 2012; Yu, Balaji & Khong, 2015. Furthermore, this emotional arousal 

is due to seller focal and customer focal antecedents.  

Trust is the key aspect of the relationship (Yu, Balaji & Khong, 2015). Trust is most 

researched construct in relationship marketing. Morgan and hunt (1994) relationship 

theory is based on trust. Palmatier et al., (2006) and Verma, Sharma and Sheth (2016) 

consider a trust as key mediator. Trust is classified into two forms. One is cognitive 
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trust and second is affective trust (McAllister, 1995; Johnson & Grayson, 2005). In 

most of literature, cognitive trust is researched and researcher continuously highlighted 

the future direction to study affective trust (Balaji, Roy, & Wei, 2016). Emotional tie is 

the key factor with affective trust andit is likely to be structured around elements of 

care and concern. 

2.8.3. Intimacy 

An interpersonal relationship is characterized as; intimate, feel for others, and inner 

thought for others. This intimate relationship helps to create sense of knowing between 

exchange partners beyond statue of social life roles and characteristics. Intimacy refers 

to the closeness and connectedness. This is an affective internal state. In relationship, it 

represents a customer’s affective appeal towards organization (Bugel, Verhoef & 

Buunk, 2011). From interpersonal relationship point of view; intimacy play central 

role in relationship between partners (Laurenceau, Barrett, & Pietromonaco, 1998). 

The literature suggests studying intimacy as an element of emotional core in 

relationship between B2C (Brock & Zhou, 2012). Intimacy enhances the relationship 

between partners. Balaji, Roy, and Wei (2016) study the mediating role of intimacy 

and provide empirical support to analyze it as important affective construct for 

relationship continuance. Intimacy play critical role in relationship existence between 

relational partners. Intimacy represents the affective internal state of customer. 

Furthermore, intimacy is marked with high level of mutual coordination and affective 

congruence between relational partners. This means that intimacy has a positive 

impact on customer commitment (Bugel, Verhoef, & Buunk, 2011). Egan (2011) 

highlighted that companies ask customer for information disclosure and it this regards 

the intimacy play intervening role. 

Proposition 3: Emotive plane i.e. gratitude, trust, and intimacy are customers’ emotions that 

help in interpersonal relationship building with seller. These emotions are result of 

relationship acquaintances (seller focal antecedents and customer focal antecedents). 

Additionally, there is also positive association among these emotions. 

Proposition 4: customer emotions like gratitude, trust, and intimacy are helpful in 

interpersonal relationship maintenance. These emotions create continuous cyclic pressure that 

results positive interpersonal relationship outcomes i.e. commitment, reciprocity, and 

repurchase intentions. Customer’s emotions go for social conformity which is positive 

outcome of acquaintances efforts. 
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Proposition 5: Customer emotive plane i.e. gratitude, trust, and intimacy play positive 

mediating role between relationship acquaintances and relationship maintenance in seller-

buyer interpersonal relationship. These set of emotions are bridge between relationship 

acquaintances and relationship maintenance. 

2.9. Relationship Maintenance  

Relationship maintenance is means to analyze the continuation of relationship between 

buyer and seller. As the maintenance and continuance of relationship with buyers is key 

for organization in the present days and organizations are striving for customer retention 

(Grönroos, 2017). In this research the relationship outcomes are reciprocity, 

commitment, and repurchase intentions. These relationship outcomes are of behavioral 

in nature and provide support to the view that acquiring new customers is five times 

more costly than to maintain the existing customer base (Heskett et al., 1997).  

2.9. 1. Reciprocity  

Reciprocity is marked as core of marketing (Bagozzi, 1995). Reciprocity has been 

conceptualized in number of ways within exchange and distinguishing three different 

types of reciprocity: (a) reciprocity as a transactional pattern of interdependent 

exchanges, (b) reciprocity as a folk belief, and (c) reciprocity as a moral norm. We 

review each of these traditions of reciprocity in terms of organizational research 

(Cropanzano & Mitchell, 2005). In this research reciprocity refers to “Internalized 

patterns of behaviors and feelings that regulate the balance of obligations between two 

exchange partners” (Palmatier, 2008). Moreover, reciprocity is important for 

interpersonal relationships (Costello, 2018).  

Regardless of importance of reciprocity in relationship literature; the term is 

conceptualized in different ways. The term is researched in various positions in the 

frameworks e.g., independent construct, mediating construct, and dependent construct 

(Hoppner, Griffith, & White, 2015; Palmatier et al., 2009; hasan et al., 2017). This 

study approaches the reciprocity as mediating and dependent construct in interpersonal 

relationship marketing model.Furthermore, the concept of reciprocity is not fully 

investigated in the relationship marketing literature (Palmatier et al., 2006; Palmatier 

et al., 2009; Pervan, Bove, & Johnson, 2009; Hoppner, Griffith, & White, 2015; Hasan 

et al., 2017), moreover the researcher in the field of relationship marketing advocate to 

analyze the construct in more detail (Palmatier et al., 2006; Palmatier et al., 2009; 

Pervan, Bove, & Johnson, 2009; Hoppner, Griffith, & White, 2015; Hasan et al., 

2017).  
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The term is operationalized as “Internalized patterns of behaviors and feelings that 

regulate the balance of obligations between two exchange partners” (Palmatier, 2008). 

Furthermore, the dimensionality of the term is also available in different forms. In 

general, reciprocity is marked as unidimensional concept (Hirunyawipada & Iyer, 

2017); however, the reciprocity is also studied in two sub-facets e.g., multidimensional 

concept in B2B relationship context (Hoppner & Griffith, 2011). Liu et al (2018) 

studied the two facets of reciprocity (Achieving good will reciprocity and violating 

equivalence reciprocity) in electronic buyers-suppliers context. It is evident from 

relationship literature that customer reciprocation is the results of customer gratitude. 

Furthermore, benefits and reinforcements received by the customer patronize the seller 

(Morales, 2005). Conclusively, it is observer throughout the discussion that efforts are 

reinforcements are source of customer feelings that results favorable reciprocal 

customer behavior (Ryu & Lee, 2017).The aforementioned conceptual complexities 

stress the further investigation (Hackel & Zaki, 2017; Ryu & Lee, 2017; Liu et al., 

2018; Malloch & Taylor, 2018; Santos, Pacheco & Santos, 2018; Zerubavel, Hoffman, 

Reich, Ochsner, & Bearman, 2018; Kim, Smith & Kwak, 2018; Brownback & Kuhn, 

2018).  

2.9. 2. Commitment  

Commitment refers to “An enduring desires to maintain a valued relationship” 

(Palmatier, 2008). Commitment indicates a psychological attachment (Liang & Chen, 

2009), which ensures relationship continuity over time (Chung & Shin, 2010). Both 

parties buyer and seller are motivated to devote efforts as required to maintain and 

solidify the bonds forged (Theron & Terblanche, 2010). Commitment has been 

extensively researched in relationship literature. Hence a powerful sense of 

commitment is the key for developing and maintaining relationship. 

Commitment is one of the widely studied construct; however, the concept is used 

bothpsychological attachment (relational mediator) and a behavior that endure the 

relationship. Commitment represents the relationship continuity over time (Morgan & 

Hunt, 1994; Hennig-Thurau, Gwinner, & Gremler, 2002; Chung & Shin, 2010). 

Commitment has been research in both online and traditional context (Chung & Shin, 

2010).  Both contexts have equal importance and equally applied to evaluate the 

commitment. Therefore, concept of commitment provides powerful sense in 

relationship maintenance. 

Commitment is conceptualized as multidimensional construct (Wong & Sohal, 2002; 

Brock & Zhou, 2012; Chowdhury, 2012; Şahina, Kitapç, Şahin, Ciğerim, & Bayhan, 
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2016). Commitment is comprised of affective, continuance, and normative 

components (Bansal, Irving, & Taylor, 2004; Cater & Zabkar, 2009; Brun, 

Rajaobelina, & Ricard, 2016; Hasan, Ahmadi, Mortimer, &Grimmer, 2018). Affective 

commitment refers to liking (Cater & Zakbar, 2009), continuance commitment is more 

dependence specific and associated with switching cost and availability of alternatives 

(Fullerton, 2003); whereas, normative commitment is based on feelings of obligations 

(Herscovitch & Meyer, 2002). Commitment is studied in both online and conventional 

context (Wong & Sohal, 2002; Brock & Zhou, 2012; Chowdhury, 2012; Şahina, 

Kitapç, Şahin, Ciğerim, & Bayhan, 2016; Verma & Sharma & Sheth, 2016; Brun, 

Rajaobelina, & Ricard, 2016; Vieira, 2017; Hasan et al., 2018; Schirmer, Ringle, 

Gudergan, & Feistel, 2018; Schirmer, Ringle, Gudergan, & Feistel, 2018; Tabrani, 

Amin, & Nizam, 2018).  

Variety of research focused the commitment as outcome of other relational mediators 

e.g., trust, gratitude, and intimacy (Wong & Sohal, 2002; Brock & Zhou, 2012; 

Chowdhury, 2012; Şahina et al., 2016; Verma & Sharma & Sheth, 2016; Brun, 

Rajaobelina, & Ricard, 2016; Vieira, 2017; Hasan et al., 2018; Schirmer, Ringle, 

Gudergan, & Feistel, 2018; Schirmer, et al., 2018; Tabrani, Amin, & Nizam, 2018; 

Chou & Chen, 2018). This research applies the affective based behavioral 

understanding of commitment (Hasan et al., 2018; Chou & Chen, 2018). Furthermore, 

the commitment has applied to various sectors e.g., banking sector and business 

relationship e.g., B2B and B2C (Schirmer, Ringle, Gudergan, & Feistel, 2018; 

Schirmer, et al., 2018; Tabrani, Amin, & Nizam, 2018; Chou & Chen, 2018).  

2.9. 3. Repurchase Intentions  

The most common outcome of relationship efforts is loyalty (Kim, Steinhoff, & 

Palmatier, 2020). However, loyalty has been operationalized in many different ways. 

Loyalty is conceptualized as, attitude and behavior in both ways (Palmatier et al., 

2006). Loyalty may also apply to various concepts e.g., repurchase intentions and 

word of mouth and also hold the meanings of multidimensional construct (Wulf, 

Odekerken-Schröder, & Iacobucci 2001; Sirdeshmukh, Singh, & Sabol 2002). The 

past researches e.g., Parasuraman et al (1991) have studied loyalty through repeat 

purchase. Conceptual model suggests that emotive plane (emotions generated with 

relational antecedents) influence the customer behavior. The literature recommends the 

impact of emotional ties on behavior.  Customer loyalty is source of profit and 

competitive advantage (Rauyruen & Miller, 2007). Thomson, MacInnis, and Park 
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(2005) found that emotions can predict outcomes such as loyalty toward a brand and 

willingness to pay a premium price for it. 

Repurchase intentions refers to customer behavior to purchase from same seller over 

time (Hellier et al., 2003; Chou & Chen, 2018). This research is based on premise that 

emotions lead to behavior and customer repurchase intentions is most desirable 

behavior. Furthermore, it observed that seller efforts (seller focal antecedents) e.g., 

investments (Palmatier et al., 2006; Palmatier et al., 2009; Lee, Kim, & Pan, 2014; 

Verma, Sharma, & Sheth, 2016; Hasan et al., 2017; Zainol, Yahaya, & Osman, 2018; 

Simon & Tossan, 2018; Powell et al., 2018; Olavarría-Jaraba et al., 2018; Arli, Bauer, 

& Palmatier, 2018), expertise of seller (Palmatier et al., 2006; Palmatier, 2008; Verma, 

Sharma, & Sheth, 2016; Newell et al., 2016; Sfenrianto, Wijaya, & Wang, 2018; Wan 

et al., 2018; Arli, Bauer, & Palmatier, 2018), customer orientation (Hasan et al., 2017; 

Balaji, Roy & Wei, 2016), and service quality (González, 2015; Nguyen et al., 2018); 

and customer focal antecedents e.g., benefits (Palmatier et al., 2006; Palmatier et al., 

2009; Lee, Kim, & Pan, 2014; Verma, Sharma, & Sheth, 2016; Hasan et al., 2017; 

Arli, Bauer, & Palmatier, 2018; Chou & Chen, 2018), dependence (Sahadev, 2008; 

Hewett & Bearden, 2001; Eggert & Ulaga, 2010; Qiu, 2018; Fatima & Mascio, 2018), 

trustworthiness (Morgan & Hunt, 1994; Sirdeshmukh, Singh, & Sabol, 2002; Kharouf, 

Lund, & Sekhon, 2014; Kharouf et al., 2018), and seller reputation (Palmatier et al., 

2008) effect the relational mediators e.g., gratitude, trust and intimacy that leads to 

repurchase intentions. Repurchase intentions is most desired marketing goal (Chou & 

Chen, 2018; Pham, Tran, Misra, Maskeliunas, & Damaševicius, 2018; Shi, Mu, Lin, 

Chen, Kou, & Chen, 2018; Choi & Mattila, 2018; Lin & Wang, 2018; Nguyen, Mai, & 

Mai, 2018; Sullivan & Kim, 2018). 

Proposition 6: Relationship maintenance is evaluated with commitment, reciprocity, and 

repurchase intentions. Relationship maintenance is the behavioral outcome of customer’s 

emotions like gratitude, trust, and intimacy. These behaviors are positively desired by the 

seller in interpersonal relationship. Furthermore, relationship maintenance represents the 

continuations of affection based seller and buyer interpersonal relationship. 

Proposition 8: Relationship maintenance i.e. commitment, reciprocity, and repurchase 

intentions are customers’ behavior that desired by the seller. These behaviors are result of 

emotive plane like gratitude, trust, and intimacy. Additionally, there is also positive 

association among these behavioral outcomes. 
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2.10. Moderators  

There is quite rare evidence of use of moderators in relationship marketing realm 

(Raimondo & Costabile, 2008; Athanasopoulou, 2009; Balaji et al., 2016; Yeh, Wang, 

Hsu & Swanson, 2018); however, contemporary research suggests the used moderators 

in relationship marketing to evaluate the relational path. Furthermore, the available 

evidence (the use of moderators) is in B2B context. Moreover, the research applied the 

moderators have only one or two moderators. This scant use of potential moderators in 

relationship marketing in general and specifically in B2C context provides primary 

motivation to use the potential moderators in proposed interpersonal relationship 

marketing model. The research advocates examining of customer characteristics as 

moderators. Therefore, this research applied Gender, Age, Relationship Duration and 

Similarity as potential Moderators.  

2.10.1. Gender 

Among the rare moderating effect research in relationship marketing realm, gender is 

among the commonly suggested and research moderating variable. The application of 

gender in on proposed path helps to evaluate the difference of male and female on 

proposed relationship. The contemporary research advocates that male and female 

have different effect on the relationship; however, the results are not alike in all 

circumstances. There is application of gender as moderator in research other than 

relationship marketing e.g., decision making (Tan & Ooi, 2018). The evidence to use 

the gender as moderator is brought from those researches. The role of gender as 

moderator leads to variant information and behavioral outcomes. Furthermore, the 

research (use of gender as moderator) has shown different results in social and 

emotional contexts. Additionally, the research asserts that gender also play critical 

role in role experience. The both male and female have different role sets. With 

respect to research of emotional implications of gender as moderator reveals that 

female are roles more associated with emotions. Moreover, males are found 

independent, whereas, females are more caring to others and show emotional 

attachments. The abovementioned discussion leads to conclusion that gender is 

potential moderator and show significant difference with respect to male and female, 

however, these finding are not conclusive to nature of relationship in any proposed 

path. It may vary and highly context and respondents specific.  
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2.10.2. Age 

Age is also marked one of the key customer character that is used as moderator. The 

literary evidence shows that with different in age group might leads to different 

results. The outcomes are based on customer characteristics, where, age plays the 

crucial role. The research shows that young customers are more technology focused 

as compared to older ones (Mang, Piper, & Brown, 2016). Aharony (2015) reveals 

that the different age groups have different innovation focus. Furthermore, research 

enunciates the examination of generational cohorts to understand the relational 

mediators e.g., trust (Obal & Kunz, 2013). Additionally, the research highlights the 

difference of generational cohorts might leads to different understandings in variant 

sectors. This application has been carried in number of sectors e.g., banking sector 

(Brun, Rajaobelina, & Ricard, 2016). Similarly, research conducted in tourism sector 

reveals that differences of age group have different preferences and purchase patterns 

(Tan & Ooi, 2018). It is also important to note that abovementioned variations are 

result of cognitive abilities, affective appeal, and biological changes (Tacken, 

Marcellini, Mollenkopf, Ruoppila, & Széman, 2005). Moreover, the needs and 

interests of young customers might be different from the old customers (Wong, 

Yeung, Ho, Tse, & Lam, 2012). Finally, such abovementioned implications of this 

customer character provide grounds to use age as potential moderator; however, this 

may leads to variant results with specific context (Schirmer, Ringle, Gudergan & 

Feistel, 2018).  

2.10.3. Relationship Duration  

Seller is always concerned about the maintaining long-term relationship with 

customers (in both B2B and B2C relationships). Maintaining such healthy and 

favorable relationship is challenge for sellers. The sellers are always in thrust to have 

desirable outcomes. Building and maintaining long-term customer relationship is the 

source of competitive advantage. In this regard, relationship duration is important 

indicator (Scott & Jeff, 2014; Yeh, Wang, Hsu & Swanson, 2018). Relationship 

duration helps to evaluate the strength of relationship. Relationship duration is also 

important to determine relationship length. The sellers with relationship duration 

focus are primarily focusing the future goals and concerns. The long-term relational 

ties promote efficiencies and synergies, and risk sharing. Research in the moderating 

effect of relationship duration is scant, however, the contemporary research in 

relationship marketing focus the moderating role of relationship duration (Sulafa, 

Lisha, & Stephen, 2017; Yeh et al., 2018). The results of such analysis are quite mix 
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and highly recommended for analysis in the various context with various segments of 

market. Most of the research is conducted in B2B context; however, the research in 

B2C arena is also getting same popularity with respect to application of relationship 

duration as moderator.  

2.10.4. Similarity  

Similarity is conceptualized as, extent to which the exchange partners are similar in a 

dyadic relationship. It is marked as the personal attribute. The concept of similarity is 

of quite diverse nature in marketing and management theory. Similarly, the 

application of this construct is also quite diverse. The research in marketing has 

focused from unidimensionality to multiple item construct. Ibarra (1995) in 

homophile studies and Tsui and O’Reilly (1989) in relational characteristics focus the 

five aspects of similarity e.g., sex, age, culture, personality, and attitude. This 

research conceptualized similarity as “Commonality in appearance, lifestyle, and 

status between individual boundary spanners or similar cultures, values, and goals 

between buying and selling organizations” (Morgan & Hunt, 1994). Number of 

theories support the belief, values, and attitude similarity e.g., attraction theory 

(Byrne, 1971) and social identity theory (Tajfel, 2010). This research applied 

attraction theory and holds that interaction is less cognitive and easier to understand 

attitude (Smith, 1998). Furthermore, similarity influences the decision making and 

effect psychological ties. This attraction of and emotional ties provide strong base to 

study in an interpersonal relationship; where, it is the seller and customer with similar 

attitude effect the relationship and help relationship building (Taylor, Halstead, & 

Haynes, 2010). This understanding is similar to Triandis (1971), source attractiveness 

via similarity persuade the relationship association. Similarity from customer point of 

view as the customer character is applied as moderator in this research.  

Proposition 8: Relationship between relationship acquaintances (seller focal antecedents and 

customer focal antecedents) and customer emotive plane (gratitude, trust, and intimacy) is 

affected with relationship moderators like age, gender, relationship duration, and similarity. 

2.11. Model Development 

Historically, there is growth and simultaneous fragmentation of scholarly research of 

human relationships across various disciplines. In general, this fragmentation and 

diversity is marked as beneficial to evaluate such relationships. The interdisciplinary 

contributions add value to strengthen and broaden the theory. This magnificent benefit 

is based on the ability to synthesize such diverse conceptualizations (Finch et al., 2015). 
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Similarly, the foundations of relationship are deeply rooted in interdisciplinary 

literature and theory (Gummesson, 2002; Agariya & Singh, 2011; Finch et al., 2015).   

There are two parties (Customer and Organization) involved in a dyadic relationship 

and both are active in a relationship. The parties are customer and organization (B2C). 

Both are active in one side of the exchange and until a balance between them is not 

formed, the sustainable and productive relationship cannot be achieved, which is 

desired of any business in this competitive world.  

Relationship is a complex phenomenon which cannot be explained with a single theory. 

It is recommended an integration of multiple theories to explain the nature and 

progression of the relationship between dyad. The amalgamation of theories to 

understand the phenomenon and advance in the subject is always encouraged. The 

similar effort is carried in this research, to study the relationship B2C with interpersonal 

relationship perspective. Theoretical support for each party is explained in the summary 

of theoretical integration given in table-2.4 provided at appendix-3.   

There are various types of theories of interpersonal attraction which provide bases to 

understand friendship. These theories are classified into four groups. These are 

reinforcement theories, exchange and equity theories, cognitive theories, and 

development theories. These theories help to understand conceptualization of friendship 

formation between dyad. Friendship is well understood with synthesis of theories. 

According to conceptualization of interpersonal theories, there are various 

reinforcements that help to start, build, and maintain relationship. The integration of 

these reinforcements provides better relationship understanding and help to analyze the 

strength of reinforcements in the combine and in isolation (Perlman & Fehr, 1986).  

This research is initiated from both seller and customer viewpoint and suggests that 

existing relationship marketing is mainly focused on three tenets i.e. economic, 

psychological and sociological. But there is a considerable gap among these three 

doctrines of relationship marketing theory and they could not merge to form a singular 

relationship marketing theory. Furthermore, it is highlighted that a comprehensive 

interpersonal relationship marketing model (IRMM) is needed which can enhance 

understanding of customers behavior holistically. This research attempts to construct a 

more cumulative model that can bring these three factors in an interconnected form to 

understand better about the buyer-seller relationship. This is hypothesized that the 

reasoned action simultaneously transforms into customer believe what she/he has in this 

relationship. This research is aimed from the benefit and investment perspective. The 

benefit customer perceives and investment has made by the seller on her/him is shifted 
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into the emotion. This psychological factor leads towards the social confirmative and 

continuance of action. The psychological part of this cycle is perceived as short term, 

but it leads towards social conformity (reciprocity) and commitment. It is hypothesis 

that with the formation of the above designed cycle of belief, psychological and social 

factors, the buyer-seller relationship strengthen and goes for longer period. This 

research comprehended that with such a model in hand; the buyer-seller relationship 

will go beyond the existing boundaries. This will help academician as well as 

practitioners of the field to analyze and materialize up to date knowledge of relationship 

marketing theory.  

Interpersonal relationship perspective is marked as recent advancement in relationship 

marketing theory. The reliance of interpersonal relationship marketing is on inter-firm 

relationship marketing models and theories. This shift is based on rationale that 

interpersonal relationship marketing has greater impact on customer attitude and 

behavior. Interpersonal relationship is primarily considered relationship between two 

individuals; however, the interpersonal relationship marketing theory states that it might 

be B2B, B2C, and C2C. The primary tenet of interpersonal relationship is based on 

concept that individual having common goals, emotions, and interests are likely to have 

long-lasting relationships. Most of the cases, interpersonal relationship is viewed as 

dyad, triad, and group. These types of relationships are also available at different levels. 

With respect to marketing perspective the relationships exist between two 

organizations, customer and organization, and between two individuals of an 

organization.  

Interpersonal relationship model integrates psychological and sociological frameworks. 

Framework of such integration argues that inherently relationship marketing in general 

and specifically interpersonal relationship marketing model is of dynamic nature 

(Palmatier, 2008). Furthermore, such psychological and sociological arrangements in a 

single model outline the short-term and long-term outcomes. Interpersonal relationship 

marketing model crystallize the personal nature of bond between the exchange partners 

e.g., personal bond between customer and service employee (Berry & Parasuraman, 

199). Interpersonal interaction is also evident in service encounter, where, interpersonal 

interaction between service provider and customer is quite essential for effective service 

delivery (Crosby & Stephens, 1987; Crosby et al., 1990; Lovelock, 1991; Iacobucci & 

Ostrom, 1993; Ostrom & Iacobucci, 1995). From abovementioned arguments, it is 

deduced that there are some business situations that require the implication of 

interpersonal relationship marketing model; specifically, in services where intangibility 

and heterogeneous outcomes are prominent (Czepiel, 1990).  
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There are number of interpersonal relationship theories applied by the researchers to 

study seller and customer relationship. There are theories of love, trust and 

commitment, social exchange theory, social networking theory, social penetration 

theory, and attachment theory are amongst chief that are used; however, the list of 

theories applied in relationship marketing are discussed by various systematic reviews 

(e.g., Finch et al., 2015). More specifically, in an interpersonal dyadic exchange, the 

social boundary spanners are e.g., social exchange theory, social networking theory and 

social penetration theory; whereas, the psychological concentration is based on e.g., 

theories of love and attachment. Abovementioned theoretical frame helps to elucidate 

interpersonal relationship. To sum up, it is noted that interpersonal relationship refers to 

reciprocal behavior. This exchange includes data, expressions, and mutual interest. 

Furthermore, the depth and breath are two dimensions; where, depth refers to intimacy 

and breath refers to reciprocity.  

Most widely applied theory is social exchange theory. There are concerns regarding 

application of social exchange theory in relationship marketing realm. This situation 

fosters to look a more holistic solution and application of such theory to analyze 

interpersonal relationship. Social exchange theory postulates that subjective cost-benefit 

analysis sets the foundations of human relationship. Secondly, social exchange theory 

assumes reciprocity as underlying phenomenon, but relationship marketing models 

ignores such theoretical underpinnings. Third, the abovementioned exchange and 

transactions ambiguities also stress the need of comprehensive application of such 

theory or other theory to analyze interpersonal relationship marketing model.  

Theoretical amalgamation conceptualized can be explained as; suppose, there are two 

friends Anita (A) and Buddy (B); if A experience reward from B in an encounter, A 

will be motivated to strengthen relational ties with B. it is because A’s interaction with 

B inextricably linked with B interactions with A. This series of interactions create 

positive feedback loop. This feedback loop play-out at dyadic level. Furthermore, this 

loop unfolds interdependence between A and B. From aforementioned story, it is 

narrated that both partners get reward from each other. Additionally, another event of 

duets or another set of tennis is likely to surface; both partners can enjoy further 

reciprocal rewards (Newcomb, 1956).  

Similar principle is applied to relationship between seller and buyer that sets to 

formulate conceptual model of this research. First, psychologists hold that interpersonal 

interaction is antecedent of reciprocation; where interpersonal interaction is enriched 

with rewards (Newcomb, 1963; Lott & Lott, 1974). Second, social psychologists 
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suggest that interpersonal attraction is determined by reward elicited from exchange 

partners generate mutual reinforcement between members of dyad (Newcomb, 1963; 

Perlman & Fehr, 1986).  

The abovementioned ambiguities make sense when interpersonal relationship is viewed 

with psychological lens. The prime objective is to understand complex pattern of 

causality in psychological and behavioral phenomenon.  To maintain such conceptual 

ambiguities in this research; this research examines the seller-buyer relationship. 

Moreover, this research documents the substantial similarities and difference between 

seller and buyer in interpersonal relationship. Based on literature and discussion from 

all point of views; this attempt to synthesize holistic interpersonal relationship 

marketing model.  

A summary of antecedents, mediators, moderators and outcomes with references is provided 

in table-2.3 which is attached in appendix (Appendix-2). An additional summary of theories 

used in this research is given in table-2.4 which is attached in appendix (Appendix-3). 

Proposition derived from comprehensive literature review (discussed above) with references 

are provided in table-2.5.  

Table-2.5 Propositions with References 

Sr. No Description Reference 

1 Perceived Customer Focal 

Antecedents (Benefits-

Dependence-

Trustworthiness-

Reputation)have impact on 

relational mediators 

(Gratitude-Trust-Intimacy) 

Morgan and Hunt (1994); Sirdeshmukh, Singh, and 

Sabol (2002); Palmatier et al (2006); Palmatier 

(2008); Ristig (2009); Palmatier et al (2009); Dagger 

and O’Brien (2010); Egan (2011); Waheed and Gaur 

(2012); Hsu  , Chang  , Chu  , and Lee (2014); 

Kharouf, Lund,and Sekhon (2014), Yu, Balaji, & 

Khong  (2015); Buttle & Maklan (2015); Scheer, 

Miao, and Palmatier (2015);Japutra, Keni, & 

Nguyen (2015); Brun, Rajaobelina, and Ricard 

(2016); Koul, Sinha, and  Mishra (2016); Wei, 

McIntyre and Soparnot (2015); Verma, Sharma, and 

Sheth (2016); Arli, Bauer, and Palmatier(2018); 

Chou and Chen (2018); Sahadev(2008); Hewett and 

Bearden(2001); Eggert and Ulaga (2010); 

Qiu(2018); Fatima and Mascio (2018) 
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2 Perceived Seller Focal 

Antecedents (Investment-

Expertise-Customer 

orientation-Service quality) 

have impact on relational 

mediators (Gratitude-Trust-

Intimacy) 

Anderson and Weitz (1992); Ganesan (1994); 

Morgan and Hunt (1994); Skarmeas, Katsikeas, and 

Schlegelmilch (2002);Palmatier et al (2006); 

Macintosh, (2007); Palmatier, Dant, and Grewal 

(2007); Palmatier (2008); Palmatier et al (2009); 

Naoui & Zaiem (2010);Egan (2011); Lee, Kim, and 

Pan (2014); Bateman and Valentine(2015); González 

(2015); Buttle and Maklan, (2015);  Verma, Sharma 

and  Sheth (2016);Newell et al (2016); Hasan, Lings, 

and Neale (2017); Izogo, Reza, Ogba, and Oraedu 

(2017); Zainol, Yahaya, and Osman (2018); Simon 

and Tossan (2018); Powell et al (2018); Olavarría-

Jaraba et al (2018); Arli, Bauer, and Palmatier 

(2018); Sfenrianto, Wijayaand Wang (2018); Wan et 

al (2018); Nguyen et al (2018) 

3 There is association within 

relational mediators 

(Gratitude-Trust-Intimacy) 

Morgan and Hunt (1994); Palmatier et al (2006); 

Palmatier (2008); Palmatier et al (2009); Egan 

(2011); Bugel, Verhoef, and Buunk (2011); Raggio, 

Walz, Godbole, and Folse (2014); Lee, Kim, and 

Pan (2014); Buttle and Maklan (2015); Balaji, Roy, 

and Wei, (2016); Bock, Folse, and Black (2016); 

Bridger and Wood (2017) Cownie (2017); Hasan et 

al (2017); Chou and Chen (2018); Arli, Bauer, and 

Palmatier (2018) 

 

4 Relational mediators 

(Gratitude-Trust-Intimacy) 

leads to relationship 

outcomes (Commitment-

Reciprocity-Repurchase 

Intentions)  

Morgan and Hunt (1994); Palmatier et al (2006); 

Palmatier (2008); Palmatier et al (2009); Egan 

(2011); Bugel, Verhoef, and Buunk (2011); Chou 

and Chen (2018); Arli, Bauer, and Palmatier (2018) 

 

5 There is association within 

relationship outcomes 

(Commitment-Reciprocity-

Palmatier (2008); Bugel, Verhoef, and Buunk 

(2011);Raggio, Walz, Godbole, and Folse (2014); 

Lee, Kim, and Pan (2014); Buttle and Maklan 
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Repurchase Intentions) (2015);Balaji, Roy, and Wei, (2016); Bock, Folse, 

and Black (2016); Pham et al (2018); Shi et al 

(2018); Choi and Mattila (2018); Lin and Wang 

(2018); Nguyen, Mai, and Mai, (2018); Sullivan and 

Kim (2018) 

6 The proposed moderators 

(Gender-Age-Duration-

Similarity) have effect on 

relationship between 

Perceived Focal 

Antecedents and Perceived 

Seller Focal antecedents in 

relationship to Perceived 

Customer Emotive Plane   

Palmatier (2008); Egan (2011); Wei, McIntyre,and 

Soparnot (2015); Buttle and Maklan (2015); Brun, 

Lova, and Ricard (2016); Raimondo and Costabile, 

(2008); Athanasopoulou (2009); Balaji et al (2016); 

Yeh, Wang, Hsu and Swanson (2018); Tan and Ooi 

(2018) 
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Fig.2.2: Proposed Conceptual Model 

 



(Page 60 of 205) 

Table-2.6: Hypotheses 

H1 Perceived Seller Focal Antecedents (PCFA) have positive and significant impact on 

Perceived Customer Emotive Plane (PCEP). 

H1a Seller relationship investments have positive significant impact on customer feelings 

of gratitude. 

H1b Seller relationship investments have positive significant impact on customer trust. 

H1c Seller relationship investments have positive significant impact on customer intimacy. 

H1d Seller expertise have positive significant impact on customer feelings of gratitude. 

H1e Seller expertise have positive significant impact on customer trust. 

H1f Seller expertise have positive significant impact on customer intimacy. 

H1g Customer orientation has positive significant impact on customer feelings of gratitude. 

H1h Customer orientation has positive significant impact on customer trust. 

H1i Customer orientation has positive significant impact on customer intimacy. 

H1j Service quality has positive significant impact on customer feelings of gratitude. 

H1k Service quality has positive significant impact on customer trust. 

H1l Service quality has positive significant impact on customer intimacy. 

H2 Perceived Customer Focal Antecedents (PSFA) have positive and significant Impact 

on Perceived Customer Emotive Plane. 

H2a Relationship benefits have positive significant impact on customer feelings of 

gratitude. 

H2b Relationship benefits have positive significant impact on customer trust. 

H2c Relationship benefits have positive significant impact on customer intimacy. 

H2d Dependence on seller has positive significant impact on customer feelings of gratitude. 

H2e Dependence on seller has positive significant impact on customer trust. 

H2f Dependence on seller has positive significant impact on customer intimacy. 

H2g Trustworthiness of seller has positive significant impact on customer feelings of 

gratitude. 

H2h Trustworthiness of seller has positive significant impact on customer trust. 

H2i Trustworthiness of seller has positive significant impact on customer intimacy. 

H2j Reputation of seller has positive significant impact on customer feelings of gratitude. 

H2k Reputation of seller has positive significant impact on customer trust. 

H2l Reputation of seller has positive significant impact on customer intimacy. 

H3 Perceived Customer Emotive Plane (PCEP) has positive and significant Impact on 

Relationship Outcomes (RO). 

H3a Gratitude has positive significant impact on customer commitment. 

H3b Gratitude has positive significant impact on customer reciprocity. 
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H3c Gratitude has positive significant impact on customer repurchase intentions. 

H3d Trust has positive significant impact on customer commitment. 

H3e Trust has positive significant impact on customer reciprocity. 

H3f Trust has positive significant impact on customer repurchase intentions. 

H3g Intimacy has positive significant impact on customer commitment. 

H3h Intimacy has positive significant impact on customer reciprocity. 

H3i Intimacy has positive significant impact on customer repurchase intentions. 

H4 Customer Emotive Plane mediates between Seller Focal Antecedents and Relationship 

Outcomes. 

H4* Customer Emotive Plane (Gratitude-Trust-Intimacy) mediates between Seller Focal 

Antecedents (Investments-Expertise-Customer Orientation-Service Quality) and 

Relationship Outcomes (Commitment-Reciprocity-Repurchase Intentions). 

H5 Customer Emotive Plane mediates between Customer Focal Antecedents and 

Relationship Outcomes. 

H5* Customer Emotive Plane (Gratitude-Trust-Intimacy) mediates between Customer 

Focal Antecedents (Benefits-Dependence-Trustworthiness-Reputation) and 

Relationship Outcomes (Commitment-Reciprocity-Repurchase Intentions). 

H6a Trust has positive and significant impact on Customer Intimacy. 

H6b Gratitude has positive and significant impact on Customer Trust. 

H6c Customer trust mediates between Customer gratitude and Customer intimacy. 

H7a Reciprocity has positive and significant impact on Customer Purchase Intentions. 

H7b Commitment has positive and significant impact on Customer Purchase Intentions. 

H7c Commitment has positive and significant impact on Reciprocity. 

H7d Reciprocity mediates between Commitment and Customer Purchase Intentions. 

H8a Relationship Duration (RD) play moderating role in relationship between Perceived 

Customer Focal Antecedents and Perceived Customer Emotive Plane. 

H8b Relationship Duration play moderating role in relationship between Perceived Seller 

Focal Antecedents and Perceived Customer Emotive Plane. 

H8c Relationship Similarity (RS) play moderating role in relationship between Perceived 

Customer Focal Antecedents and Perceived Customer Emotive Plane. 

H8d Relationship Similarity plays moderating role in relationship between Perceived Seller 

Focal Antecedents and Perceived Customer Emotive Plane. 

H8e Gender of respondent (Gender) play moderating role in relationship between 

Perceived Customer Focal Antecedents and Perceived Customer Emotive Plane. 

H8f Gender of respondent play moderating role in relationship between Perceived 

Customer Focal Antecedents and Perceived Customer Emotive Plane. 
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H8g Age of respondents (Age) play moderating role in relationship between Perceived 

Customer Focal Antecedents and Perceived Customer Emotive Plane. 

H8h Age of respondents play moderating role in relationship between Perceived Customer 

Focal Antecedents and Perceived Customer Emotive Plane. 

*mediationis evaluated individually  
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CHAPTER-03 

RESEARCH METHODOLOGY 

Research methodology delineates how research is undertaken (Saunders, Lewis & Thornhill, 

2009). The research methodology adapted for this research is based on multiple layers framed 

by Saunders, Lewis and Thornhill (2009) and Hair, Black, Babin and Anderson (1998) 

guidelines. This multilayer research methodology helps to understand the philosophical 

assumption and method used in this research.   

3.1. Research Philosophy 

The most basic level of research method is the philosophical level (Clarke, 1998). 

Philosophical level is based on general features, e.g., nature of knowledge, reality, and 

truth (Hughes & Sharrock, 2016). Research philosophy examines the research, e.g., 

positivist philosophy varies from post-positivism philosophy. Moreover, the choice of 

research philosophy in research determines its appropriateness and clarification of 

research approach used in research (Denzin & Lincoln, 1998). Contemporary thoughts in 

research advocate the use of post-positivism research philosophy instead of positivism 

research philosophy. Positivist philosophical justifications are no longer entirely 

defensible (Popper, 1959; Holmwood & Stewart, 1994)). Post-positivism philosophy is 

based on alternative foundations and traditions of positivism research philosophy. 

Furthermore, post-positivism is not rigid, and treats individual as part of research 

creation. It assumes that reality does not exist in vacuum and influenced by context and 

other possible realities therefore, possible (Hughes &Sharrock, 2016; Jinadasa & 

Priyankara, 2020). Post positivism refers to social construction of social reality – the 

notion that humans’ interpretations and meaning making influence how they come to 

define and experience their reality (Miller, 2000). 

The philosophical foundations of this research are based on the post positivism 

paradigm. The research philosophy is defined as, “over-arching term relates to the 

development of knowledge and the nature of that knowledge” (Saunders, Lewis, & 

Thornhill, 2009). According to Proctor (1998) construction of reality is influenced by 

gender, culture and beliefs. There exists an intricate relationship between individual 

attitude, external structure, and behavior. Positivism sees one side of reality whereas 

post-positivism is concerned with “warranted assertibility” to search and establish reality 

(Forbes et al., 1999). Furthermore, Doyal (1993) says that scientific theories cannot be 

proved from single experience and might be there is potential that what was previously 

thought true in fact to be false.  
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3.2. Research Design  

Research design refers to plan, strategy, and structure to investigate research problems 

and to find answers to questions presented in the research (Saunders, Lewis, & 

Thornhill, 2009). A well-articulated research design answers the primary questions, e.g., 

what, how, why, when, where and how raised during the investigation. Moreover, 

research design is the arrangement and fulfillment of conditions of data collection and 

analysis (Kothari, 2004). Mainly research design is classified into qualitative and 

quantitative research designs. However, the research design may vary with respect to 

nature, number of contacts, type of sample, and reference period (Saunders, Lewis, & 

Thornhill, 2009). 

This research design is based on research design used in contemporary literature of 

marketing in general and relationship marketing, specifically. The summary of 

previously, used research design in contemporary relationship marketing was available 

in table 3.1 provided at appendix-4. Planned and adapted research design based on 

quantitative (hypotheses development and testing) arrangements with dyadic data set 

(Lussier & Hartmann, 2017). Furthermore, adapted survey questionnaire is used for data 

collection (Chou & Chen, 2018). Additionally, the time horizon is cross-sectional in 

nature. The data is collected with multi-method choice of data collection (Sota et al., 

2018; Ritter & Geersbro, 2018). For data analysis variance based, structural equation 

modeling (SEM) is used (Hassan et al., 2017; Ali et al., 2018; Hair et al., 2018; Lin, Lee, 

Liang, Chang, Huang, & Tsai, 2020). Three softwares (Microsoft excel 2007, Statistical 

package for social sciences (SPSS) 21, and SMART-PLS version-3) are used for data 

analysis.  

3.3. Hypotheses Development and Testing  

The conceptual model is based on synthesis of previous literature (Eisenhardt, 1989; 

Payne & Frow, 2005). This synthesis of literature helps to develop the hypotheses which 

depict the integration and relationship within various theoretical constructs adapted for 

this research. The data collected from the dyad is used hypothesis testing. The 

hypotheses development and their arrangements are given in literature review chapter. 

For hypotheses testing various statistical tests are used. The brief description of 

statistical tests is provided in data analysis section of this chapter.  
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3.4. Survey Questionnaire  

An adapted survey questionnaire is used as instrument to collect data. The selection of 

items of each construct is based on their previous reliabilities and applications in various 

contextual setting. Ultimate care is carried to maintain the rigor and relevance of the 

items of each construct. The detail of items of each construct with previous reliabilities 

with reference is given in table 3.2, provided at appendix-5. The responses are noted on 

five points likert scale from strongly disagree to strongly agree (1-5). 

This research is dyadic in nature. For such dyadic data collection, two sets of 

questionnaires are used. The first set is used to collect data from sellers (Seller Focal 

Antecedents). This questionnaire is divided in two parts. First part is used to collect 

demographic information of sellers, whereas, the second part is used to record the seller 

responses on prescribed scale (1-5) against each seller focal construct. The second set of 

questionnaire is divided in three major parts. The first part is used to collect customers’ 

demographic information. The second part is used to record the customers’ responses on 

(Customer Focal Antecedents). The third part is used to collect customers’ responses 

(Emotive plane and Relationship Outcomes) on prescribed scale.  

3.5. Unit of Analysis  

This research follows dyadic (individual- seller and customer) unit of analysis, previous 

dyadic studies recommendations are Ahearne, Mathieu, and Rapp (2005); Stanko, 

Bonner, and Calantone (2007); Brock and Zhou (2012) and Lussier and Hartmann 

(2017) in their dyadic data analysis. The data is dyadic in nature (Arain, Bhatti, Ashraf, 

& Fang, 2020; Ying, Faraz, Ahmed, & Raza, 2020; Chi, Zeng, Dong, & Song, 2020). 

The data is collected from both sellers and Customers (B2C). The CEO’s, Managers, 

Relationship Managers, and Sales Executes represent the sellers and customers represent 

the buyers in this dyad.  

3.6. Population and Sampling  

Instead of focusing on the single sector to analyze the buyer-seller dyadic relationship, 

this research focuses on multiple sectors. This helps to understand buyer-seller dyadic 

relationship in multiple sectors (Lussier & Hartmann, 2017). Therefore, four sectors are 

selected (Apparel, Food, Financial Services (Banks and Insurance firms) and 

Telecommunication sector). A variety of relationship research applied the multiple 

sectors (e.g. Das, 2009; Gupta & Sahu, 2012; Grandinetti, 2017; Chou & Chen, 2018). 

Table-3.1 provided at appendix-4 highlights the relationship marketing research with 
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respect to sectors focused. The rationale behind selection of four sectors is to accumulate 

the major chunk of market that requires and implement relationship marketing 

effectively. Two sectors (Food and Fashion) represent emerging trends of market, 

whereas, two sectors (Financial and Telecommunication) present the mature sectors of 

the market. Emerging and mature sectors classification is based on criterion that how 

many new players are entering to the market and its relative growth in previous years. 

This criterion helps to classify the sectors into emerging sector category and mature 

sector category. This combination also facilitates the importance of relationship analysis 

in services sector.  The population for each sector may vary. Therefore, for each sector 

separate population and sampling procedure is adopted. This adoption is based on 

recommendations of previous researches (e.g., Ritter & Geersbro, 2018; Ogilvied et al., 

2018; Chou & Chen, 2018). 

3.6.1. Apparel Sector 

Major apparel brands (in terms of financial performance, customer base, number of 

outlets, and number of relationship activities they perform) operating in Pakistan are 

population of this sector. Theses apparel brands have national level presence. 

However, the data is collected from three major cities (Gujrat, Gujranwala, and 

Lahore) of Punjab, Pakistan. The Managers and customers of these brands are 

sampling frame. The research arrangements are such that require data from both the 

seller side and customer side; therefore, separate sampling strategy is opted for seller 

side and customer side. 

From seller side data collection in apparel sector, the outlets of apparel brands are 

targeted and their managers (e.g., outlet manager) are requested to provide information 

as the representative of seller. The seller side questionnaire is filled by the managers. 

The convenience sampling method is used in apparel sector for seller side data 

collection. There are more than 60 outlets are approached and complete information is 

received from 50 outlets. From customer side data collection in apparel sector, the 

customers of apparel brands are targeted. Systematic random sampling is used for data 

collection. The targeted outlets are visited in the different time spans (Morning, Noon, 

and Evening) and the every first and fifth customer coming to outlet is targeted. This 

exercise continued until reach the threshold of 110 samples from apparel sector. 

3.6.2. Food Sector 

With respect to food sector, major fast food chains and restaurants are targeted for data 

collection. These fast food chains and restaurants have national level presence. They 
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are operating every major city and town of Pakistan.Fast food chains outlets and 

restaurants operating in Pakistan are the population of this research. However, the data 

is collected fromthree major cities Gujrat, Gujranwala, and Lahore. The sampling 

frame is based on CEOs and Managers from seller side and the customers of these fast 

foods chains and restaurants from customer side. For each side different sampling 

technique is adopted. 

From seller side data collection, convenience sampling technique is applied to collect 

data, whereas, from customer side data collection is based on systematic random 

sampling (every first and fifth entering for food is targeted for data collection). The 

outlets and restaurant are visited at various time spans mainly noon and evening. Sixty 

outlets and restaurants are targeted and data from fifty from the seller side is found 

useful and used for further analysis. From the customer side data collection one 

hundred and ten responses are found useful.  

3.6.3. Financial Sector 

In financial sector, banks and insurance firms are targeted. Banks and insurance firms 

operating in Pakistan are population for this sector. The banks and insurance firms are 

oprating with majority presence in all major cities. All the national level banks and 

insurance firms have their offices and branches in all big cities. The data is collected 

from Gujranwalaregion. The Managers and Sales executes of these financial 

institutions are targeted to collect data, with respect to seller side data, whereas, the 

customers of these financial intuitions are targeted to collect data from seller side. 

Convenience sampling is used to collect data from seller side, whereas, systematic 

random sampling is used to collect data from customers’ side. The financial 

institutions are visited in the various time slots (Morning, Noon, and Afternoon). From 

the customer side data collection every first and fifth person entering for services is 

targeted. The seller side Sample is fifty, whereas, the customers side sample is one 

hundred and ten. 

3.6.4. Telecommunication Sector  

In telecommunication sector, cellular firms, land line service providers, and internet 

service providers are targeted. Firms operating in Pakistan and their customers are the 

population of this sector.These firms are also operating effectively in the Gujranwala 

region. Therefore, the data is collected from Gujranwala region. The seller side data is 

collected from the services centers of these firms. The executives (e.g., Managers and 

Sales Managers) working in these firms are respondents for seller side data collection. 
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The sampling technique used for seller side is convenience sampling. Fifty Seller side 

respondents are targeted to collect data, whereas, one hundred and ten customers side 

respondents are targeted to collected data. The sampling technique opted for customer 

side data collection is systematic random sampling. Every first and fifth customer 

entering for service or purchase of service is targeted.   

3.6.5. Overall sampling Technique  

Overall, this research will follow multi-method sampling technique. At first stage the 

sectors are considered as stratum.These stratums help to create homogenious target 

population, the users’ relationship formation is of similar nature, and this classification 

facilitates the relationship understanding and results presentation. Each sector is given 

equal weight in total sample. As there are four sectors, so each sector constitutes 25% 

of the total sample. This is to give equal worth and representation to each sector. In the 

second stage of sampling in each sector a different sampling procedure is adapted as 

explained in population and sampling section of research methodology. The criterion 

for the sample collection is based on continuous and established relationship between 

seller and buyer.  

From the Seller side data collection following standards is maintained to get sample 

homogeneity and relationship strength with customers. The seller side respondent must 

be part of firm from last two years. Furthermore, the respondent has served the 

customer at least twice or part of deal with customer. This criterion is accessed with 

information recorded at questionnaire. Similarly, the buyer criterion is based on 

following points; customer must be actual customer of the seller from last two years. 

The customer must be active customer and has purchased from theseller. Additionally, 

in last six-monthcustomer has minimum two visits to respective seller. 

   3.7. Sample Size and Collection of Data 

Table-3.1 provided at appendix-4 highlights the important methodological precedents 

in relationship marketing. The sample size determination is based on these previous 

researches.The most commonly suggested average sample size in PLS-SEM is 

between 210 to 250 (Shah & Goldstein, 2006; Ringle, Sarstedt,&Zimmermann, 2011; 

Wongkitrungruenga & Assarut, 2018). Based on precedents, this research also adapted 

the similar sampling measures and size. Moreover, Sample size calculation is based on 

criteria (item to respondents); there would be ten (10) respondents for each item 

(McQuity, 2004). The final sample size is six hundred and fourty (640) in which two 
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hundred (200) respondents from seller side and four hundred and fourty (440) 

respondents are from customer side.  

A systematic process is adopted for data collection. There are multiple sectors are 

targeted as explained in population and sampling section. Maximum care is maintained 

to collect data. The objective of this carefull data collection is to ensure the accuracy 

and reliability of the data. Furthermore, ethical and legal concerns are also carefully 

considered during whole research generally and specifically data collection. Data 

collection by a single individual is difficult. Therefore, assistance is taken for data 

collection. For data collection purpose, students’ assistance is taken on volunteer basis. 

The students are trained for data collection. The following steps are taken to train the 

students.In first step, consent of students is taken. In the second step, available pool is 

scrutinized and only students of MBA with marketing specialization and MS second 

semester are requested for volunteer data collection. At next step, students are properly 

trained about data collection. The students are explained about the importance of data 

in the research. Moreover, properly trained students are classified into four groups. 

Each group is allocated one sector for data collection. The data collection exercise 

continued up to six to eight months. However, the traveling and overhead expenses are 

paid by researcher. The whole data collection process is monitored by the researcher 

personally. Furthermore, timely visits to respondents (sellers and customers)were 

made, where it was necessary.  

3.8. Data Analysis  

A multiphase data analysis method is adapted. First of all data is screened. During 

screening, missing values and other data anomalies are removed. In the second phase 

measurement model specification are determined. In the third phase, structural model 

measurement is carried.  

This research has applied (PLS-SEM) Partial least square (PLS) approach for structure 

equation modeling (SEM). This PLS approach is variance-based SEM (Hair, Sarstedt, 

Hopkins, & Kuppelwieser, 2014; Sarstedt, Ringle, Cheah, Ting, Moisescu, & Radomir, 

2020). This type of modeling helps to estimate complex cause-effect relationship models 

with latent variables. PLS-SEM analysis supports both formative and reflective models 

(Jarvis, MacKenzie & Podsakoff, 2003; Diamantopoulos & Siguaw, 2006; 

Diamantopoulos, Riefler, & Roth, 2008; Balaji et al., 2016; Hair et al., 2014).  

Table-3.1 provided at appendix-4 highlights the use of PLS-SEM in relationship 

marketing. The rationale behind choice of PLS-SEM is for multiple reasons. First, PLS-
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SEM simultaneously investigates the measurement and structural model. It provides the 

reliability and validity and relationship between the measures and constructs (Lohmoller 

1989). Second, PLS-SEM does not require the large sample size (Chin, 1998). Third, it 

is useful for complex model analysis and used for prediction (Ringle & Sarstedt, 2016; 

Hair et al., 2017; Chou & Chen 2018). The software used for analysis are SPSS 21, 

SMART-PLS version3 and Microsoft excel 2010.  

3.9. Common Method Variance (CMV) 

CMV is marked as variance attributable to source and method.It is important to note that 

bias findings of correlation may increase or decrease the relationships strength 

(Podsakoff, MacKenzie, Jeong-Yeon, & Podsakoff, 2003). Therefore, it is essential to 

opt such measures that limit the susceptibility of our findings.There are a number of 

precautions and remedies. This research opted recommendations based on Podsakoff et 

al. (2003) findings. First, there are different data sources.The hypothesized pathways 

(predictor, mediators, and outcome measures) are assessed with different sources of data 

(e.g., seller side and customer side respondents). CMV is gathering measures from 

multiple sources which are applied in this research. Second, respondents are assured 

anonymity. The predictor and outcome variables are separated in the questionnaire. This 

presents it so itappears unrelated. Furthermore, the measures with different anchors are 

used to assess constructs (Podsakoff et al., 2003).CMV is equally relavant and import in 

the context of present research. The remedies adopted in this researcha are, the data is 

collected from different sources (sellers and buyers), respondents are kept anonymous, 

and finally the variables are separately available in both two sets of questionanirs. There 

is also important to note that two sets of questionnaires are used (separate questionnaire 

for sellers and separate questionnaire for buyers). 

3.10. Measurement and Structural Model  

In path analysis there are two types of measurement models. First, the measurement 

model aims to investigate the relationship between items and latent variable. Second, the 

structural model represents the relationship between latent variables. The graphical 

difference between measurement model and structural model is presented in fig 3.1. 

Measurement model deemed to be within specification recommended, the researcher 

may proceed to investigate structural mode (Henseler, Hubona, & Ray, 2016).  
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Figure-3.1: Measurement and Structural Model 

 

“Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new 

technology research: updated guidelines. Industrial management & data 

systems, 116(1), 2-20.” 

 

3.11. Assessment of Measurement Model and Structural Model 

Table-3.3: Assessment of Measurement Model and Structural Model 

Measurement Model 

Assessment  Criterion  Reference  

Confirmatory 

composite and/or 

factor analysis 

SRMR<0.08 Lohmöller, 1989; Hair et 

al (2014); Dijkstra and 

Henseler (2015) 

Convergent validity  

Discriminant 

validity  

AVE>0.5 

HTMT significantly smaller than 1 

Fornell-Larcker criterion 

Loadings exceed cross-loadings 

Chin (2010); Hair et al 

(2012);Hair et al (2014); 

Henseler, Ringle, and 

Sarstedt (2015); Hair, 

Hult, Ringle, and 

Sarstedt (2017); Hair, 
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Sarstedt, Ringle, and 

Gudergan (2018) 

Internal consistency 

reliability 

Cronbach’s α >0.7 

Composite Reliability >0.7 

Tenenhaus, Esposito 

Vinzi, Chatelin, and 

Lauro (2005); Hair et al 

(2014); Hair et al (2017);  

Variation Inflation 

Factor 

VIF<5 Hair et al (2012); Hair et 

al (2017) 

Factor Loads Equal and above 0.7 Henseler, Ringle, and 

Sinkovics (2009); Hair et 

al (2017) 

Structural Model 

Assessment  Criterion  Reference  

Approximate model 

fit  

SRMR<0.08 Hu and Bentler (1999); 

Henseler et al (2014) 

Test of model fit SRMR<95% bootstrap 

quantile 

dULS<95% bootstrap quantile  

dG<95% bootstrap quantile  

(Complete Bootstrap)  

 

 

Dijkstra and Henseler (2015) 

Endogenous 

variables 

R2, adjusted R2 or >0.25  Hair et al (2017) 

Direct Effect Path coefficient (absolute size, 

sign) Significance ( p-value, 

confidence interval)  Effect 

size 

Zhao, Lynch, and Chen 

(2010); Nitzl, Roldán, and 

Cepeda (2016); Hair et al 

(2017) 

Indirect Effect Coefficient (absolute size, 

sign)Significance ( p-value, 

confidence interval) 

Zhao, Lynch, and Chen 
(2010); Nitzl, Roldán, and 
Cepeda (2016); Hair et al 
(2017) 
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Total Effect  Coefficient (absolute size,sign) 

Significance ( p-value, 

confidence interval) 

Zhao, Lynch, and Chen 

(2010); Nitzl, Roldán, and 

Cepeda (2016); Hair et al 

(2017) 

Moderating effect With creation of an interaction 

term when themoderator is 

continuous or binary nature. 

The objective is to investigate 

moderating effect on a 

specificstructural model path 

or relationship 

Dawson (2014); Fassott, 

Henseler, and Coelho (2016); 

Hair et al (2017);  

Mediating effect Bootstrapping to assess 

thesignificance of the indirect 

and directeffects 

Zhao, Lynch, and Chen 

(2010); Nitzl, Roldán, and 

Cepeda (2016); Hair et al 

(2017) 

NFI (Normalized Fit 

Index) 

Near one or <0.9 Bentler and Bonett (1980) 

Overall Model Fit 

Goodness of Fit 

(GoF) 

values of 0.10 (small), 0.25 

(medium), and 0.36 (large) 

Tenenhaus, Vinzi, Chatelin, 

and Lauro (2005); Henseler, 

Ringle, and Sarstedt (2015) 

 

3.12. Reflective versus formative Model  

Edwards and Bagozzi (2000) defined construct as “a theoretical term which is used to 

describe phenomenon of theoretical interest” and can be explained in following ways: 

I. Constructs are real phenomenon which can exist independent of interpretation and 

awareness of person under study and researcher e.g. attitude, emotions, and social 

mobility.  

II. Constructs are not real objective term rather they are elements of scientific discourse. 

III. Phenomenon that construct describes may be unobservable. 

IV. Constructs differ how well they describe and assign meaning to phenomenon of 

theoretical interest.  
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A directly unobservable construct is called latent construct. These construct are 

measured by indicators (Diamantopolous & Winklhofer, 2001) or Items (Law, Stewart, 

Letts, Pollock, Bosch, & Westmorland 1998) or Measures (Diamantopoulos & Siguaw, 

2006). These indicators, items, and measure are observed score gathered through 

observations, interviews, survey or by some other means (Edwards & Bagozzi, 2000). 

Diamantopoulos and Siguaw (2006) used the term latent variables to explain the same 

conceptualization and called items as functions of latent variables. Relationship 

between construct (variable) and its measures is causal (Edwards & Bagozzi, 2000), 

and nearly in all cases it is reflective (Diamantopoulos & Siguaw, 2006). There is 

another case in which measures are cause of a latent variable (formative) rather being 

caused by the latent (MacCallum & Browne, 1993). The language of formative measure 

is often causal (Edwards & Bagozzi, 2000).  

Above discussion concludes that there are two types of measurement models, reflective 

and formative measurement model (Bollen & Lennox, 1991; Edwards & Bagozzi, 

2000; Diamantopoulos & Siguaw, 2006). The clear distinction between these models is 

as follows; 

I. In reflective model, latent variable determines its measures. The causal flow is from 

latent variable to measures. Change in latent variable cause change in behavior of 

measures (Bollen & Lennox, 1991; Jarvis, Mackenzie, & Podsakoff, 2003). 

II. In formative model, measures determine the latent variable. The causal flow of 

measures is towards latent variable. In formative model change in measures cause 

change in latent variable (Bollen & Lennox, 1991; Jarvis, Mackenzie & Podsakoff, 

2003).  

Formal equations of reflective and formative model are as follow: 

I. Reflective model, if η is a latent variable where χ1, χ2, χ3,  ………. χn are its observable 

measure specification implies that,  

II. χi= λi
η

+ εi 

III. λi is the expected effect of η on χi and εi is the measurement error for the ith indicator 

(i= 1, 2, . . . n). It is assumed that COV (η, εi) = 0, and COV (εi, εj) = 0, for i≠j and E 

(εi)=0 

IV. Whereas, Formative model implies that:  

V. η = γ1x1+ γ2x2+ γ2x3…………….. γnxn+ ζ 

Where γi is the expected effect of χi on η and ζ is a disturbance term, with COV (χi, ζ) = 

0 and E (ζ) = 0. 
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In both types of models (reflective and formative), the variable is supposed to measure 

the real phenomenon understudy. The measurement by the measures is incomplete in 

most of the cases. This incompleteness, difference between actual and estimated 

measurement, is called measurement error. 

“Auxiliary Theory” provides the fundamental theoretical support to map the choice of 

theoretical variable onto measurement, either reflective or formative. With the help of 

aforementioned theory, it is easy to specify nature and direction of relationship between 

variables and its measures (Edwards & Bagozzi, 2000; Diamantopoulos & Siguaw, 

2006). It is necessary for researchers to make the correct choice when selecting between 

reflective and formative model. The researchers cannot take it for granted to establish 

causal priority between latent variable and its measures (Diamantopoulos & Siguaw, 

2006). Jarvis, MacKenzie, and Podsakoff (2003) present the four decision rules to 

choose between reflective and formative model’s measures. The rules of reflective 

model are given below (if these rules imply), otherwise model should be formative 

model.  

I. Direction of causality should be from construct to measures. Measures are 

manifestation of construct. If change in construct it should leads to change in 

measures not vice-versa. 

II. Measures of a construct should be interchangeable. The measures of a construct 

should share a common theme. If measures of a construct are dropped, it should 

not alter the conceptual domain of the construct.  

III. Measures are expected to covary with each other.  Change in one measure of a 

construct is associated with change in other measures of the construct.  

IV. Nomological net for measures should not differ and measures are required to 

have the antecedents and consequences.  

It is important to note, what happens if choice of model selection goes wrong? The 

misspecification leads to Type I and Type II errors.  
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Figure-3.2: Researcher’s Choice of Measurement Perspective 

 

“Diamantopoulos, A., & Siguaw, J. A. (2006). Formative versus reflective indicators 

in organizational measure development: A comparison and empirical 

illustration. British Journal of Management, 17(4), 263-282.” 

 

It is now clear from above figure, there are four possible outcomes. In two outcomes 

results are favorable and remaining two leads to measurement error of model. Type I 

error occurs when a reflective model has been adopted instead of formative model by 

the researchers. Type II error occurs when researcher adopts formative model, although 

reflective model would have appropriate.  

According to Jarvis, MacKenzie, and Podsakoff (2003); Diamantopoulos, Riefler, and 

Roth (2008) it is possible for a model to contain a mixture of formative and reflective 

measures. These mixed models can take any of the following four types. Type 1 is first 

order reflective and reflective second order, type 2 is first order reflective and formative 

second order, type 3 is first order formative and second order formative, and type 4 is 

first order formative and second order reflective measures.  

Partial least square (PLS) approach offer analysis of structure equation models (SEM). 

This PLS approach to SEM provides variance-based SEM. This type of modeling helps 

to estimate complex causal relationship models with latent variables. PLS analysis 

supports both formative and reflective models (Jarvis, MacKenzie, & Podsakoff, 2003; 

Diamantopoulos & Siguaw, 2006; Diamantopoulos, Riefler, & Roth, 2008; Balaji et.al., 

2016).  

Reflective perspective is dominant measurement approach (Law & Wong, 1999; 

Podsakoff, Bommer, Podsakoff, & MacKenzie, 2006; Jarvis, MacKenzie, & Podsakoff, 
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2003; Diamantopoulos & Siguaw 2006; Diamantopoulos, Riefler, & Roth, 2008). 

Reflective measurement is automatic selection in few researchers’ mind 

(Diamantopoulos & Winklhofer, 2001). In organizational research there is common 

acceptance of reflective models (Law & Wong, 1999). 

In context of this research, the constructs related to personality and attitude are tend to 

be realized as reflective measures (Fornell & Bookstein, 1982). Balaji Balaji, Roy, and 

Wei (2106) studied the perceived variables (communication (first reflective and second 

order reflective), intimacy, image, trust, and relationship commitment as reflective 

model. Trustworthiness and its dimensions (expertise and competence, integrity and 

consistency, communication, shared value, and concern and benevolence), and trust 

(cognitive and affective) are also studied as reflective measures (Sekhon, Ennew, 

Kharouf, & Devlin, 2014). Brock and Zhou (2012) used reflective model while 

analyzing intimacy, trust, commitment, word of mouth, and repurchase intention in 

their research. Elbeltagi and Agag (2016) applied reflective measurement model to 

study consumer perceptions of online retailing ethics (COPRE) with it’s with its 

multidimensional constructs are analyzed with impact on consumer satisfaction and 

repurchase intention via trust and commitment. More recent research Gusti and 

Sihombing (2013) found that the reflective model is better than the formative model in 

measuring e-service quality. Perceived variables (Trust, service quality, sales person 

expertise, repurchase intentions, switching intentions) are analyzed in interpersonal 

relationship context applied reflective measurement model (Guenzi & Georges, 2010). 

Weia, McIntyreb and Soparnot (2014) in their research paper, “Effects of relationship 

benefits and relationship proneness on relationship outcomes: a three-country 

comparison” used perceived variables and apply reflective measurement model. 

Relationship marketing modeling was propounded to analyze relationship between 

green perceived value, green trust, satisfaction, and repurchase intention of green 

products with reflective measurement model (Lam, Lau, & Cheung, 2016). Matute, 

Polo-Redondo, and Utrillas (2016) studied perceived variables (trust, service quality) in 

relationship formation and its impact on repurchase intentions, the author suggested and 

used reflective measurement mode. Izogo (2017) analyzed the determinant of 

relationship quality to build customer loyalty in relationship marketing perspective with 

reflective measurement model. In conclusion of above discussion, precedent and 

recommendations are found to apply reflective measurement model in this research.  
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3.13. Recursive versus Non-Recursive Model 

There are two types of causality in a theoretical model either recursive or non-recursive. 

It is important issue to note, the causal link (recursive versus non-recursive) in a theory 

(Hulland, Chow & Lam 1996). Shah and Goldstein (2006) review the application of 

SEM and provided important guidelines to improve the application of SEM in 

management sciences. For aforementioned purpose, it is worthy to note that latent 

model specification, either its recursive or non-recursive. Recursive models are simple 

while non-recursive models are complex (Hulland, Chow and Lam 1996).  A non-

recursive model contains reciprocal causation, it has feedback loops, and error terms are 

correlated whereas in recursive model causal link flow in one direction (Bollen, 1989; 

Cortina, 2005; Williams &Williams, 2013).  

Figure-3.3: Recursive and Non-Recursive Model  

 

“Cortina, L. M. (2005). Recursive models. Encyclopedia of Statistics in Behavioral 
Science.” 

 

Cortina (2005) observed that sometimes distinctions are made between recursive and 

fully recursive models. In fully recursive model displayed in Fig (right side (a), each 

variable directly influences all other variables of a causal chain. Fully recursive models 

are also known as exactly identified or just identified models. Fully recursive model are 

useful for exploratory data analysis. Fig (right side (b), represents the not fully recursive 

model. Not fully recursive model are useful in behavioral sciences (they are also more 

common) and optimal theoretical testing. Fig (left side (a and b) represents the non-
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recursive models. These models are difficult to test and they are also considered under 

identified due to more than one possible value for one or more parameters. For that 

reason, non-recursive models are less common.  

From above discussion and rules of recursive and non-recursive models, it is concluded 

with much precedent and evidence that the present research hold recursive model. As 

most of the management and behavioral researches have recursive model (Cortina, 

2005; Shah & Goldstein, 2006; Williams & Williams, 2013).  
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CHAPTER-04 

RESULTS AND DISCUSSION 

This chapter provides the detailed description of analysis applied in this research to test the 

proposed path model of interpersonal relationship marketing. The path model is tested with 

variance based structural equation modeling (SEM). PLS-SEM is used for said purpose. This 

analysis provides simultaneous results of measurement model and structural model. However, 

bootstrapping is used for acceptance and rejection of structural model paths. Moreover, 

importance-performance map is used to access the relevant contribution of each construct in 

relationship outcome. The analysis follows as; sample description, CFA, validity and 

reliability, specification of model fit, effect decomposition, and IPMA.  The analysis is 

carried with Microsoft Excel, SPSS, and SMARTPLS version 3.1.  

Information collected from seller side includes, gender of the seller, qualification of the seller, 

and designation of the seller. Whereas, from the buyer side information includes, gender of 

the buyer, qualification of the buyer, Age of the buyer, monthly income of the buyer, and area 

which he/she resides. 

Data collected through a survey is screened. The objective of the screening process is to 

remove anomalies of data. Furthermore, the screening exercise is carried in two ways. First, 

the physical screening of data is carried. The questionnaires found incomplete and with 

confusing information are set aside in the first stage. They are not used in the final analysis. 

Second step is carried after data is entered to Microsoft excel-2010. After data entered to 

excel-2007; the software-based data screening is carried. In this screening, first missing 

values are checked and secondly standard deviations (SD) are calculated. Data without 

missing values and non-zero SD is used for further analysis.  

Sample description is provided in table-4.1. As, this survey is of dyadic nature; so, the sample 

is based on both seller and buyer responses. The two sets of questionnaires (separate 

questionnaire for sellers’ response and buyers’ response) are used to collect the data. The 

sample description includes relevant information of seller and buyer side with respect to their 

socio-demographic characteristics. This helps to understand the nature of dyadic sample.  

Sample from seller side comprised of 147 (73.50%) males and 53 (26.50%) females. The 

respondents are educated at different levels from intermediate to above the master. However, 

the majority of the respondents have graduate qualification. Respondents with Intermediate 

qualification are 27 (13.50%), Graduation 106 (53%), Master 43 (21.50%), and above Master 

24 (12%). Finally, with respect to designation of respondents are classified as e.g., chief 

executive officers (CEO) are 6 (3%), Managers are 129 (64.50%), Sales executives 18 (9%), 
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and Relationship managers 47 (23.50%). The above given frequencies and percentages 

represent well articulated diversity of sample from seller side. 

Table-4.1: Sample Characteristics 

Buyer Side Seller Side 

Gender Frequency Percent Gender Frequency Percent 

Male 280 63.64 Male 147 73.50 

Female 160 36.36 Female 53 26.50 

Age   Qualification   

20  and Below  52 11.82 Intermediate  27 13.50 

21-30 Years 213 48.41 Graduate  106 53.00 

31-40 Years 106 24.09 Master 43 21.50 

Above 40 years 69 15.68 Above Master 24 12.00 

Qualification   Designation   

Up to Intermediate  89 20.22 CEO 6 03.00 

Graduation 173 39.32 Manager 129 64.50 

Master 104 23.64 Sales executives  18 09.00 

Above Master 74 16.82 Relationship 

Manager 

47 23.50 

Income      

Up to 50,000 103 23.41     

50,001-100,000 177 40.23     

100,001-200,000 72 16.36     

200,001-400,000 46 10.45     
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Above 400,000 42 09.54     

Area       

Urban  224 50.91     

Rural  155 35.23     

Sub-Urban 61 13.86     

N=440   N=200    

 

Similarly, sample from buyer side comprised of 280 (63.64%) males and 160 (36.36%) 

females. Moreover, the respondents belong to various age categories, education level, income 

group, and area where they reside. With respect to age, majority of respondents falls in age 

group between 21 and 30 years. The categories wise distribution show that; 52 (11.82%) 

respondents fall in age category up to 20 years, 213 (48.41%) are in age group between 21 

and 30 years, 106 (23.64%) are in age category between 31and 40 years, and 69 (15.68%) are 

above 40 years. With respect to qualification of respondents are 89 (20.22%), Graduation 173 

(39.32%), Master 104 (23.64%), and above Master 74 (16.82%). Income of respondents is 

categorized in five categories i.e. up to 50,000 rupees per month to above 400,000 rupees. 

Most of the respondents fall in income group between 50,001 to 100,000 rupees per month. 

With respect to income the respondents, 103 (23.41%) are in income category up to 50,000 

per month, 177 (40.23%) are in income category between 50,001 to 100,000 rupees per 

month, 72 (16.36%) are in income category earning between 100,001 to 200,000 rupees per 

month, 46 (10.45%) are in income group earning between 200,001 to 400,000 rupees per 

month, and 42 (09.54%) are in income group earning above 400,000 rupees per month. 

Finally, the respondents are classified with respect to their resident area i.e. Urban, Rural, and 

Sub-Urban. Majority of respondents belongs to urban area. However, with respect to category 

wise distribution of respondents show that 224 (50.91%) are urban resident, 155 (35.23%) are 

rural residents, and 61(13.86%) are sub-urban residents.  

Finally, information about duration of buyer relationship (For how buyer is purchase from 

that particular seller) with specific seller and time since the last time he/she purchased with 

specific seller is also part of the questionnaire. With respect to duration of relationship, the 

respondents are asked to write their relationship duration i.e. 2, 3, 4, 5, 6, 7, 8, 9, and 10 

years. Only those respondents are considered in this research which has the minimum of 2 

years relationship with specific seller. So, the respondents having relationship below 2 years 
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with specific seller are not part of this research and they are not eliminated in further analysis. 

Similarly, time since the last time purchase/visit for service/contact for service/use service/or 

any other encounter with seller is also monitored in this research. The respondents were 

requested to write time since their last encounter with specific seller. Respondents are asked 

to write the time in month i.e. 1, 2, 3, 4, 5, 6 months. Only those respondents are considered 

in this research those have at least one encounter with their specific seller within time span of 

last 6 months.  

In the last, the socio-demographic profile of the sample shows that the respondents 

accumulate the element of diversity. This diversity of sample highlights that the sample is 

collected from all fields of life with certain specification that are required to maintain in this 

research. Moreover, it helps to cover the majority segment of the targeted sectors. As, there 

are multiple sectors (Apparel, Food, Financial, and Telecom) are targeted to collect data, so, 

the diversity is justified.  

Table-4.2: Factor Loads and Variation Inflation Factor (VIF) 

Variable Name Measures Model-1 Model-2 Model-3  

  Loads VIF Loads VIF Loads VIF Sig 

 

Relationship 

Investment 

RI_1 0.729 1.325   0.729 1.325 0.000 

RI_2 0.870 1.698   0.870 1.698 0.000 

RI_3 0.823 1.545   0.823 1.545 0.000 

RI_4 -    -  - 

 

Firm’s Expertise 

FE_1 0.801 1.317   -  0.000 

FE_2 0.894 2.008   0.975 1.777 0.000 

FE_3 0.734 1.790   0.812 1.777 0.000 

 

 

 

 

CO_1 0.722 1.795   0.717 1.795 0.000 

CO_2 0.854 2.594   0.854 2.594 0.000 

CO_3 0.834 2.505   0.837 2.505 0.000 

CO_4 0.717 1.874   0.713 1.874 0.000 
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Customer 

Orientation 

CO_5 0.700 1.694   0.704 1.694 0.000 

CO_6 0.828 2.888   0.829 2.888 0.000 

CO_7 0.767 2.519   0.768 2.519 0.000 

CO_8 0.722 1.795   0.717 1.795 0.000 

CO_9 0.854 2.594   0.854 2.594 0.000 

 

 

Service Quality 

SQ_1 -    -  - 

SQ_2 -    -  - 

SQ_3 0.828 1.593   0.822 1.593 0.000 

SQ_4 0.869 1.757   0.870 1.757 0.000 

SQ_5 0.786 1.480   0.792 1.480 0.000 

 

Relationship 

Benefit  

RB_1   0.815 1.420 0.815 1.420 0.000 

RB_2   0.784 1.585 0.784 1.585 0.000 

RB_3   - - -  - 

RB_4   0.791 1.334 0.791 1.334 0.000 

 

Dependence on 

Seller 

DS_1   0.833 1.833 0.833 1.833 0.000 

DS_2   0.925 2.561 0.925 2.561 0.000 

DS_3   0.890 2.575 0.890 2.575 0.000 

 

 

Trustworthiness  

TW_1   -  -   

TW_2   -  -  - 

TW_3   0.848 1.485 0.849 1.485 0.000 

TW_4   0.920 1.485 0.919 1.485 0.000 

TW_5   - - - - - 

 

 

FR_1   - - - - - 

FR_2   0.811 1.625 0.811 1.625 0.000 
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Firm’s 

Reputation  

FR_3   0.828 1.947 0.828 1.947 0.000 

FR_4   0.753 1.588 0.753 1.588 0.000 

FR_5   0.824 1.810 0.824 1.810 0.000 

FR_6     -  0.000 

 

 

 

Trust  

TRU_1 0.721 1.742 0.723 1.742 0.723 1.742 0.000 

TRU_2 0.793 2.378 0.793 2.378 0.795 2.378 0.000 

TRU_3 0.788 2.175 0.786 2.175 0.788 2.175 0.000 

TRU_4 0.757 1.987 0.756 1.987 0.757 1.987 0.000 

TRU_5 0.721 1.874 0.719 1.874 0.719 1.874 0.000 

TRU_6 0.772 1.971 0.772 1.971 0.770 1.971 0.000 

TRU_7 0.725 1.764 0.727 1.764 0.724 1.764 0.000 

 

Intimacy  

INT_1 0.853 1.876 0.853 1.876 0.853 1.876 0.000 

INT_2 0.880 2.023 0.878 2.023 0.879 2.023 0.000 

INT_3 0.823 1.598 0.824 1.598 0.824 1.598 0.000 

 

Gratitude  

GRT_1 0.855 1.595 0.849 1.595 0.850 1.595 0.000 

GRT_2 0.833 1.645 0.838 1.645 0.837 1.645 0.000 

GRT_3 0.785 1.467 0.786 1.467 0.786 1.467 0.000 

 

Repurchase 

Intentions  

REI_1 0.827 1.582 0.824 1.582 0.826 1.582 0.000 

REI_2 0.837 1.577 0.840 1.577 0.839 1.577 0.000 

REI_3 0.822 1.589 0.822 1.589 0.822 1.589 0.000 

 

Commitment  

COMT_1 0.833 1.572 0.829 1.572 0.831 1.572 0.000 

COMT_2 0.873 1.944 0.874 1.944 0.874 1.944 0.000 

COMT_3 0.837 1.844 0.841 1.844 0.839 1.844 0.000 

 RECP_1 0.806 1.816 0.803 1.816 0.805 1.816 0.000 
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Reciprocity  

RECP_2 0.874 2.386 0.874 2.386 0.874 2.386 0.000 

RECP_3 0.816 1.889 0.816 1.889 0.816 1.889 0.000 

RECP_4 0.759 1.564 0.762 1.564 0.761 1.564 0.000 

*P<0.05 

 

Social, behavioral, and management scientists are quite familiar with confirmatory factor 

analysis (CFA).  In CFA, the researcher priori determines which items belong to which factor. 

This helps to create measurement model that theory driven. In measurement model, CFA 

provides unique solution that cannot be rotated (Kenny, Kashi, & Cook, 2006). There are 

types of models (measurement and structural model), CFA is used to validate and confirm the 

measurement model. PLS Algorithm creates measurement model and Bootstrapping confirms 

it statistical significance. Moreover, CFA is most commonly used method if reflective 

measures to determines the validity and reliability (Diamantopoulos & Winklhofer, 2001).  

Various statistical measures are used to test the discriminant validity and convergent validity 

of a measurement model. A factor loading is one of the measures to analyze the convergent 

validity of the measurement model (Hair et al., 2014). Outer measurement model loads are 

used to evaluate the measurement model. These outer loads help to determine the strength 

between items and latent variable (Hair et al., 2014; Henseler, Ringle, & Sarstedt, 2015).  

There are various threshold are applied to hold or delete an item of a latent variable. The most 

suitable threshold value is 0.7 or higher a factor load of a latent variable to determine its 

convergent validity (Hair et al., 2014; Hensler, Hubona, & Ray, 2016; Ali et al., 2018). 

Moreover, cross-loadings (comparison amongst all variables) provide discriminant validity. 

These cross-loading helps to validate discrimination amongst all variables with respect to one 

variable. This helps to highlight and identity the difference of a specific variable loads 

(Henseler, Ringle, &  Sarstedt, 2015).  

Another criterion applied to check the validity of measurement model is variation inflation 

factor (VIF). VIF highlight the existence of collinearity among the items of latent variable. 

The collinearity may cause problem in result produced in PLS-SEM. so, it is implied that 

collinearity does not exist in measurement model. The benchmark implied for VIF is below 5 

(Neter, Wasserman, & Kutner, 1983; Hair et al., 2014; Henseler, Ringle, & Sarstedt, 2015; 

Bihamta, Jayashree, Rezaei, Okumus, & Rahimi, 2017).  
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This research is based on three measurement models Model-1, Model-2, and Model-3 

elaborated in methodology section and given in results and discussion chapter. The outer 

factor loads of each model, VIF values and Sig values are given in table-4.2.  

In model-1, seller focal antecedents are evaluated with relational mediators and relationship 

outcomes. The values of factors loads are 0.7 and above which meat the qualification criteria. 

There were four items in the relationship investment. One item R_4 is dropped because the 

value of outer loads in below 0.7. Similarly, in service quality (SQ_1 and SQ_2) loads are 

below bench mark so they are not part of further analysis.  

In model-2, customer focal antecedents are evaluated with relational mediators and 

relationship outcomes. The items with factors loads 0.7 and above are retained, whereas, the 

items with below 0.7 factor loadings are deleted. In model-2, one item of relationship benefits 

(RB_3), three items of trustworthiness (TW_1, TW_2, and TW_5), and two items of firm 

reputation (FR_1 and FR_6) are deleted. The remaining items have the factors loads above 

0.7 which meet the qualification criteria.  

In model-3, both seller focal and customer focal antecedents are evaluated with relational 

mediators and relationship outcomes. Factor loads with loadings 0.7 and above are retained, 

whereas, factor loads with loadings below 0.7 are deleted and not used in further analysis. In 

model-3, one item of relationship investments (RI_4), one item of firm expertise (FE_3), two 

items of service quality (SQ_1 and SQ_2), one item of relationship benefits (RB_3), three 

items of trustworthiness (TW_1, TW_2, and TW_5), and two items of firm reputation (FR_1 

and FR_6) are deleted.  

VIF values of each item (in all three models) are also given table-4.2. All VIF values are 

below 5 (between 1 and 3) and meet the qualification criteria. This means that there is no 

collinearity in all three measurement models. Similarly, all values (in all three measurement 

models) are significant as their sig values are below 0.05 (P<0.05). Moreover, cross-loadings 

for each measure models are given in appendix (Appendix-11 to 13). These cross-loadings 

also justify the validity of measurement models.  
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Table-4.3: Reliability and Convergent Validity  

Variable Model-1 Model-2 Model-3 

 a CR AVE a CR AVE a CR AVE 

Relationship 

Investment 

0.736 0.850 

 

0.655    0.736 

 

0.850 

 

0.655 

 

Firm Expertise 0.756 0.853 0.660    0.796 0.891 0.805 

Customer 

Orientation 

0.889 0.914 0.603    0.889 

 

0.914 

 

0.604 

 

Service Quality 0.771 0.867 0.686    0.771 0.868 0.686 

Relationship 

Benefits 

   0.719 

 

0.839 

 

0.635 

 

0.719 

 

0.839 

 

0.635 

 

Dependence on 

Seller 

   0.861 

 

0.914 

 

0.780 

 

0.861 

 

0.914 

 

0.780 

 

Trustworthiness    0.727 0.878 0.782 0.727 0.878 0.783 

Firm 

Reputation  

   0.819 0.880 

 

0.648 

 

0.819 

 

0.880 

 

0.648 

 

Trust 0.874 0.902 0.569 0.874 0.902 0.569 0.874 0.902 0.569 

Gratitude 0.765 0.864 0.680 0.765 0.864 0.680 0.765 0.864 0.680 

Intimacy 0.811 0.888 0.727 0.811 0.888 0.726 0.811 0.888 0.726 

Repurchase 

Intentions 

0.772 

 

0.868 

 

0.687 0.772 0.868 

 

0.687 

 

0.772 

 

0.868 

 

0.687 

 

Commitment  0.805 0.885 0.719 0.805 0.885 0.719 0.805 0.885 0.719 

Reciprocity  0.830 0.887 0.664 0.830 0.887 0.664 0.830 0.887 0.664 
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Table-4.3 highlights reliability and convergent validity of measurement models (Model-1, 

Model-2, and Model-3). For reliability and convergent validity three measures (Cronbach's 

Alpha, composite reliability, and Average Variance extracted) are applied. These parameters 

are general and common to determine the convergence and reliability of each variable. More 

prominently, internal consistency is accessed with Cronbach's Alpha and composite 

reliability, where composite reliability provides more substantial support for reliability in 

PLS-SEM reflective measurement model (Hair et al., 2014; Hair et al., 2017). Finally, 

threshold value for Cronbach's Alpha and composite reliability is above 0.7 (Ali et al., 2018). 

AVE is the measure of convergent validity, where, qualification criterion for AVE value is 

above 0.5 (Hair et al., 2014; Henseler, Ringle, & Sarstedt, 2015; Hair et al., 2017; Ali et al., 

2018).  

In model-1, the Cronbach's Alpha (a) are in range of 0.736 to 0.889, Composite reliability 

(CR) values are in range of 0.850 to 0.914, and AVE values are in range of 0.569 to 0.727. In 

mode-2, the Cronbach's Alpha (a) are in range of 0.719 to 0.861, Composite reliability (CR) 

values are in range of 0.839 to 0.914, and AVE values are in range of 0.635 to 0.782. finally, 

in model-3, the Cronbach's Alpha (a) are in range of 0.719 to 0.889, Composite reliability 

(CR) values are in range of 0.850 to 0.914, and AVE values are in range of 0.569 to 0.805.  

Table-4.4: Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker Criterion 

Model-1 

  CO COM FE GRA INT REC RINT RI SQ TRU 

CO  0.777                   

COM 0.294  0.848                 

FE 0.108 0.045  0.812               

GRA 0.375 0.609 0.082 0.825              

INT 0.438 0.638 0.039 0.765  0.852           

REC 0.393 0.767 0.060 0.652 0.658  0.815         

RINT 0.346 0.696 0.036 0.654 0.572 0.738  0.829       

RI 0.433 0.474 0.118 0.341 0.485 0.505 0.464  0.809     

SQ 0.393 0.471 0.071 0.522 0.621 0.476 0.358 0.530  0.828   

TRU 0.415 0.645 0.070 0.716 0.730 0.679 0.581 0.497 0.588  0.754 

CO=Customer Orientation; COM=Commitment; FE=Firm Expertise; GRA=Gratitude; INT=Intimacy; 
REC=Reciprocity; RINT=Repurchase Intentions; RI=Relationship Investment; SQ=Service Quality; 
TRU=Trust 
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Table-4.4 is about Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker Criterion of 

measurement model-1. HTMT ratio helps to determine systematic discriminant validity 

assessment of a variable. It is an advance statistical technique developed by Henseler, Ringle, 

and Sarstedt (2015). Moreover, it suggested that HTMT ratio values should be below 0.85 

that applies the qualification criterion of discriminant validity. In model-1, all the HTMT ratio 

values are below 0.85. 

Another validity criterion is Fornell-Larcker Criterion (Fornell & Larcker, 1981). Fornell-

Larcker Criterion is square root AVE of each variable. It applies that squared correlation 

between the two variables should be greater than any of two variables (Henseler, Ringle, & 

Sarstedt, 2015). In table-4.4, the Fornell-Larcker Criterion values are given before each 

variable (Bold and Italic). All of these variable values are greater than the cross loading 

values (value of each variable is compared with other corresponding variable). So, the 

Fornell-Larcker Criterion is well established in model-1 as suggested. However, the detailed 

tables of Fornell-Larcker Criterion are given in appendix (appendix-14). 

Table-4.5: Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker Criterion 

Model -2 

  COM DS FR GRA INT RB REC RINT TRU TW 

COM 0.848 
         

DS 0.159 0.883 
        

FR 0.559 0.216 0.805 
       

GRA 0.609 0.152 0.579 0.825 
      

INT 0.638 0.193 0.577 0.765 0.852 
     

RB 0.342 0.099 0.265 0.428 0.419 0.797 
    

REC 0.767 0.178 0.420 0.652 0.658 0.280 0.815 
   

RINT 0.696 0.183 0.419 0.654 0.572 0.403 0.738 0.829 
  

TRU 0.645 0.167 0.619 0.716 0.730 0.397 0.679 0.581 0.754 
 

TW 0.325 0.034 0.155 0.346 0.262 0.091 0.358 0.197 0.286 0.884 

COM=Commitment; DS=Dependence on Seller; FR=Firm Reputation; GRA=Gratitude; 
INT=Intimacy; RB=Relationship Benefits; REC=Reciprocity; RINT=Repurchase Intentions; 
TRU=Trust; TW=Trustworthiness  

 

Table-4.5 dealt with Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker Criterion of 

measurement model-2. In model-2, customer focal antecedents are evaluated. The HTMT 
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ratio values should be below 0.85, such, conditionality suggested, is verified in model-2, 

where, values are within the threshold range. The other criterion is Fornell-Larcker Criterion 

that applies that value of a variable should be higher than the corresponding relationship 

values. This criteria is also successfully achieve, as, the values of each variable are higher 

than the corresponding relationship values. However, the complete values of Fornell-Larcker 

Criterion are given in appendix (appendix-15). Here, in table-4.5, the Fornell-Larcker 

Criterion values are given (Bold and Italic). 
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Table-4.6: Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker Criterion 

Model-3 

  CO COM DS FE FR GRA INT RB RI REC RINT SQ TW TRU 

CO 0.777              

COM 0.294 0.848             

DS 0.075 0.159 0.883            

FE 0.112 0.022 0.075 0.897           

FR 0.119 0.559 0.216 0.059 0.805          

GRA 0.375 0.609 0.152 0.062 0.579 0.825         

INT 0.438 0.638 0.193 0.039 0.577 0.765 0.852        

RB 0.273 0.342 0.099 0.064 0.265 0.428 0.419 0.797       

RI 0.433 0.474 0.155 0.133 0.233 0.341 0.485 0.282 0.809      

REC 0.393 0.767 0.178 0.047 0.420 0.652 0.658 0.280 0.505 0.815     

RINT 0.346 0.696 0.183 0.020 0.419 0.654 0.572 0.403 0.464 0.738 0.829    

SQ 0.393 0.471 0.123 0.068 0.529 0.522 0.621 0.295 0.530 0.476 0.358 0.828   

TW 0.213 0.325 0.034 0.047 0.155 0.346 0.262 0.091 0.270 0.358 0.197 0.073 0.885  

TRU 0.415 0.645 0.167 0.069 0.619 0.716 0.730 0.397 0.497 0.679 0.581 0.588 0.286 0.754 

CO=Customer Orientation; COM=Commitment; DS=Dependence on Seller; FE=Firm Expertise; FR=Firm Reputation; GRA=Gratitude; INT=Intimacy; RB= 

Relationship Benefits; RI=Relationship Investment; REC=Reciprocity; RINT=Repurchase Intentions;; SQ=Service Quality; TW=Trustworthiness; TRU=Trust 
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Table-4.6 shows estimation of Heterotrait-Monotrait Ratio (HTMT) and Fornell-Larcker 

Criterion of model-3. In model-3, seller focal antecedents and customer focal antecedents are 

simultaneously evaluated.  The threshold for HTMT ratio values is below 0.85. Results given 

in table-4.6 confirm that all the HTMT ratio values are below o.85. Fornell-Larcker Criterion 

is also applied, as per the criterion value of a variable should be higher than the corresponding 

relationship values. This criterion is also successfully achieved, as, the values of each variable 

are higher than the corresponding relationship values. However, the complete values of 

Fornell-Larcker Criterion are given in appendix (appendix-16). Here, in table-4.6, the Fornell-

Larcker Criterion values are given (Bold and Italic). 

Table-4.7: Model Fit Summary 

Measure Estimated Value 

 Model 1 Model 2 Model 3 

SRMR 0.060 0.062 0.057 

d_ULS 2.779 2.433 4.150 

d_G1 1.495 1.133 2.239 

d_G2 1.210 0.853 1.703 

Chi-Square 3,016.417 2,198.396 4,243.335 

NFI 0.692 0.727 0.665 

GOF= æAverage	RSquare ∗ Average	communality	(AVE) 
0.530 .546 .677 

 

The most research conducted in realm of PLS Path modeling lack of model fitness 

assessment. However, methodological researchers propose and recommend goodness-of-fit 

assessment in PLS path modeling context (Ali et al., 2018). In PLS path modeling there are 

two major approaches to access the model fitness. These approaches are global assessment 

and local (measurement model and structural model) assessment (Hensler, Hubona, & Ray, 

2016). More specifically, it was conceived that PLS path modeling lack the global fitness 

measure. The rationale behind this thought is based on long standing question that there is no 

applicability of goodness-of-fit (Hair et al., 2017).  
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This research access the goodness-of-fit from both approaches (globally and locally) of model 

fitness in PLS path modeling. GOF is used as global scalar for global model assessment. 

Whereas, SRMR, d_ULS, d_G1, d_G2, Chi-square, and NFI are used locally assessment 

measures of PLS path modeling.  

Model fitness is accessed with GoF, where, model fitness determine that model convey more 

information instead of data. This means that estimates are meaningful and provides 

substantial conclusion. GoF is result of average values of AVE and average values of R2. The 

values of GoF lie between 0 and 1. The formula of GoF is presented in table-4.7 (Tenenhaus, 

Vinzi, Chatelin, & Lauro, 2005).  The values less that are less than 0.10 are considered small, 

below 0.25 are known as medium, where values above 0.36 are called large ones. The results 

presented in table-4.7 clearly show that estimated values of GoF in all three structural models 

are above the threshold of large values. This applies that all the models have fit criterion of 

GoF; where, models are justified and explain the information theoretically presented.   

Standardized root means square residual (SRMR) is the measure of standardized risduals. It is 

an index that explains average of standardized residuals between hypothesized and observed 

standardized residuals matrices of covariance. It is measure of estimated fitness of model. 

Values below 0.08 represent good fit model.  The results presented in table-4.7 show that all 

the models have values below 0.08 that highlight good fit of models.  

Measures used for exact fit are d _ULS, d_G1, d_G2, and Chi-Square, the values of these 

measures are obtained with complete bootstrapping procedure. This is type of bootstrapping is 

known as second round available in SmartPLS 3 and also named as Bollen Stine 

bootstrapping described by Dijkstra and Henseler (2015). This creates confidence interval of 

abovementioned measures of exact fit. The values of abovementioned exact fit measures 

show no real importance; however, the confidence interval values produced in complete 

bootstrapping highlight the significance of exact fits. The results presented in table-4.7 are 

significant at 95% confidence; where, p values are below 0.05 of all measures mentioned. 

Normalized Fit Index is also known as Bentler and Bonett (1980). It is the incremental fit 

measure; however, it does not penalize for complex model. Its values near to 1 are considered 

good. The values above 0.9 are marked acceptable fit (Lohmoller, 1989). Finally, the contrary 

thought regarding NFI in PLS-SEM exist that yet it does not has exact implementation in 

SmartPLS.     
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Table-4.8: Effect Decomposition   

Model-1 (Seller Focal Antecedents) 

Variable Trust Intimacy Gratitude Commitment Reciprocity Repurchase INT 

 D IND T D IND T D IND T D IND T D IND T D IND T 

1 . C O 0.105* 0.081* 0.186* 0.084* 0.113* 0.197* 0.190*  0.190* - 0.034 0.117* 0.086* 0 . 0 6 8 0.110* 0.178* 0.043* 0.121* 0.164* 

2 . F E 0.002 0.009 0.011 -0.025 0.010 0.015 0.020  0.020 -0.074 0.003 -0.071 -0.035 0.022 -0.013 -0.011 0.030 0.019 

3 . R I 0.164* 0.030 0.194* 0.081 0.078* 0.159* 0.069  0.069 0.155* 0.092* 0.247* 0.092 0.150* 0.252* 0.084* 0.156* 0.240* 

4 . S Q 0.208* 0.136* 0.344* 0.167* 0.199* 0.366* 0.312*  0.312* 0.038 0.212* 0.250* -0.005 0.232* 0.228* -0.081 0.208* 0.128* 

5.TRU    0.287*  0.287*    0.257* 0.055* 0.312* 0.188* 0.140* 0.328* 0.043 0.173* 0.216* 

6. INT          0.189*  0.189* 0.145* 0.071* 0.216* 0.017 0.107* 0.124* 

7.GRA 0.434*  0.434* 0.322* 0.124* 0.446*    0.173* 0.196* 0.369* 0.135* 0.258* 0.393* 0.201* 0.227* 0.428* 

8.COM             0.355*  0.355* 0.231* 0.104* 0.335* 

9.REC                0.293*  0.293* 

*P<0.05 

D=Direct Effect, IND=Indirect Effect, T=Total Effect 

CO=Customer Orientation; COM=Commitment; FE=Firm Expertise; GRA=Gratitude; INT=Intimacy; REC=Reciprocity; RINT=Repurchase Intentions; 
RI=Relationship Investment; SQ=Service Quality; TRU=Trust  
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This research is based on four structural models (Model 1-4). These structural models are 

both complementary and rivalry models with respect to analysis (He & Wong, 2004; Liu et 

al., 2018). This means that at one point (when the both seller and customer focal antecedents 

are simultaneously evaluated i.e. model-3 and model-4; they are complementary model and at 

other point (when seller focal and customer focal antecedents are evaluated separately e.g., 

model-1 and model-2) they are rivalry model. The previous research recommends the separate 

examination and interpretation when the conceptual model has more one set of data or 

conceptual ambiguity. This type of analysis helps to overcome the conceptual ambiguity (He 

&Wong, 2004; Liu et al., 2018). Based on the footprints of Liu et al (2018), this research is 

based on four structural models (examined with SMART-PLS). The step wise evaluation of 

structural models ensures the robustness of results. Furthermore, PLS analysis supports SEM 

(with Bootstrapping and Complete Bootstrapping). The mediating effect is also accessed with 

direct and indirect significant effects. This analysis also determines the full and partial 

mediation (Hair et al., 2017).  

In model-1, Seller focal antecedents are evaluated (Seller focal antecedents - Emotive plane 

(Gratitude, Trust, and Intimacy) - and Relations outcomes (Commitment, Reciprocity, and 

Repurchase Intentions). The results of analysis are presented in table-4.8. Results show that 

most of the paths are significant at p value (Probability value) less than 0.05. This p value 

presents the path coefficients with 95 percent confidence interval.  

Empirical results show that customer orientation positively and significantly impact the trust 

(β=0.105,p<0.05), Intimacy (β=0.081,p<0.05), Gratitude (β=0.190,p<0.05), and Repurchase 

Intentions (β=0.043,p<0.05), whereas, the customer orientations direct effect is found 

insignificant with commitment (β=-0.034,p>0.05) and reciprocity (β=0.068,p>0.05). With 

respect to indirect effect of customer orientation is positively significant on trust 

(β=0.081,p<0.05), intimacy (β=0.113,p<0.05, Commitment (β= 0.110,p<0.05), reciprocity 

(β= 0.117,p<0.05), and repurchase intentions (β=0.121,p<0.05). Customer orientation total 

effect is found positively significant on trust (β = 0.186, p<0.05), intimacy (β=0.197,p<0.05), 

gratitude (β=0.190,p<0.05), commitment (β= 0.086,p<0.05), reciprocity (β=0.178,p<0.05), 

and repurchase intentions (β= 0.164,p<0.05). 

The second important seller focal antecedent is firm expertise in the model-1. Empirical 

results show that firm expertise is found insignificant in all the direct, indirect, and total 

effects. The results show that direct impact of firm expertise on trust (β=0.002, p>0.05), 

intimacy (β=-0.025, p>0.05), gratitude (β=0.020,p>0.05), commitment (β=-0.74,p>0.05), 

reciprocity (β=0.039,p>0.05), and repurchase intentions (β=-0.011,p>0.05) are found 

insignificant. The indirect effect of firm expertise on trust (β=0.009, p>0.05), intimacy 
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(β=0.010, p>0.05), commitment (β=0.003, p>0.05), reciprocity (β=0.022, p>0.05), and 

repurchase intentions (β=0.030, p>0.05) are also found insignificant. The total effect of firm 

expertise on trust (β= 0.011, p>0.05), intimacy (β=0.015, p>0.05), gratitude (β=0.020, 

p>0.05), commitment (β=-0.071, p>0.05), reciprocity (β=0.061,p>0.05), and repurchase 

intentions (β=0.019,p>0.05) are also found insignificant.  

Relationship investment is the third seller focal antecedents in the model-1. The empirical 

results with respect to relationship investments show the mixed results. The direct effect on 

relationship investments on trust (β=0.164, p<0.05), commitment (β=0.155, p<0.05), and 

repurchase intentions (β=0.084, p<0.05) are found positively significant, whereas, the direct 

effect on intimacy (β=0.081, p>0.05), gratitude (β=0.69,p>0.05), and reciprocity 

(β=0.92,p>0.05) are found insignificant.  The indirect effects are positively significant on 

intimacy (β=0.078,p<0.05), commitment (β=0.092,p<0.05), reciprocity (β=0.150,p<0.05), and 

repurchase intentions (β=0.156,p<0.05), whereas, insignificant indirect effect is found on trust 

(β=0.030,p>0.05). The total effects of relationships investments are positively significant on 

trust (β=0.194,p<0.05), intimacy (β=0.159,p<0.05), commitment (β=0.247,p<0.05), 

reciprocity (β=0.252,p<0.05), and repurchase intentions (β=0.240,p<0.05), whereas, 

insignificant total effect in case of gratitude (β=0.069,p>0.05) is found.  

Service quality is the fourth seller focal antecedents in the model-1. The empirical results 

show that service quality has positive significant direct effect on trust (β=0.208,p<0.05), 

intimacy (β=0.167,p<0.05), and gratitude (β=0.312,p<0.05), whereas, insignificant direct 

effect on commitment (β=0.038,p>0.05), reciprocity (β=-0.005,p>0.05), and repurchase 

intentions (β=-0.081,p>0.05). The indirect effect on trust (β=0.136,p<0.05), intimacy 

(β=0.199,p<0.05), commitment (β=0.212,p<0.05), reciprocity (β=0.232,p<0.05), and 

repurchase intentions (β=0.208,p<0.05) are found positively significant. Total effect of 

service quality found positively significant on trust (β=0.344,p<0.05), intimacy 

(β=0.366,p<0.05), gratitude (β=0.312,p<0.05), commitment (β=0.250,p<0.05), reciprocity 

(β=0.228,p<0.05), and repurchase intentions (β=0.128,p<0.05).  

Direct effect of trust on intimacy is found positively significant (β=0.287,p<0.05). 

Furthermore, trust has direct positive significant effect on commitment (β=0.257,p<0.05) and 

reciprocity (β=0.188,p<0.05), whereas, insignificant direct effect on repurchase intentions 

(β=0.043,p>0.05).  Trust has indirect positively significant effect on commitment 

(β=0.055,p<0.05), reciprocity (β=0.140,p<0.05), and repurchase intentions (β=0.173,p<0.05). 

Total effect of trust on intimacy (β=0.287,p<0.05), commitment (β=0.312,p<0.05), reciprocity 

(β=0.328,p<0.05), and repurchase intentions (β=0.216,p<0.05) are found positively 

significant.  
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Intimacy has direct positively significant effect on commitment (β=0.189,p<0.05) and 

reciprocity (β=0.145,p<0.05), whereas, insignificant direct effect on repurchase intentions 

(β=0.017,p>0.05). Intimacy has indirect positively significant effect on reciprocity 

(β=0.071,p<0.05) and repurchases intentions (β=0.107,p<0.05). With respect to total effect, 

intimacy has positively significant effect on commitment (β=0.189,p<0.05), reciprocity 

(β=0.216,p<0.05), and repurchases intentions (β=0.124,p<0.05).  

Gratitude has positively significant direct effect on trust (β=0.434,p<0.05), intimacy 

(β=0.322,p<0.05), commitment (β=0.173,p<0.05), reciprocity (β=0.135,p<0.05), and 

repurchase intentions (β=0.201,p<0.05).  Gratitude has indirect positively significant effect on 

intimacy (β=0.124,p<0.05), commitment (β=0.196,p<0.05), reciprocity (β=0.258,p<0.05), and 

repurchase intentions (β=0.227,p<0.05). With respect to total effect, gratitude has positively 

significant effect on trust (β=0.434,p<0.05), Intimacy (β=0.446,p<0.05), commitment 

(β=0.369,p<0.05), reciprocity (β=0.393,p<0.05), and repurchase intentions (β=0.428,p<0.05).  

Commitment has positively significant direct effect on reciprocity (β=0.355,p<0.05) and 

repurchase intentions (β=0.231,p<0.05). Furthermore, commitment has positive significant 

indirect effect on repurchase intentions (β=0.104,p<0.05). Total effect of commitment on 

reciprocity (β=0.355,p<0.05) and repurchase intentions (β=0.335,p<0.05) are also found 

positively significant. Finally reciprocity has positively significant direct and total effect on 

repurchase intentions (β=0.293,p<0.05).  
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Table-4.9: Effect Decomposition  

Model -2 (Customer Focal Antecedents)  

Variable Trust Intimacy Gratitude Commitment Reciprocity Repurchase INT 

 D I N D T D I N D T D IND T D I N D T D I N D T D I N D T 

1 . D S 0.026 0.014 0.040 0.049 0.025 0.074 0.038  0.038 0.027 0.027 0.054 0.041 0.046 0.087 0.035 0.049 0.084 

2 . F R 0.316* 0.154* 0.470* 0.127* 0.281* 0.409* 0.408*  0.408* 0.172* 0.226* 0.398* -0.093 0.286* 0.193* -0.008 0.275* 0.267* 

3 . R B 0.130* 0.088* 0.218* 0.084 0.144* 0.229* 0.233*  0.233* 0.056 0.117* 0.173* -0.024 0.182* 0.158* 0.109* 0.141* 0.250* 

4 . T W 0.095* 0.070* 0.165* 0.023 0.031* 0.054* 0.182*  0.182* 0.102* 0.032* 0.134* 0.080* 0.082* 0.162* -0.055 0.086* 0.031* 

5 . T R U    0.328*  0.328*    0.225* 0.061* 0.287* 0.242* 0.157* 0.399* 0.038 0.193* 0.231* 

6 .  I N T          0.187*  0.187* 0.143* 0.072* 0.214* 0 . 0 0 1 0.111* 0.111* 

7 . G R A 0.378*  0.378* 0.312* 0.124* 0.436*    0.106* 0.166* 0.273* 0.132* 0.258* 0.390* 0.185* 0.201* 0.386* 

8.COM             0.383*  0.383* 0.227* 0.123* 0.350* 

9 . R E C                0.321*  0.321* 

*P<0.05 

D=Direct Effect, IND=Indirect Effect, T=Total Effect 

DS=Dependence on Seller; FR=Firm Reputation GRA=Gratitude; INT=Intimacy; REC=Reciprocity; RINT=Repurchase Intentions; RB=Relationship Benefits; 
TW=Trustworthiness; TRU=Trust 
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In model-2 (Structural model), Customer focal antecedents (Dependence on seller, Firm 

Reputation, Relationship Benefits, and Trustworthiness of Seller) are evaluated [(Customer 

focal antecedents - Emotive plane (Gratitude, Trust, and Intimacy) - and Relations outcomes 

(Commitment, Reciprocity, and Repurchase Intentions)]. The results of conceptual path’s 

analysis are presented in table-4.9. Significant paths have p value (Probability value) less than 

0.05. Significance value highlights that coefficient with 95 percent confidence interval.  

Empirical results show that dependence on seller is found insignificant in all the direct, 

indirect, and total effects. The results show that direct effect of dependence on trust 

(β=0.026,p>0.05), intimacy (β=-0.049,p>0.05), gratitude (β=0.038,p>0.05), commitment 

(β=0.027,p>0.05), reciprocity (β=0.041,p>0.05), and repurchase intentions (β=0.035,p>0.05) 

are found insignificant. The indirect effect of dependence on trust (β = 0.014, p>0.05), 

intimacy (β=0.025,p>0.05), commitment (β=0.027,p>0.05), reciprocity (β=0.046,p>0.05), and 

repurchase intentions (β=0.049,p>0.05) are also found insignificant. The total effect of 

dependence on trust (β=0.040,p>0.05), intimacy (β=0.074,p>0.05), gratitude 

(β=0.038,p>0.05), commitment (β=0.054,p>0.05), reciprocity (β=0.087,p>0.05), and 

repurchase intentions (β=0.084,p>0.05) are also found insignificant.  

Firm reputation positively and significantly has direct impact on trust (β=0.316,p<0.05), 

Intimacy (β=0.127,p<0.05), Gratitude (β=0.408,p<0.05), and commitment (β=0.172,p<0.05); 

whereas, the firm reputation direct effect is found insignificant with reciprocity 

(β=0.093,p>0.05) and repurchase intentions (β=-0.008,p>0.05). With respect to indirect effect 

of firm reputation is positively significant on trust (β=0.154,p<0.05), intimacy 

(β=0.281,p<0.05, Commitment (β=0.226,p<0.05), reciprocity (β=0.379,p<0.05), and 

repurchase intentions (β=0.275,p<0.05). Firm reputation total effect is found positively 

significant on trust (β=0.470,p<0.05), intimacy (β=0.409,p<0.05), gratitude (β=0.408,p<0.05), 

commitment (β=0.398,p<0.05), reciprocity (β=0.193,p<0.05), and repurchase intentions 

(β=0.267,p<0.05). 

Relationship benefits is the third customer focal antecedent in the model-2. The empirical 

results with respect to relationship benefits show the mixed results. The direct effect on 

relationship benefits on trust (β=0.130,p<0.05), gratitude (β=0.233,p<0.05), and repurchase 

intentions (β=0.109,p<0.05) are found positively significant; whereas, the direct effect on 

intimacy (β=0.084,p>0.05), commitment (β=0.056,p>0.05), and reciprocity (β=0.024,p>0.05) 

are found insignificant.  The indirect effects are positively significant on trust 

(β=0.088,p<0.05), intimacy (β=0.144,p<0.05), commitment (β= 0.117,p<0.05), reciprocity 

(β=0.182,p<0.05), and repurchase intentions (β=0.141,p<0.05). The total effects of 

relationships benefits are positively significant on trust (β=0.218,p<0.05), intimacy 
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(β=0.229,p<0.05), gratitude (β=0.233,p<0.05), commitment (β=0.173,p<0.05), reciprocity 

(β=0.158,p<0.05), and repurchase intentions (β=0.250,p<0.05). 

Trustworthiness of seller is the fourth customer focal antecedent in the model-2. The 

empirical results show that trustworthiness has positive significant direct effect on trust 

(β=0.095,p<0.05), gratitude (β=0.182,p<0.05), commitment (β=0.102,p<0.05), and 

reciprocity (β=0.080,p<0.05); whereas, insignificant direct effect on intimacy 

(β=0.023,p>0.05), and repurchase intentions (β=-0.055,p>0.05). The indirect effect on trust 

(β=0.070,p<0.05), intimacy (β=0.031,p<0.05), commitment (β=0.032,p<0.05), reciprocity 

(β=0.082,p<0.05), and repurchase intentions (β=0.086,p<0.05) are found positively 

significant. Total effect of trustworthiness found positively significant on trust 

(β=0.165,p<0.05), intimacy (β 0.054,p<0.05), gratitude (β=0.182,p<0.05), commitment 

(β=0.134,p<0.05), reciprocity (β=0.162,p<0.05), and repurchase intentions (β=0.031,p<0.05).  

Direct effect of trust on intimacy is found positively significant (β=0.328,p<0.05). 

Furthermore, trust has direct positive significant effect on commitment (β=0.225,p<0.05) and 

reciprocity (β=0.242,p<0.05), whereas, insignificant direct effect on repurchase intentions 

(β=0.038,p>0.05).  Trust has indirect positively significant effect on commitment (β= 

0.061,p<0.05), reciprocity (β=0.157,p<0.05), and repurchase intentions (β=0.193,p<0.05). 

Total effect of trust on intimacy (β=0.328,p<0.05), commitment (β=0.287,p<0.05), reciprocity 

(β=0.399,p<0.05), and repurchase intentions (β=0.231,p<0.05) are found positively 

significant.  

Intimacy has direct positively significant effect on commitment (β=0.187,p<0.05) and 

reciprocity (β=0.143,p<0.05), whereas, insignificant direct effect on repurchase intentions 

(β=0.001,p>0.05). Intimacy has indirect positively significant effect on reciprocity 

(β=0.072,p<0.05) and repurchases intentions (β=0.111,p<0.05). With respect to total effect, 

intimacy has positively significant effect on commitment (β=0.187,p<0.05), reciprocity 

(β=0.214,p<0.05), and repurchases intentions (β=0.111,p<0.05).  

Gratitude has positively significant direct effect on trust (β=0.378,p<0.05), intimacy 

(β=0.312,p<0.05), commitment (β=0.106,p<0.05), reciprocity (β=0.132,p<0.05), and 

repurchase intentions (β=0.185,p<0.05).  Gratitude has indirect positively significant effect on 

intimacy (β=0.124,p<0.05), commitment (β=0.166,p<0.05), reciprocity (β=0.258,p<0.05), and 

repurchase intentions (β = 0.201, p<0.05). With respect to total effect, gratitude has positively 

significant effect on trust (β=0.378,p<0.05), Intimacy (β=0.436,p<0.05), commitment 

(β=0.273,p<0.05), reciprocity (β=0.390,p<0.05), and repurchase intentions (β=0.386,p<0.05).  
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Commitment has positively significant direct effect on reciprocity (β=0.383, p<0.05) and 

repurchase intentions (β=0.227, p<0.05). Furthermore, commitment has positive significant 

indirect effect on repurchase intentions (β=0.123, p<0.05). Total effect of commitment on 

reciprocity (β=0.383, p<0.05) and repurchase intentions (β=0.350, p<0.05) are also found 

positively significant. Finally reciprocity has positively significant direct and total effect on 

repurchase intentions (β=0.321, p<0.05).  

 

 

 

 

 

 



(Page 103 of 205) 

Table-4.10: Effect Decomposition  

Model-3 (Seller Focal and Customer Focal Antecedents)  

Variable Trust Intimacy Gratitude Commitment Reciprocity Repurchase INT 

 D I N D T D I N D T D IND T D IND T D IND T D IND T 

1 . C O 0.127* 0.047* 0.174* 0.102* 0.084* 0.186* 0.161*  0.161* -0.008 0.079* 0.071* 0.058 0.104* 0.162* 0.051 0.102* 0.153* 

2 . F E 0.019 0.004 0.023 -0.012 0.009 0.002 0.014  0.014 -0.049 0.006 -0.043 -0.063 0 . 0 0 9 -0.054 -0.010 0.028 0.018 

3 . R I 0.141* 0.001 0.142* 0.076 0.033* 0.109* 0.003  0.003 0.151* 0.043 0.193* 0.087 0.111* 0.198* 0.088 0.108* 0.196* 

4 . S Q 0.126* 0.047 0.173* 0.140* 0.084 0.224* 0.163*  0.163* 0.017 0.085 0.101* 0.025 0.119* 0.143* -0.100 0 .203* 0.103* 

5 . R B 0.082* 0.049* 0.131* 0.063 0.077* 0.139* 0.170*  0.170* 0.047 0.065 0.112* -0.032 0.105* 0.074* 0.101* 0.084* 0.185* 

6 . D S 0 . 0 1 9 0.014 0.032 0.047 0.020 0.067 0.047  0.047 0.014 0.022 0.036 0.036 0.033 0.069 0.031 0.039 0.070 

7 . F R 0.279* 0.090 0.369* 0.119* 0.169* 0.288* 0.311*  0.311* 0.176* 0.148* 0.324* -0.079 0.266* 0.187* 0.026 0.200* 0.226* 

8 . T W 0.070 0.051* 0.121* 0.022 0.076* 0.098 0.178*  0.178* 0.089* 0.058* 0.147* 0.074 0.113* 0.187* -0.075 0.128* 0.053* 

9 . T R U    0.226*  0.226*    0.183* 0.034* 0.218* 0.207* 0.103* 0.310* 0.029 0.143* 0.172* 

10.INT          0.152*  0.152* 0.109* 0.055* 0.164* -0.001 0 .085* 0.085* 

11.GRA 0.289*  0.289* 0.277* 0.065* 0.342*    0.117* 0.105* 0.222* 0.135* 0.177* 0.312* 0.195* 0.153* 0.347* 

12.COM             0.359*  0.359* 0.219* 0.111* 0.330* 

13.REC                0.308*  0.308* 

*P<0.05 

D=Direct Effect, IND=Indirect Effect, T=Total Effect 

CO=Customer Orientation; COM=Commitment; DS=Dependence on Seller; FE=Firm Expertise; FR=Firm Reputation; GRA=Gratitude; INT=Intimacy; RB= Relationship 

Benefits; RI=Relationship Investment; REC=Reciprocity; RINT=Repurchase Intentions; SQ=Service Quality; TW=Trustworthiness; TRU=Trust 
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In model-3, Seller focal antecedents and customer focal antecedents are evaluated [(Seller 

focal antecedents (customer orientation, firm expertise, relationship investments, and service 

quality) and customer focal antecedents (relationship benefits, dependence on seller, firm 

reputation, and trustworthiness of seller) - Emotive plane (Gratitude, Trust, and Intimacy) - 

and Relations outcomes (Commitment, Reciprocity, and Repurchase Intentions)]. The results 

of analysis are presented in table-4.10. Results show that most of the paths are significant at p 

value (Probability value) less than 0.05. This p value presents the path coefficients with 95 

percent confidence interval.  

Empirical results show that customer orientation positively and significantly impact the trust 

(β=0.127,p<0.05), Intimacy (β=0.102,p<0.05), and Gratitude (β=0.161,p<0.05); whereas, the 

customer orientations direct effect is found insignificant with commitment (β=-0.008,p>0.05), 

reciprocity (β=0.058,p>0.05), and repurchase intentions (β=0.051,p>0.05). With respect to 

indirect effect of customer orientation is positively significant on trust (β = 0.047, p<0.05), 

intimacy (β=0.084,p<0.05, Commitment (β=0.079,p<0.05), reciprocity (β=0.104,p<0.05), and 

repurchase intentions (β=0.102,p<0.05). Customer orientation total effect is found positively 

significant on trust (β=0.174,p<0.05), intimacy (β=0.186,p<0.05), gratitude (β=0.161,p<0.05), 

commitment (β=0.071,p<0.05), reciprocity (β=0.162,p<0.05), and repurchase intentions 

(β=0.153,p<0.05). 

The second important seller focal antecedent is this path analysis is firm expertise in the 

model-3. Empirical results show that firm expertise is found insignificant in all the direct, 

indirect, and total effects. The results show that direct impact of firm expertise on trust 

(β=0.019,p>0.05), intimacy (β=-0.012,p>0.05), gratitude (β=0.014,p>0.05), commitment (β=-

0.49,p>0.05), reciprocity (β=-0.063,p>0.05), and repurchase intentions (β=-0.010,p>0.05) are 

found insignificant. The indirect effect of firm expertise on trust (β=0.004,p>0.05), intimacy 

(β=0.009,p>0.05), commitment (β=0.006,p>0.05), reciprocity (β=0.009,p>0.05), and 

repurchase intentions (β=0.028,p>0.05) are also found insignificant. The total effect of firm 

expertise on trust (β=0.023,p>0.05), intimacy (β=-0.003,p>0.05), gratitude (β=0.014,p>0.05), 

commitment (β=-0.043,p>0.05), reciprocity (β=-0.054,p>0.05), and repurchase intentions 

(β=0.018,p>0.05) are also found insignificant.  

Relationship investments is the third seller focal antecedents in the model-3. The empirical 

results; with respect to relationship investments shows the mixed results. The direct effect on 

relationship investments on trust (β=0.141,p<0.05), and commitment (β=0.151,p<0.05), are 

found positively significant; whereas, the direct effect on intimacy (β=0.076,p>0.05), 

gratitude (β=0.003,p>0.05), reciprocity (β=0.87,p>0.05), and repurchase intentions 

(β=0.88,p>0.05) are found insignificant.  The indirect effects are positively significant on 
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intimacy (β=0.033,p<0.05), reciprocity (β=0.111,p<0.05), and repurchase intentions 

(β=0.108,p<0.05); whereas, insignificant indirect effect is found on trust (β=0.001,p>0.05) 

and commitment (β=0.43,p>0.05). The total effects of relationships investments are positively 

significant on trust (β=0.142,p<0.05), intimacy (β=0.109,p<0.05), commitment 

(β=0.193,p<0.05), reciprocity (β=0.198,p<0.05), and repurchase intentions (β=0.196,p<0.05); 

whereas, insignificant total effect in case of gratitude (β=0.003,p>0.05) is found.  

Service quality is the fourth seller focal antecedents in the model-3. The empirical results 

show that service quality has positive significant direct effect on trust (β=0.126,p<0.05), 

intimacy (β=0.140,p<0.05), and gratitude (β = 0.163, p<0.05); whereas, insignificant direct 

effect on commitment (β = 0.017, p>0.05), reciprocity (β=0.025,p>0.05), and repurchase 

intentions (β=-0.100,p>0.05). The indirect effect on commitment (β=0.085,p<0.05), 

reciprocity (β=0.119,p<0.05), and repurchase intentions (β=0.203,p<0.05) are found 

positively significant; whereas, trust (β=0.047,p<0.05), and intimacy (β=0.084,p<0.05) are 

found insignificant. Total effect of service quality found positively significant on trust 

(β=0.173,p<0.05), intimacy (β=0.224,p<0.05), gratitude (β=0.163,p<0.05), commitment 

(β=0.101,p<0.05), reciprocity (β=0.143,p<0.05), and repurchase intentions (β=0.103,p<0.05).  

In model-3; customer focal antecedents are also simultaneously evaluated; therefore, the 

customer focal antecedents’ evaluation show following empirical findings. Relationship 

benefits is the first customer focal antecedent in the model-3. The empirical results; with 

respect to relationship benefits show the mixed results. The direct effect of relationship 

benefits on trust (β=0.082,p<0.05), gratitude (β=0.170,p<0.05),and repurchase intentions 

(β=0.101,p<0.05) are found positively significant; whereas, the direct effect on intimacy 

(β=0.063,p>0.05), commitment (β=0.047,p>0.05), and reciprocity (β=-0.032,p>0.05) are 

found insignificant.  The indirect effects are positively significant on intimacy 

(β=0.077,p<0.05), commitment (β=0.065,p<0.05), reciprocity (β=0.105,p<0.05), and 

repurchase intentions (β=0.084,p<0.05); whereas, insignificant indirect effect is found on trust 

(β=0.049,p>0.05). The total effects of relationships benefits are positively significant on trust 

(β=0.131,p<0.05), gratitude (β=0.170,p<0.05), intimacy (β=0.139,p<0.05), commitment 

(β=0.112,p<0.05), reciprocity (β=0.074,p<0.05), and repurchase intentions (β=0.185,p<0.05). 

Furthermore, empirical results show that dependence on seller is found insignificant in all the 

direct, indirect, and total effects. The results show that direct effect of dependence on trust 

(β=0.019,p>0.05), intimacy (β=0.047,p>0.05), gratitude (β=0.047,p>0.05), commitment 

(β=0.014,p>0.05), reciprocity (β=0.036,p>0.05), and repurchase intentions (β=0.031,p>0.05) 

are found insignificant. The indirect effect of dependence on trust (β = 0.014, p>0.05), 

intimacy (β=0.020,p>0.05), commitment (β=0.022,p>0.05), reciprocity (β=0.033,p>0.05), and 
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repurchase intentions (β=0.039,p>0.05) are also found insignificant. The total effect of 

dependence on trust (β=0.032,p>0.05), intimacy (β=0.067,p>0.05), gratitude 

(β=0.047,p>0.05), commitment (β=0.036,p>0.05), reciprocity (β=0.069,p>0.05), and 

repurchase intentions (β=0.070,p>0.05) are also found insignificant.  

Firm reputation positively and significantly has direct impact on trust (β=0.279,p<0.05), 

Intimacy (β=0.119,p<0.05), Gratitude (β=0.311,p<0.05), and commitment (β=0.176,p<0.05); 

whereas, the firm reputation direct effect is found insignificant with reciprocity 

(β=0.079,p>0.05) and repurchase intentions (β=0.026,p>0.05). With respect to indirect effect 

of firm reputation is positively significant on trust (β=0.090,p<0.05), intimacy 

(β=0.169,p<0.05, Commitment (β=0.148,p<0.05), reciprocity (β=0.266,p<0.05), and 

repurchase intentions (β=0.200,p<0.05). Firm reputation total effect is found positively 

significant on trust (β=0.369,p<0.05), intimacy (β=0.288,p<0.05), gratitude (β=0.178,p<0.05), 

commitment (β=0.324,p<0.05), reciprocity (β=0.187,p<0.05), and repurchase intentions 

(β=0.226,p<0.05). 

Trustworthiness of seller is the fourth customer focal antecedent in the model-3. The 

empirical results show that trustworthiness has positive significant direct effect on gratitude 

(β=0.178,p<0.05) and commitment (β=0.089,p<0.05); whereas, insignificant direct effect on 

trust (β=0.070,p>0.05), intimacy (β=0.022,p>0.05), reciprocity (β=0.079,p>0.05), and 

repurchase intentions (β=-0.075,p>0.05). The indirect effect on trust (β=0.051,p<0.05), 

intimacy (β=0.076,p<0.05), commitment (β=0.058,p<0.05), reciprocity (β=0.113,p<0.05), and 

repurchase intentions (β=0.128,p<0.05) are found positively significant. Total effect of 

trustworthiness is found positively significant on trust (β=0.121,p<0.05), intimacy 

(β=0.098,p<0.05), gratitude (β=0.178,p<0.05), commitment (β=0.147,p<0.05), reciprocity 

(β=0.187,p<0.05), and repurchase intentions (β=0.053,p<0.05).  

Direct effect of trust on intimacy is found positively significant (β=0.226,p<0.05). 

Furthermore, trust has direct positive significant effect on commitment (β=0.183,p<0.05) and 

reciprocity (β=0.207,p<0.05); whereas, insignificant direct effect on repurchase intentions 

(β=0.029,p>0.05).  Trust has indirect positively significant effect on commitment 

(β=0.034,p<0.05), reciprocity (β=0.103,p<0.05), and repurchase intentions (β=0.143,p<0.05). 

Total effect of trust on intimacy (β=0.226,p<0.05), commitment (β=0.218,p<0.05), reciprocity 

(β=0.310,p<0.05), and repurchase intentions (β=0.172,p<0.05) are found positively 

significant.  

Intimacy has direct positively significant effect on commitment (β=0.152,p<0.05) and 

reciprocity (β=0.109,p<0.05); whereas, insignificant direct effect on repurchase intentions 
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(β=0.001,p>0.05). Intimacy has indirect positively significant effect on reciprocity 

(β=0.055,p<0.05) and repurchases intentions (β=0.084,p<0.05). With respect to total effect, 

intimacy has positively significant effect on commitment (β=0.152,p<0.05), reciprocity 

(β=0.164,p<0.05), and repurchases intentions (β=0.085,p<0.05).  

Gratitude has positively significant direct effect on trust (β=0.289,p<0.05), intimacy 

(β=0.277,p<0.05), commitment (β=0.117,p<0.05), reciprocity (β=0.135,p<0.05), and 

repurchase intentions (β=0.195,p<0.05).  Gratitude has indirect positively significant effect on 

intimacy (β=0.065,p<0.05), commitment (β=0.105,p<0.05), reciprocity (β=0.177,p<0.05), and 

repurchase intentions (β=0.153,p<0.05). With respect to total effect, gratitude has positively 

significant effect on trust (β=0.289,p<0.05), Intimacy (β=0.342,p<0.05), commitment 

(β=0.222,p<0.05), reciprocity (β=0.312,p<0.05), and repurchase intentions (β=0.347,p<0.05).  

Commitment has positively significant direct effect on reciprocity (β=0.359,p<0.05) and 

repurchase intentions (β=0.219,p<0.05). Furthermore, commitment has positive significant 

indirect effect on repurchase intentions (β=0.111,p<0.05). Total effect of commitment on 

reciprocity (β=0.359,p<0.05) and repurchase intentions (β=0.330,p<0.05) are also found 

positively significant. Finally reciprocity has positively significant direct and total effect on 

repurchase intentions (β=0.308,p<0.05).  
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Table-4.11: Combined Structural Relationship Effect Decomposition  

Model -4 (Combined Structural Relationship Model) 

Variable  Emotive Plane (EP) Outcome 

 Direct Indirect Total Direct Indirect Total 

SFA 0.378***  0.378*** 0.109*** 0.207*** 0.316*** 

CFA 0.515***  0.515*** 0.144*** 0.283*** 0.427*** 

EP    0.549***  0.549*** 

Moderation 

Emotive Plane (EP) 

 Direct (EP) Moderating  Effect 

  SFA*EP CFA*EP 

Gender 0.086* -0.036 -0.064 

Age 0.001 0.002 0.007 

Duration 0.046 -0.056 0.005 

Similarity 0.239*** 0.025 0.059 

D=Direct Effect, IND=Indirect Effect, T=Total Effect 

SFA=Seller Focal Antecedents; CFA=Customer Focal Antecedents 

 

Table-4.11 highlights the results of combine structural model (Structural model-4). The most 

of the relationship marketing research is customer focused (Reinartz & Berkmann, 2018). 

This research provides the both perspectives (Seller and Customer focal antecedents) in 

development of customer psychological ties. The results (Structural Model-4) show that seller 

focal antecedents (β=0.378,p<0.000) and customer focal antecedents (β=0.515,p<0.000) 

contribute in development of emotive plane. These findings prove the hypotheses (H1and 

H2). Moreover, the results are consistent with Meta-analysis conducted by Palmatier et al 

(2006) and Verma, Sherma, and Sheth (2016). The strength of beta shows that customer focal 
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antecedents contribute more as compared to seller focal antecedents. Moreover, the 

significance of the results highlights seller efforts to create emotional ties with buyers 

(Palmatier, 2008; Arli, Bauer, & Palmatier, 2018). Similarly, the customer focal antecedents 

also significantly contribute in creation of emotional ties with seller (Reinartz & Berkmann, 

2018).  

The empirical results highlights that Seller focal antecedents (β=0.109,p<0.000) and customer 

focal antecedents (β=0.144,p<0.000) positively contribute in development of relationship 

outcomes. The significance of empirical results proves H3 and H4. These results are 

consistent with previous research findings that seller and customer focal antecedents are 

important predecessor of relationship outcomes (Palmatier et al., 2006; Palmatier, 2008; 

Verma, Sharma, & Sheth 2016; Arli, Bauer, & Palmatier, 2018; Reinartz & Berkmann, 2018). 

Moreover, the empirical finding confirms that emotive plane also positively impact the 

relationship outcomes (β=0.549,p<0.000). This finding proves H5. 

Another, important aspect of combined structural model is mediation of emotive plane 

between Seller focal and customer focal antecedents and relationship outcomes. The 

empirical results shed light that emotive plane significantly mediates between seller focal 

antecedents and relationship outcomes (β(indirect)=0.207,p<0.000) and also significantly 

mediates between customer focal antecedents and relationship outcomes 

(β(indirect)=0.283,p<0.000). This empirical result proves H6a and H6b. The results are 

consistent with previous research findings (Palmatier et al., 2006; Verma, Sharma, & Sheth 

2016; Sheth, 2017; Hasan et al., 2017; Ryu & Lee, 2017; Hasan et al., 2018;  Arli, Bauer, & 

Palmatier, 2018; Reinartz & Berkmann, 2018). 

The combined structural model also highlights the moderating role of Gender, Age, 

Relationship Duration, and Similarity. These moderating relationships are presented in H8a to 

H8h. Results of structural model show that none of the moderating relationship is 

significantly proved. The hypotheses insignificant relationships are; Gender as moderator 

between seller focal antecedents and emotive plane (β=-0.036,p>0.05) and between customer 

focal antecedents and emotive plane (β=-0.064,p>0.05); Age as moderator between seller 

focal antecedents and emotive plane (β=0.02,p>0.05) and between customer focal antecedents 

and emotive plane (β=0.07,p>0.05); Relationship Duration as moderator between seller focal 

antecedents and emotive plane (β=-0.056,p>0.05) and between customer focal antecedents 

and emotive plane (β=0.005,p>0.05); and finally similarity as moderator between seller focal 

antecedents and emotive plane (β=0.025,p>0.05) and between customer focal antecedents and 

emotive plane (β=0.059,p>0.05). However, the direct relationship between gender and 
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emotive plane (β= 0.086,p<0.05) and similarity and emotive plane (β= 0.239,p>0.000) are 

found.  

Table-4.12: Importance-Performance Map Analysis (IPMA) 

 Model 1 Model 2 Model 3 

 Importance Performance Importance  Performance Importance  Performance 

CO 0.206 73.510   0.192 73.509 

FE -0.033 80.111   -0.060 80.100 

RI 0.321 71.761   0.262 71.761 

SQ 0.157 71.354   0.003 71.354 

RB   0.262 76.577 0.194 76.577 

DS   0.080 73.180 0.066 73.180 

FR   0.284 77.681 0.240 77.681 

TW   0.030 80.961 0.051 80.966 

GR 0.399 80.880 0.385 80.897 0.346 80.893 

Tru 0.252 78.951 0.250 78.946 0.186 78.944 

INT 0.110 81.198 0.099 81.202 0.073 81.203 

Com 0.286 78.943 0.294 78.941 0.277 78.942 

REC 0.262 78.033 0.287 78.047 0.276 78.040 

M 0.217 77.19 0.219 78.49 0.162 77.16 

CO=Customer Orientation; COM=Commitment; DS=Dependence on Seller; FE=Firm Expertise; 

FR=Firm Reputation; GRA=Gratitude; INT=Intimacy; RB= Relationship Benefits; RI=Relationship 

Investment; REC=Reciprocity; RINT=Repurchase Intentions;; SQ=Service Quality; 

TW=Trustworthiness; TRU=Trust  

 

Various complex marketing models e.g., Technology Acceptance Model (TAM) and 

American Customer Satisfaction Index (ACSI) are analyzed with PLS-SEM. This technique 
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is useful when the focus is on prediction and key target construct (Hair et al., 2017). On the 

footprints of aforementioned recommendations, this research has applied PLS-SEM. Another 

important feature of PLS-SEM is Importance Performance Map Analysis (IPMA). This 

analysis module is part of SMART-PLS version3 software. IPMA provides opportunity to 

enrich PLS-SEM analysis by adding in prediction and focused findings. The primary goal of 

this analysis is to identify the predecessors that have high importance and performance 

(Ringle & Sarstedt, 2016).  

In IPMA focus is on key target construct in PLS path model. Therefore, first step in IPMA is 

to select the key target variable. In this research key target construct is customer repurchase 

intentions. Table-4.12 highlights the importance and performance values for repurchase 

intentions in three models (Model 1 to 3). The graphical representations of these importance 

performance maps is given below in Fig-4.1, 4.2, and 4.3. The graphical representation helps 

to understand the visualization of importance and performance of constructs in formulation of 

key target construct. The importance value lies between -1 and +1, whereas, performance 

values lies between 0 and 100. The value close to one and near hundred represent the relative 

importance and performance in target construct. This research highlights the importance and 

performance maps with respect to three structural models (e.g. with respect to seller focal 

antecedents, customer focal antecedents and combined customer focal and seller focal 

antecedents). Furthermore, the mean values of importance and performance scores are also 

presented in the table-4.12. The constructs values above the mean value are considered the 

worthy; however, the construct having higher average values in both importance and 

performance are considered the most contributing construct to determine the target construct 

(Ringle & Sarstedt, 2016). 

In model-1 seller focal antecedents are evaluated. IPMA results show that mean value of 

importance is .217 and the values of constructs relationship investments (.321), gratitude 

(.399), trust (.252), commitment (.286), and reciprocity (.262) are above the mean value. The 

average performance value in model-1 is 77.19. Firm expertise (80.111), gratitude (80.880), 

trust (78.951), Intimacy (81.198), commitment (78.943), Reciprocity (78.033) are the 

constructs having higher average values in performance to determine the repurchase 

intentions.  

In model-2 the customer focal antecedents are evaluated. The average importance value is 

.219. The results show that relationship benefits (.262), firm reputation (.284), gratitude 

(.385), trust (.250), commitment (.294), and reciprocity (.287) importance values are above 

average importance value. The average performance value is in model-2 is 78.49. Values of 



trustworthiness (80.961), gratitude (80.897), trust (78.946), intimacy (81.202), and 

commitment (78.941) are above average performance value. 

In model-3 the average importance value is .162; whereas, the average performance value is 

77.16. The constructs having values high

relationship investment (.262), relationship benefit (.194), firm reputation (.240), gratitude 

(.346), trust (.186), commitment (.277

average performance value are firm expertise (80.100), firm reputation (77.681), 

trustworthiness (80.966), gratitude (80.893), trust (78.944), intimacy (81.203), commitment 

(78.942), and reciprocity (78.040). 

Finally, it is concluded from above results that 

and reciprocity are variables that have above average importance and performance values. 

This means that these constructs contribute more significantly to repurchase intentions (target 

construct).  The results are also evid

output of importance performance analysis of model 1
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Table-4.13: R2 Values  

Variable  Model 1 Model 2 Model 3 Combine 

Commitment 0.414 0.394 0.414  

Gratitude 0.370 0.270 0.370  

Intimacy 0.533 0.494 0.533  

Reciprocity 0.534 0.520 0.534  

Repurchase 

Intentions 
0.467 0.457 0.467 

 

Trust 0.533 0.463 0.533  

Emotive Plane    .640 

Relationship 

Outcome 

   .496 

 

R square (R2) is measure of prediction. It allows models prediction. The prediction is based 

on in-sample and it cannot predict out-of-sample prediction. It means that out-of-sample 

prediction is beyond R2 predictive performance (Hair et al., 2017). Furthermore, predictive 

procedure is the ability to predict information on new cases. This prediction need to 

measureable (Shmueli, Ray, Estrada, & Chatla, 2016). Additionally, the predictive 

measurement strength is context dependent; however, the threshold value of targeting 

construct is above 0.25 (>0.25) usual cases (Hair et al., 2017). Table-4.13 highlights the R2 

values of all four structural models. The R2 values of all key targeting constructs are 

presented; which are above the usual threshold of 0.25. Finally, the R2 results highlight the 

fair sample strength to predict the key target constructs of proposed model.  

4.1. Discussion 

This section of research provides comprehensive discussion on research findings. The 

objective discussion part is to critically evaluate the empirical findings, relate with 

previous research, and highlight how findings of this research relate to research 

questions and significance of the research.  

Present research is carried in a situation where relationship marketing theory is emerged 

as the field may suffer with conceptual ambiguities, variant theoretical explanations, 

number of definitions of each term, various backgrounds of evolution, and several 

limitations. Aforementioned conceptual confusions jeopardize the relationship marketing 

theory development. This demands necessary research actions. Study in hand puts an 

effort to synthesize the relationship marketing theory and focuses on that particular area 
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where the research in relationship marketing is scant. The findings with its particular 

methodology shed light on multiple issues in relationship marketing theory and open 

new avenues of research.  

The magnitude of the seller focal and customer focal antecedent is evaluated to 

determine relationship outcomes, the mediating role of the emotive plane, and role of 

potential moderators between the seller and customer focal antecedents and emotive 

plane. To address aforementioned questions, the interpersonal relationship marketing 

model and friendship theory of interpersonal attraction are applied. Majority of research 

in the relationship marketing theory is customer focused (Reinartz & Berkmann, 2018). 

However, both perspectives (Seller focal and Customer focal antecedents) are applied in 

development of customer psychological ties and relationship outcomes. Application of 

both perspectives (Seller focal and Customer focal antecedents) is theoretically merged 

by applying the interpersonal relationship marketing model by Palmatier (2008) and 

friendship theories combined in theory of interpersonal attraction by Perlaman and Fehr 

(1986). Moreover, dyadic survey with variance based analysis technique is used to find 

answers of research questions. In holistic view, the results prove that both sellers focal 

and customer focal antecedents contribute in development of the emotive plane, where, 

emotive plane impacts relationship outcomes. Mediation of the emotive plane is also 

proved. However, with respect to moderators; Gender and Similarity have a direct 

significant impact on the emotive plane but not the moderating role. It is also found that 

there is not significant moderating role of potential moderators between seller and 

customer focal antecedents and emotive plane (findings are presented in table-4.11).  

The combined model (Structural Model-4) findings are consistent with scattered 

empirical literature of relationship marketing theory. The seller focal antecedents 

positively and significantly impact the relational mediators (this research refers to 

emotive plane) (Palmatier et al., 2006; Palmatier, 2008; Lee, Kim, & Pan, 2014;Huang, 

2015; Verma, Sharma, & Sheth, 2016; Dewani, Sinha, & Mathur, 2016; Johnston, Le, & 

Cheng, 2018; Olavarría-Jaraba et al., 2018; Jean, Kim, Chiou, & Calantone, 2018; 

Leonidou, Aykol, Fotiadis, &Christodoulides, 2018; Arli, Bauer, & Palmatier, 2018). 

Similarly, customer focal antecedents positively and significantly impact the emotive 

plane (Palmatier et al., 2006; Palmatier, 2008; Palmatier et al., 2009; Lee, Kim, & Pan, 

2014;Huang, 2015; Verma, Sharma, & Sheth, 2016; Hasan et al., 2017; Ryu & Lee, 

2017; Reinartz & Berkmann, 2018; Ogilvie et al., 2018). The relationship marketing 

literature highlights that research on emotive plane is scant (Sheth, 2017). Thus, this 

research combines the relational mediators (Gratitude, Trust, and Intimacy) on emotive 
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plane. The results found the mediation of emotive between relationship antecedents 

(seller focal and customer focal) and relationship outcomes. This confirms the role of 

emotional ties in relationship building and maintenance of relationship between sellers 

and buyers (Bagozzi, 1995; Palmatier, 2008; Palmatier et al., 2009; Ryu & Lee, 2017; 

Sheth, 2017; Guo, Gruen & Tang, 2017).  

Furthermore, the moderating effects of the potential moderator (gender, age, relationship 

duration, and similarity) are found insignificant. However, the direct effects of gender 

and similarity on the emotive plane are found significant. This means that gender, and 

similarity did not influence the relationship between the antecedents (seller focal and 

customer focal antecedents) and emotive plane, but they have direct effect. These 

findings are also consistent throughout the relationship marketing literature. First, 

rationales of these findings are based on the generalized presumptions of relationship 

marketing literature. Second, the specific relationship marketing literature also confirms 

that these variables may or may not play the potential moderation role in various 

relationship contexts. Third, this research evaluates the both sellers focal and customer 

focal antecedents in a combined model; thus, it builds a common understating that 

results may have variant and new findings. The relationship marketing delineates that 

relationship marketing paths (relationship magnitude, significance, and direction of 

relationship) may have different empirical findings in different contexts (Palmatier et al., 

2006; Palmatier et al., 2008; Palmatier et al., 2009; Verma, Sharma, & Sheth, 2016; 

Chou & Chen, 2018). 

For construct specific (Seller focal Antecedents and Customer Focal Antecedents-

Emotive Plane- and Relationship Outcomes) understandings (Magnitude of relationship, 

Significance of effect, and Direction of the path),), this research investigated three 

structural models. This multi-modeling research analysis helps to have the holistic 

picture of relationship paths in interpersonal relationship between sellers and buyers with 

dyadic data. The rationale behind the choice of multi-modeling is based on precedent 

that previous researches to recommend the separate examination conceptual model have 

more one set of data or conceptual ambiguity. This type of analysis helps to overcome 

the conceptual ambiguity (He & Wong, 2004; Liu et al., 2018). Based on the footprints 

of Liu et al (2018), this research is based on four structural models (examined with 

SMART-PLS). The step-wise evaluation of structural models ensures the robustness of 

results and comprehensiveness of research. The proceeding arrangements of this chapter 

discuss dyadic data, theoretical and conceptual formation, and constructs path results. 



(Page 117 of 205) 

First discussing the data, this research applies the dyadic data set that benefits research 

from methodological point of view (data from both seller and buyer side). The research 

highlight that lack of dyadic data may compromise the results. However, interpersonal 

relationship research is more concerned with buyers’ perceptions about the relationship 

ties. The research lack such data set my compromise the results. Furthermore, data 

acquired from both parties (seller and buyer) strengthen the relationship dimensions. 

Additionally, it helps to get actual insight of relationship. The results obtained with such 

data set helps to unfold the inconsistencies of perceptions of both parties (seller and 

buyer). The set of perception of both parties (seller and buyer) is visible in the 

hypotheses testing and results (Stanko, Bonner, & Calantone, 2007). 

This research is based on the argument that antecedents [efforts and reinforcements 

(seller and customer side)] create emotional ties with customers’ which results 

relationship outcomes. Empirical results provide insight about factors (based on 

theoretical congruence established) that play the critical role in long-term seller and 

buyer relationship. This research constructs a comprehensive model based on 

interpersonal relationship marketing by Palmatier (2008) and theory of interpersonal 

attraction by Perlman and Fehr (1986).  

Construct wise analysis is based on three structural models. This multi-modeling 

analysis provides holistic picture of relationship paths. This type of analysis helps to 

overcome the conceptual ambiguity (He & Wong, 2004; Liu et al., 2018). Three 

structural models are compared. Comparison show there is difference of results among 

the three structural models. Majority of results are similar. In construct wise analysis 

model-3 is used for hypotheses acceptance and rejection.  

The empirical support is available for most of the hypotheses; where seller focal 

antecedents (Investment, Customer orientation, and Service quality) and customer focal 

antecedents (Benefits, Trustworthiness, and Reputation) are found significant predictor 

of relational mediators (Gratitude, Trust, and Intimacy). Furthermore, the relational 

mediators (Gratitude, Trust, and Intimacy) are found significant predictors of 

relationship outcomes (Commitment, Reciprocity, and Repurchase Intentions). 

Additionally, relationship within relationship mediators (Gratitude, Trust, and Intimacy) 

and relationship within relationship outcomes (Commitment, Reciprocity, and 

Repurchase Intentions) is found significant.  

Contrary to the expectations, Seller expertise (seller focal antecedent) and Dependence 

(customer focal antecedent) are found insignificant predictor of relational mediators 
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(Gratitude, Trust, and Intimacy) and relationship outcomes (Commitment, Reciprocity, 

and Repurchase Intentions). Both seller expertise (seller focal antecedent) and 

Dependence (customer focal antecedent) are also found insignificant in model-1 and 

model-2 respectively. These empirical findings cause to reject the concerned hypotheses. 

The detailed hypotheses results are available in table-4.14.   

Plausible explanations of unsupported hypotheses are as follows: 

I. First, empirical results of relationship constructs are context specific (Palmatier 

et al., 2006; Palmatier, 2008; Palmatier et al., 2009; Egan, 2011; Buttle & 

Maklan, 2015; Verma, Sharma, & Sheth, 2016; Ryu & Lee, 2017; Grönroos, 

2017; Sheth, 2017; Chou & Chen, 2018; Liu et al., 2018; Arli, Bauer, & 

Palmatier, 2018) 

II. Dependence is not for-granted in relationship marketing. It is reversed in B2C 

context (Fatima & Mascio, 2018). 

III. Seller expertise is found insignificant. The reasons are; first, overestimation of 

expertise (more technical or complex consideration by the seller) by the seller; 

second, over consideration of expertise by seller; whereas, the buyer gives low 

consideration to expertise; third, the expertise are internal factor, mostly not 

visible to customers; fourth, the construct are context specific in relationship 

literature; fifth, response bias may lead to insignificance.  

IV. There are also structural paths found insignificant e.g., relationship investments 

and commitment mediation in structural path. The rationales behind such 

insignificance are; response bias (Hair et al., 2017), culture based underpinnings 

(Nasiri, Ansari, & Fathi, 2013; Al-alak, 2014; Garrido-Moreno, Lockett, & 

Garcia-Morales, 2015; Olavarría-Jaraba et al., 2018) and context based 

specification of relationship constructs (Palmatier et al., 2006; Verma, Sharma, 

& Sheth, 2016; Sheth, 2017; Chou & Chen, 2018; Yeh et al., 2018). 
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Table-4.14: Hypotheses 

Sr. No Hypotheses Result 

H1 Perceived Seller Focal Antecedents (PCFA) have positive and 

significant impact on Perceived Customer Emotive Plane (PCEP). 

Supported 

H1a Seller relationship investments have positive significant impact on 

customer feelings of gratitude.  

Rejected 

H1b Seller relationship investments have positive significant impact on 

customer trust. 

Supported 

H1c Seller relationship investments have positive significant impact on 

customer intimacy. 

Rejected 

H1d Seller expertise have positive significant impact on customer 

feelings of gratitude. 

Rejected 

H1e Seller expertise have positive significant impact on customer trust. Rejected 

H1f Seller expertise have positive significant impact on customer 

intimacy. 

Rejected 

H1g Customer orientation has positive significant impact on customer 

feelings of gratitude. 

Supported 

H1h Customer orientation has positive significant impact on customer 

trust. 

Supported 

H1i Customer orientation has positive significant impact on customer 

intimacy.  

Supported 

H1j Service quality has positive significant impact on customer feelings 

of gratitude. 

Supported 

H1k Service quality has positive significant impact on customer trust. Supported 

H1l Service quality has positive significant impact on customer 

intimacy. 

Supported 

H2 Perceived Customer Focal Antecedents (PSFA) have positive and 

significant Impact on Perceived Customer Emotive Plane.  

Supported 

H2a Relationship benefits have positive significant impact on customer 

feelings of gratitude. 

Supported 

H2b Relationship benefits have positive significant impact on customer 

trust. 

Supported 

H2c Relationship benefits have positive significant impact on customer 

intimacy. 

Rejected 

H2d Dependence on seller has positive significant impact on customer 

feelings of gratitude. 

Rejected 
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H2e Dependence on seller has positive significant impact on customer 

trust. 

Rejected 

H2f Dependence on seller has positive significant impact on customer 

intimacy. 

Rejected 

H2g Trustworthiness of seller has positive significant impact on 

customer feelings of gratitude. 

Supported  

H2h Trustworthiness of seller has positive significant impact on 

customer trust. 

Rejected 

H2i Trustworthiness of seller has positive significant impact on 

customer intimacy. 

Rejected 

H2j Reputation of seller has positive significant impact on customer 

feelings of gratitude. 

Supported 

H2k Reputation of seller has positive significant impact on customer 

trust. 

Supported 

H2l Reputation of seller has positive significant impact on customer 

intimacy. 

Supported 

H3 Perceived Customer Emotive Plane (PCEP) has positive and 

significant Impact on Relationship Outcomes (RO). 

Supported 

H3a Gratitude has positive significant impact on customer commitment. Supported 

H3b Gratitude has positive significant impact on customer reciprocity. Supported 

H3c Gratitude has positive significant impact on customer repurchase 

intentions.  

Supported 

H3d Trust has positive significant impact on customer commitment. Supported 

H3e Trust has positive significant impact on customer reciprocity. Supported 

H3f Trust has positive significant impact on customer repurchase 

intentions.  

Supported 

H3g Intimacy has positive significant impact on customer commitment.  Supported 

H3h Intimacy has positive significant impact on customer reciprocity. Supported 

H3i Intimacy has positive significant impact on customer repurchase 

intentions. 

Rejected 

H4 Customer Emotive Plane mediates between Seller Focal 

Antecedents and Relationship Outcomes.  

Supported 

H4* Customer Emotive Plane (Gratitude-Trust-Intimacy) mediates 

between Seller Focal Antecedents (Investments-Expertise-

Customer orientation-Service Quality) and Relationship Outcomes 

(Commitment-Reciprocity-Repurchase Intentions). 

Supported* 



(Page 121 of 205) 

H5 Customer Emotive Plane mediates between Customer Focal 

Antecedents  and Relationship Outcomes. 

Supported 

H5* Customer Emotive Plane (Gratitude-Trust-Intimacy) mediates 

between Customer Focal Antecedents (Benefits-Dependence-

Trustworthiness-Reputation) and Relationship Outcomes 

(Commitment-Reciprocity-Repurchase Intentions). 

Supported* 

H6a Trust has positive and significant impact on Customer Intimacy. Supported 

H6b Gratitude has positive and significant impact on Customer Trust. Supported 

H6c Customer trust mediates between Customer gratitude and Customer 

intimacy. 

Supported 

H7a Reciprocity has positive and significant impact on Customer 

Purchase Intentions. 

Supported 

H7b Commitment has positive and significant impact on Customer 

Purchase Intentions. 

Supported 

H7c Commitment has positive and significant impact on Reciprocity. Supported 

H7d Reciprocity mediates between Commitment and Customer 

Purchase Intentions. 

Supported 

H8a Relationship Duration (RD) play moderating role in relationship 

between Perceived Customer Focal Antecedents and Perceived 

Customer Emotive Plane. 

Rejected  

H8b Relationship Duration play moderating role in relationship between 

Perceived Seller Focal Antecedents and Perceived Customer 

Emotive Plane. 

Rejected 

H8c Relationship Similarity (RS) play moderating role in relationship 

between Perceived Customer Focal Antecedents and Perceived 

Customer Emotive Plane. 

Rejected 

H8d Relationship Similarity play moderating role in relationship 

between Perceived Seller Focal Antecedents and Perceived 

Customer Emotive Plane. 

Rejected 

H8e Gender of respondent (Gender) play moderating role in relationship 

between Perceived Customer Focal Antecedents and Perceived 

Customer Emotive Plane. 

Rejected 

H8f Gender of respondent play moderating role in relationship between 

Perceived Customer Focal Antecedents and Perceived Customer 

Emotive Plane. 

Rejected 

H8g Age of respondents (Age) play moderating role in relationship Rejected 
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between Perceived Customer Focal Antecedents and Perceived 

Customer Emotive Plane. 

H8h Age of respondents play moderating role in relationship between 

Perceived Customer Focal Antecedents and Perceived Customer 

Emotive Plane. 

Rejected 

* Indirect paths are positively significant in 
mediation between 

1. Customer orientation and trust  
2. Customer orientation and intimacy 
3. Customer orientation and commitment 
4. Customer orientation and reciprocity 
5. Customer orientation and repurchase 

intentions 
6. Relationship investments and intimacy 
7. Relationship investments and reciprocity  
8. Relationship investments and repurchase 

intentions 
9. Service quality and intimacy 
10. Service quality and commitment 
11. Service quality and reciprocity  
12. Service quality and repurchase intentions 
13. Relationship benefits and trust 
14. Relationship benefits and intimacy 
15. Relationship benefits and commitment 
16. Relationship benefits and reciprocity 
17. Relationship benefits and repurchase 

intentions 
18. Firm reputation and trust 
19. Firm reputation and intimacy 
20. Firm reputation and commitment 
21. Firm reputation and reciprocity 
22. Firm reputation and repurchase 

intentions 
23. Trustworthiness and trust 
24. Trustworthiness and intimacy 
25. Trustworthiness and commitment 
26. Trustworthiness and reciprocity 

27. Trustworthiness and repurchase 
intentions 

* mediation is found insignificant between 
1. Firm expertise and trust 
2. Firm expertise and intimacy 
3. Firm expertise and commitment  
4. Firm expertise and reciprocity 
5. Firm expertise and repurchase intentions 
6. Relationship investments and trust 
7. Relationship investments and 

commitment 
8. Service quality and trust 
9. Dependence on seller and trust 
10. Dependence on seller and intimacy 
11. Dependence on seller and commitment  
12. Dependence on seller and reciprocity 
13. Dependence on seller and repurchase 

intentions 
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CHAPTER-05 

CONCLUSION AND RESEARCH IMPLEMENTATIONS 

This section provides theoretical extension and validation, managerial and policy related 

implications, limitations, and future research avenues opened with this research. Finally, 

conclusion is given. Both theoretical and practical implications are based on empirical 

findings of the study.  

5.1. Implications  

Implications are categorized into theoretical and practical implications. The both set of 

implications are explained below into relevant section. 

5.1.1. Theoretical 

Research has examined antecedents (seller focal and customer focal), relational 

mediators [emotive plane (gratitude, trust, and intimacy)], relationship outcome 

(commitment, reciprocity, and repurchase intentions), and relational mediators 

(gender, age, relationship duration, and similarity) in parts. This research evaluates the 

combine effect of all the proposed paths. Theoretically, this research applies the 

interpersonal relationship model and theory of interpersonal attraction that provide 

grounds to combine such wide chunks of relationship literature. The interpersonal 

relationship marketing model by Palmatier (2008) and interpersonal attraction theory 

by Perlman and Fehr (1986) provide such theoretical milieu that enables to extend 

interpersonal relationship marketing model. Furthermore, the multi-sector and dyadic 

nature of data with prediction based (PLS-SEM) provides the methodological 

soundness to extend interpersonal relationship marketing model in B2C context. This 

research provides following theoretical contributions that are categorized as theory 

based, constructs elevation and comprehension, and methodological. These 

contributions help to bridge persistent literature gap within relationship marketing 

literature. 

Theoretically, this research contributes to the existing theory of relationship marketing 

in following ways: 

I. This research presents a comprehensive interpersonal relationship model that 

extends the existing relationship marketing theory by adding the ladder of 

interpersonal relationship, which is based on friendship theory of interpersonal 

attraction. The model includes the relationship acquaintances, building, and 
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maintenance in the buyer-seller dyadic relationship. Furthermore, model is 

based on emotions based relationship building. Extension of relationship 

marketing theory serves the purpose to reach a singular and comprehensive 

theory of relationship marketing. 

II. Interpersonal relationship model is extended with friendship theory of 

interpersonal attraction. Theory of interpersonal attraction is group of number 

of exchange and relationship theories explained in table-2.4 provided at 

appendix-3. Application of such group of theories into unified model extends 

the implication of friendship literature into the relationship marketing realm.  

III. Study in hand attempts to resolve the conceptual ambiguities present within 

definition and limitations of transaction, exchange, and relationship through 

the transactions/attachment model. The matter of “what is exchanged” is 

attempted to resolve through the economic transactions/social relationship 

comprehension. It holds that emotions heavily influence the human behavior. 

The research suggests that customers are emotional entities. They made 

decisions intuitively. Most of the customers’ decisions are dictated by their 

‘heart’ or ‘gut feel’. These decisions are independent of conscious control 

(Pawle & Cooper, 2006).Roberts (2005) suggests that emotional connectivity 

with customers requires“Lovemarks”. These “lovermarks” create emotional 

bonds and reinvigorates customers loyalty and advocacy. The “Lovermarks” is 

operationalized is multiple ways e.g., Pawle and Cooper (2006) 

operationalized the Lovemark grid. The grid findings suggest that emotional 

factors play more significant role in decision making as compared with 

functional factors.The emotional factors play 63 to 85 percent role in decision 

making depending on context and product category. The customers buying 

intentions are also influenced by emotional factors. The emotions generate 

intimacy. Furthermore, previous research shows that relationship activities 

have significant influence on emotions and attachments of brands (Hudson, 

Roth, Madden & Hudson, 2015).  Such arrangements are possible with 

relational mediators are taken as emotive plane that leads to behavior in this 

proposed model. The empirical results also prove such arrangements and it is 

evident that relational outcomes are heavily based on customers’ emotions. 

Furthermore, Psychological pressure leads to social conformity pressures; 

norms of reciprocity emerge and create persistent behavior cycles (Palmatier, 

2008, p.26; Sheth, 2017). Psychological side must integrate with social side in 

relationship marketing (Sheth & Parvatiyar, 1995; Bagozzi, 1995; Grönroos, 

2017; Hassan et al., 2017). 
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IV. It extends the interpersonal relationship marketing model by adding additional 

variables of seller focal antecedents, customer focal antecedents as the source 

to customer emotional attachment (Palmatier, 2008) and specifically intimacy 

leads to reciprocity (Macionis, 1978).  

V. Social exchange theory is extended by adding exchange as the emotive 

parameter (Cropanzo & Mitchel, 2005). This is also viewed as share of heart 

and emotive side of relationship building with converging effort towards a 

comprehensive and integrated model (Sheth , 2017; Grönroos, 2017). 

VI. The perspective of seller, characteristic of service quality (product attributes) 

(Buttle & Maklan, 2015; Egan, 2011) seller’s orientation towards customer 

services (Grönroos, 2017) and seller reputation (Buttle & Maklan, 2015) are 

added to analyze their impact on customer emotional attachment.  

VII. Relationship within relational mediators (Morgan & Hunt, 1994); Palmatier et 

al., 2006; Palmatier, 2008; Palmatier et al., 2009; Egan, 2011; Bugel, Verhoef, 

& Buunk, 2011; Chou & Chen, 2018; Arli, Bauer, & Palmatier, 2018) and 

relationship outcomes (Palmatier, 2008; Bugel, Verhoef, & Buunk, 2011; 

Raggio et al., 2014; Lee, Kim, & Pan, 2014; Buttle & Maklan, 2015; Balaji, 

Roy, & Wei, 2016; Bock, Folse, & Black, 2016; Pham et al., 2018; Shi et al., 

2018; Choi & Mattila, 2018; Lin & Wang, 2018; Nguyen, Mai, &  Mai, 2018; 

Sullivan & Kim, 2018) is also studied. The empirical results prove that there 

exist relationship within relationship mediators and relationship outcome 

constructs. 

VIII. This study also evaluates the relationship moderators. The results show that 

moderators do not play moderating role in the present context; however, the 

direct effects ofsimilarity and gender are found significant on emotive plane. 

These empirical findings hold that similarity, and gender are direct measures 

of relational mediators. Similarity as the direct measure of relational mediators 

confirms the met analysis conducted by Palmatier et al (2006) and Verma, 

Sherma, and Sheth (2016). 

Relationship marketing methodology is tested in Pakistani context.Theliterature in the 

fieldis strengthened by in following ways: 

I. This study uses dyadic data sources into the unified model (Palmatier et al., 

2009; Gelderman & Weele, 2012; Lussier & Hartmann, 2017; Lussier & Hall, 

2017; Mangus, Bock, Jones & Folse, 2017) from multiple sectors, i.e. Apparel, 

Financial, Food, and Telecommunication.  
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II. The analysis method used is more prediction focused (Ahearne, MacKenzie, 

Podsakoff, Mathieu, & Lam, 2010; Hair, Sarstedt, Hopkins, & Kuppelwieser, 

2014; Bolander, Satornino, Hughes, & Ferris, 2015) e.g., PLS-SEM 

(Olavarría-Jaraba, Fierro, Centeno, & Carrasco, 2018; Liu, Deligonul, 

Cavusgil, & Chiou, 2018; Jeana, Kim, Chiou, &Calantone, 2018; 

Wongkitrungruenga & Assarut, 2018; Ali et al., 2018). 

III. The data analysis also includes the multiple model analyses (when data is 

collected from multiple sources) method. This analysis helps to compare the 

models results (He & Wong, 2004; Liu et al., 2018). The results hold that 

multiple sources combined into a unified model create minor variations in 

results.  

5.1.2. Practical 

Practical implications are explained with respect to sellers, customers, and at the 

policy level. The detail of practical implication is explained in below sections. 

5.1.2.1. Seller 

Sellers with clarity of the role of interpersonal relationship marketing to create 

relational ties, emotional bonds, and behavioral connectivity; enable them to 

implement interpersonal relationship marketing as their core marketing strategy; they 

can achieve following implications.  

I. Interpersonal relationship helps to maintain close association with most valuable 

customersin all four sectors. The selling organization can have human-like 

relationships with customers. The customer may feel free to talk with 

organization’s representatives. They can show their concerns about organizational 

services. Service failure can be discussed more openly, and key customers may 

help to improve the service.  Food, apparel, telecommunication, and financial 

services are such sort of services where customers have high stake, and they 

required personalization. Interpersonal relationship in these services improves the 

personalized affiliation with customers. 

II. Increase the experiential value of product and services that sellers provide to 

customers. The customers are now more demanding.During service delivery, they 

need to be part of the process. Sellers need input from customers. It is not 

possible to deliver service with custpomers input like, in food sector and apparel 

customer demand more customization. With such customization proper service 
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delivery is not possible. The customers tell what they need and what can improve 

their experience. Furthmore, they talk about the environment of the outlet like in 

food restaurant customers demand customized sitting plan and live music of their 

chice. All work in combination to improve customers’ experiential value.This is 

easier to understand and deliver when the seller has interpersonal relationship 

with customers and vice versa.  

III. Create resistance to customer switching intentions. Interpersonal relationship 

marketing creat friendship like personalizaed relationship which emotions based 

and difficult to replace. So, the sellers in all four selected sectors may create such 

friendship like situation, which is difficult to replace.  

IV. Sellers can cross-sell and up-sell to customers who are in interpersonal bindings 

to the seller. In mature sectors like financial and telecommunication where 

theirserver and close competition seller can cross-sell the customers. Like banks 

can sell their insurance and other credit instrument to customers. Cellular 

companies may offer additional packeges to customers. These sectors can work in 

combination like customer having the credit card of specific financial institution 

may have the special discount. The sellers can sell the additional quantity to 

customers like they can sell in packages.  

V. Seller has cost benefits in relationship. With lower cost, seller can serve the 

customers in the more productive way. If the customer develops a sustainable 

long-term relationship with the seller, the seller can get good profit even if the 

sellers sell the product or service at comparatively low price to that customer due 

to long-term and sustaibale relationship.  

VI. The long-term relationships with the customers enable the seller to judge the 

liking and disliking of the customers about the particular products. Hence, Seller 

can better understand the customers’ needs, wants, and demands in a long-term 

relationship.  

VII. Similarly, in a sustained seller customer’s relationship often interact with each 

other sharing their thoughts and views. Seller communication effectiveness is 

increased. Furthermore, seller can have better feedback from customer in 

relationship.  

VIII. Relational ties enhance the image of seller and create brand attachments that 

evoke positive feelings about the seller. 

IX. Relational ties make the service-delivery effective and marginalized the service 

gap. 

X. Enhance seller aggregate business performance. Furthermore, the seller becomes 

more dynamic by capturing and maintaining customer specific information. 
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XI. A commitment and debt based relationship may not be found ended with service 

failure. The relationship helps to resolve customer’s grievances. The relationship 

repairs become more effective. Moreover, Customer grievances are resolved by 

the sellers and enhance customer service compliance. 

XII. Relationship efforts create product and service differentiation. Furthermore, it 

strengthens the product positioning. 

XIII. Interpersonal relationship efforts create customer advocacy that results from a 

snow ball effect and brings more revenues to sellers. 

5.1.2.2. Customer 

In marketing action, unit of analysis is customers’ cohort. The customers are 

heterogeneous in nature. This thought applies that customers are different and needs 

different treatment as per their requirements; therefore, marketing action is required 

to comprehensive that can address the homogeneous customers. The sellers are 

required to pool information and provide comprehensive mechanism to serve them. 

For the said purpose, a comprehensive interpersonal relationship marketing model 

helps sellers to address the customer needs and wants and creates sound ties with 

them. Similarly, this model provides a platform to customers attract and 

communicate with sellers. This interpersonal relationship marketing model opens 

avenues for the customers. Interpersonal relationship marketing model can help the 

customer in the following ways: 

I. Interpersonal relationship marketing model enables the customer to better 

underlying motives of seller-customer relationship and helps to connect with 

seller and shape the transactions between customer and seller.  

II. This model is elaborative in nature and almost covers all the aspects seller-

customer relationship. Therefore, providingthe information sharing platform 

to customers to discuss their valued experiences with each other to enrich 

the communication and interaction with the seller. 

III. With the help of this interpersonal relationship marketing model, the 

customer can play the better role in seller-customer relationship by better 

understanding the products and communicating their needs and wants to the 

seller. Hence, creating collaboration and customer can benefits with 

customized products. 

IV. The customer is empowered through this interpersonal relationship 

marketing model to get an informed opinion so that through nterpersonal 

relationship, they can have ease to decision making and choice. 
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V. Another benefit of this interpersonal relationship marketing model for 

customers is that engaging in interpersonal communication with the seller 

lowers the customer costs, e.g., search cost.  

VI. Relational ties provide positive service experience to customers. 

5.1.2.3. Policy 

Interpersonal relationship marketing efforts provide an effective and efficient 

platform to sellers and customers where it becomes easier allocate and align an 

optimal amount of resources.Furthermore, the resource allocation to per customer is 

lowered with such efforts. Such efforts reduce the printing, mailing, and other 

similar efforts that accumulate in total resource utilization. These efforts help sellers 

to embrace sustainability objective of the concerned organizations. Furthermore, 

interpersonal relationship efforts help to achieve customer welfare and customers are 

empowered. These sorts of efforts help customers to exercise their free will and 

customers are part of the transaction process. Finally, interpersonal relationship 

platform helps to overcome customer boycott and negative and extreme displeasures.  

5.2. Limitations  

All researches have limitations. Limitations affect the results and generalization of 

findings. Limitations are externalities that may affect the quality of research, but they are 

beyond control. Furthermore, it is not possible to cater for all possible theoretical 

underpinnings of concept and provides methodological perfection to research. Maximum 

effort is carried to overcome limitations. Regardless of quality effort; there are fewer 

limitations applied to this research that minimize the gerneralizibility. The limitations are 

as follows: 

I. This study is conducted in the emerging-market context of Pakistan. 

Respondents are not fully trained to respond effectively due to lack of national-

level research training. The respondents are not aware of research ethics and 

requirements.  

II. The respondents have to register their responses by memorizing their 

relationship with a particular seller. Therefore, short-term memory and linking 

effect may provide the biased responses. The respondents may feel 

uncomfortable to record their response while they are interacting to other parties. 

III. People in Pakistan in general, are reluctant to take extreme positions. This 

cultural bias may superious responses. The respondents are also conservative to 

share their views. They are concerned about privacy to record their responses, 

and this situation is even more severe in female respondents. 
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IV. In Pakistani culture, people normally declare positive aspects of any relationship 

and likely to hide negative aspects. Therefore, true nature of dyadic relationship 

may be biased due to this cultural issue. 

5.3. Future Research Directions  

Premier researches evoke thoughts and open new avenues of research. Along with 

significant contributions to the existing theory of relationship marketing, this research 

also calls attention for further research in the arena of interpersonal relationship 

marketing. This study calls attention on following points which need to be addressed and 

studied. 

I. Future research may replicate this model to other contexts.  

II. Future research may focus on the role of negative emotions in relationship 

destruction (Maclnnis & Folkes, 2017). 

III. This model may be compared within multiple cultures. The cultural 

underpinnings may lead to different results and understandings. The cultural and 

respondents bias is highlighted in research limitations (Nasiri, Ansari, & Fathi, 

2013; Al-alak, 2014; Garrido-Moreno, Lockett, & Garcia-Morales, 2015; 

Olavarría-Jaraba et al., 2018). 

IV. This research is carried in four sectors like food, apparel, telecommunication, 

and financial. Future research may be conducted to other sectors. 

V. Future research may focus on joint learning capability of the buyer-seller dyadic 

relationship. 

5.4. Conclusion 

This study investigates the path analysis of the interpersonal relationship marketing 

model that comprises of antecedents (seller focal and customer focal antecedents), 

relational mediators (gratitude, trust and intimacy), relationship maintenance 

(commitment, reciprocity, and repurchase intentions), and relational moderators (gender, 

age, duration, and similarity). The objective is to analyze the magnitude of these variant 

factors in relationship building and relationship maintenance in buyer-seller relationship. 

The literature highlights the critical role of abovementioned factors, and propositions are 

deduced from comprehensive literature review to form interpersonal relationship 

marketing model. Furthermore, the theoretical development of this model is based on the 

interpersonal relationship marketing model by Palmatier (2008) and friendship theory of 

interpersonal attraction by Perlman and Fehr (1998). Present study arguments that their 

acquaintances factors which are seller focal antecednts and customers focal antecednts 



(Page 131 of 205) 

which affect the emotive plane of customers and emotive plane contribute in relationship 

maintenance between buyer and seller. This research tests the interpersonal relationship 

marketing model with dayadic data from four sectors, i.e. food, apparel, 

telecommunication, and financial services. Empirical findings confirm the interpersonal 

relationship marketing model. Results show that seller focal and antecedents and 

customer focal antecedents have a positive significant impact on customer’s emotive 

plane and customer emotive plane play positive and significant role in customer 

relationship maintenance with the seller. The results also confirm that customer focal 

antecedents are more powerful predictors of customer emotive plane. Furthermore, the 

moderation of moderating variables found insignificant; however, the gender and 

similarity are foud directly significant predictor of customer’s emotive plane.The 

construct wise analysis shows that relationship benefits, seller trustworthiness, seller 

reputation, relationship investments, customer orientation, and service quality are found 

positive significant predictors of trust, gratitude, and intimacy. Additionally, trust, 

gratitude, and intimacy are found positively significant predictors commitment, 

reciprocity, and repurchase intentions. The results also depict that dependence on seller 

and seller expertise are found insignificant predictors of trust, gratitude, and intimacy. 

Empirical findings also confirm that there is also positive siginificant relationship 

between trust, gratitude, and intimacy. Similarly, there is also positive significant 

relationship between commitment, reciprocity, and repurchase intentions. The study also 

tells that customer orientation, firm reputation, gratitude, commitment, and reciprocity 

are the most powerful factors of customer repurchase intentions. Finally, this 

interpersonal relationship marketing model has several theoretical and practical 

implications, which are dicussed in detaid in the relavant section under the specific 

headings. This study also opens new avenues of research to test this model in other 

contextual settings to enahance the generalizability of this interpersonal relationship 

marketing model.  
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Appendix-1 

Table- 2.2: Table Summary of Key Interpersonal Relationship Research in 

Marketing 

Source Focus of Title of research Perspective Analyzed 

Oliver and Swan 

(1989) 

Perception,  Interpersonal Equity, 

and Satisfaction of customers 

In automobile purchase 

individual customer and sales 

person relationship studied 

Dwyer, Schurr and 

Oh (1987) 

Development of  seller-buyer 

Relationships 

Instead of discrete exchange 

between buyer and seller, 

develop ongoing relationship 

Crosby,  Evans, and 

Cowles (1990) 

Interpersonal perspective with 

services sector  

Examine the quality relationship 

between salesman and customer 

and found positive support 

Reingen and Kernan 

(1993) 

Social Perception, Interpersonal 

Influence in a Personal Selling 

context 

In personal selling the attributes 

of salesperson influence selling 

McAllister (1995) Trust (Affective and cognition-

based) and interpersonal cooperation 

Relationship between managers 

and professional was studied 

Humphreys and 

Williams (1996) 

Salesperson and interpersonal 

process for customer satisfaction 

Interpersonal attributes of 

salesman effect the customer 

satisfaction 

Iacobucci and 

Ostrom (1996) 

Types of  Interpersonal 

Relationships 

Interpersonal relationship can be 

formed in commercial setting i.e. 

Individual-to Individual, 

Individual-to- Firm, and Firm-to-

Firm 

 

Fournier (1998) Brand and relationships at personal 

level 

Consumer relationship brand is 

studied and found the brand 
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relationship quality perspective 

Zaheer, McEvily, 

and  Perrone (1998) 

Trust and interpersonal performance Study conducted in B2B context 

and found trust as different 

construct with respect to business 

and individual 

Iacobucci and 

Hibbard (1999) 

Business marketing relationships 

(BMRS) and interpersonal 

commercial relationships (ICRS) 

Overarching of BMRS and ICRS 

to understand how relationship 

function in market 

Nicholson, 

Compeanu and Sethi 

(2001) 

Interpersonal liking and trust Development of trust in sales rep 

was studied and development 

overtime and liking 

Wulf, 

Odekerken‐Schröder, 

and  Lacobucci 

(2001) 

Investments and relationships Study customer and retailer 

(seller) relationship with 

interpersonal communication as 

factor of seller invest towards 

customer 

Guenzi and Pelloni 

(2004) 

Interpersonal relationships, 

customer satisfaction and loyalty  

Explores the impact of 

interpersonal relationships with 

employee and other customers on 

customer satisfaction and loyalty 

towards the firm 

Haytko (2004) B2B interpersonal relationship 

marketing 

Interpersonal relationship within 

employee of two business is 

studied 

Macintosh (2007) Orientation of  customers, quality of 

relationship and benefits received 

from relationship 

Study business travelers 

relationship with travel agents 

Palmatier (2008) Towards a theory of Interpersonal 

relationship marketing  

Develop  interpersonal  

relationship marketing theory 

Hald, Cordón and 

Vollmann (2009) 

Attraction and  B2C relationships Attraction between B2B leads to 

closer relationship 
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Su, Yang, Zhuang, 

Zhou, and Dou 

(2009) 

Interpersonal relationship in 

emerging markets 

Channel relationship studied with 

focus of interpersonal influence 

Pervan, Bove, and 

Johnson (2009) 

Reciprocity and of interpersonal 

marketing relationships 

B2B relationship via  

interpersonal reciprocity 

Guenzi and Georges 

(2010) 

Trust in interpersonal relationships 

of commercial nature 

Relationship development with 

customer via Sales person 

Neu, Gonzalez, and 

Pass (2011) 

Trust in inter-firm relationship Relationship between sales 

person and firm is analyzed 

Ellegaard (2012) Interpersonal attraction and B2C  in 

social psychology 

Interpersonal attraction to study 

the B2B relationship 

Waheed and Gaur 

(2012) 

Customer dependence and  buyer-

seller relationships 

Customer dependence on the 

retailer is analyzed in B2C 

relationship 

Hui and Yee (2015) Satisfaction, Loyalty, and 

interpersonal relationship in fashion 

industry 

Relationship between employees 

and customers is analyzed in 

fashion clothing business 

Hunt (2015) Power and interpersonal 

relationship? 

Interpersonal power theory is 

discussed in B2B 

Ferguson, Schattke 

and Paulin (2016) 

Co-creations of value, interpersonal 

attraction, relational norms and 

trustworthiness of partner 

Study individual relationship 

within a network 

Huang (2015) Investments and customer gratitude  Interpersonal communication as a 

measure of gratitude to study 

B2C 

Bridger and Wood 

(2017) 

Communication and gratitude  Interpersonal appraisal and 

gratitude was analyzed to see the 

purchase intentions in B2C 

reference 

Dong, Ma and Zhou Relationship governance boundary In B2B context interpersonal 
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(2017) spanners' interpersonal guanxi in 

B2B market 

guanxi as mediator is studied 

Hasan et al. (2017) Gratitude (mediator) and its 

antecedents  

B2C relationship is researched in 

reference of investment 

Hütten et al. (2018) Process based approach for 

relationship marketing 

understanding  

Viewed relationship marketing 

with process-centric approach 

and found advancement with 

interpersonal relationship 

marketing theory 
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Appendix-2 

Table 2.3:  Research Findings (Key Research Relationship Marketing Research) 

Antecedents Relational Mediators Moderators Outcome Type of Paper Source 

Power 

Relationship Benefits 

Relationship Termination 

Cost 

Shared Values 

Communication 

Opportunistic Behavior 

Trust 

Commitment 

 Conflict 

Acquaintances 

Propensity to leave 

Cooperation 

Functional Conflict 

Uncertainty 

 

 

 

Empirical 

 

 

 

Morgan and Hunt 

(1994) 

Relationship Benefits 

Dependence 

Relationship Investment 

Seller Expertise 

Commitment 

Trust 

Relationship Satisfaction 

Relationship Quality 

Product vs Services 

Channel vs Direct 

Business vs Consumer 

Individual vs 

Expectation of 

Continuity 

WOM 

Customer Loyalty 

 

 

Meta-analysis 
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Communication 

Similarity 

Relationship Duration 

Interaction Frequency 

Conflict 

Organization 

(Exchanges) 

Seller objective 

performance 

Cooperation 

Palmatier et al 

(2006) 

Output Control 

Process Control 

Relationship Quality 

 

 Opportunism 

Performance 

Empirical Crosno and  Brown 

(2015) 

Sales Rep Expertise 

Sales Rep Trust 

Company Expertise 

Company Trust 

 Loyalty Empirical Newella et al 

(2016) 

Learning Orientation 

Entrepreneurial Orientation 

Market Orientation 

Relationship Quality  Value Creation 

New Product Success 

Empirical Sulhaini and 

Sulaimiah (2017) 

Relationship 

Communication 

Trust 

Intimacy  

 Relationship 

Commitment 

Empirical Balaji, Roy, and 

Wie (2016) 
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Image 

Type of industry 

Relationship Orientation 

 Transaction Situation Target attribution Blame Empirical Chen and Huang 

(2015) 

Opportunism 

Trust 

Dependence 

Distance 

Communication 

Commitment 

Conflict 

Cooperation 

 Relationship 

Performance 

Satisfaction 

Financial Performance 

Meta-analysis Leonidou et al. 

(2015) 

Customer Trust in Seller 

Bilateral Communication 

Bilateral Investment 

Commitment Velocity 

Commitment Level 

Relationship Age 

Relationship Stage 

Sales Performance  Palmatier et al 

(2013) 

Partner Dependence 

Own Dependence 

Interdependence 

Magnitude 

Partner Relationship 

Quality 

Own Relationship Quality 

Own Relationship 

 Dyadic Cooperation 

Own Performance 

Partner Performance 

Meta-Analysis Scheer, Miao and 

Palmatier (2015) 
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Asymmetry favoring the 

Partner 

Investment 

Partner Relationship 

Investment 

Relationship Benefits 

Dependence 

Relationship Investment 

Seller Expertise 

Communication 

Similarity 

Commitment 

Trust 

Relationship Satisfaction 

Relationship Quality 

 Expectation of 

Continuity 

WOM 

Customer Loyalty 

 

Meta-Analysis Verma, Sharma and 

Sheth (2016) 

Relationship Investment Gratitude 

Trust 

Commitment 

 Repurchase Intentions 

Share of wallet 

Sales revenue 

Sales growth 

Empirical Palmatier et al. 

(2009) 

Facebook Engagement Relationship Quality  Purchase Intentions Empirical Achen (2016) 
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Referral Intentions 

Relationship specific assets 

Knowledge sharing 

Complementary 

capabilities 

Relational norms 

Relationship Value Psychic distance 

Cultural sensitivity 

Future purchase 

expansion 

Insensitivity to 

competitive offering 

Empirical Skarmeas, Zeriti 

and Baltas (2016) 

Expertise 

Interpersonal interaction 

Social relationship 

Brand commitment 

Online brand communities 

commitment 

Brand Relationship Quality 

 Brand Loyalty Empirical Hsieh and Wei 

(2017) 

Gratitude Commitment  WoM 

Involvement 

Empirical Hassan et.al (2017a) 

Relational Benefits 

Relationship Selling 

Relationship Quality  Voluntary Performance Empirical Chao , Chen and 

Yeh (2015) 
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Investment Gratitude  Behavioral Loyalty Empirical Huang (2015) 

Economic 

Social 

Scarcity 

Attitudes 

Trust 

Satisfaction 

Commitment 

Interdependence 

Context 

Length of relationship 

Mediators 

Peer Network 

Media 

Relationship Behavior 

Loyalty 

Advocacy 

Cooperation 

Theoretical Finch et al (2016) 

Relationship Benefits 

Communication 

Conflict Information 

quality 

Ease of use 

Security privacy 

Convenience 

Website Design 

 Gender 

Age 

Relationship Quality Empirical Brun, Rajaobelina 

and  Ricard  (2016) 
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Service Quality 

Communication Quality 

Relationship Investment 

Satisfaction 

Trust 

Purchase Intentions 

Monthly Expenditure 

 Empirical Wua et al (2013) 

Distributive Justice 

Procedural Justice 

Interactional Justice 

 Inter-functional 

communication 

Inter-departmental 

relationship 

Empirical Hulland, Nenkov 

and Barclay (2012) 

Reciprocity 

Investment 

Cynicism 

Gratitude  Overall satisfaction Empirical Hasan et al. (2017b) 

Investment Gratitude 

Satisfaction 

 Reciprocity Empirical Lee, Kim and Pan 

(2014) 

Trustworthiness 

Perceived Organization 

Support (POS) 

  Trust Empirical Ristig (2009) 
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Trustworthiness Trust  Continuance of use Empirical Yu, Balaji and 

Khong (2015) 

Service Quality Satisfaction 

Relationship Quality 

 Loyalty 

Commitment 

Empirical Wong and Zhou 

(2006) 

Benefits Trust Individualism 

Long-Term Orientation 

Consumer relationship 

Proneness 

Commitment  Wei, McIntyre and 

Soparnot (2014) 
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Appendix-3 

Table-2.4: Theoretical Foundations 

Theory Customer 

perspective 

Seller perspective Relational 

mediator 

(affective) 

Outcome 

(psychological and 

social) 

Behavioral 

outcome 

Reference 

Lott and lott’s classical 

conditioning approach 

(Reinforcement they of 

interpersonal attraction) 

Rewards leads to 

Liking 

Seller should provide 

rewards to customer 

   Perlman and Fehr 

(1986) 

Byrne and clore’s 

approach 

(Reinforcement they of 

interpersonal attraction 

and affect) 

Benefit (reward to 

customer) 

 Produce positive 

Feelings 

  Perlman and Fehr 

(1986) 

Social exchange theory 

(Exchange theory of 

interpersonal attraction 

Cost-benefit 

exchange (other 

types of exchanges) 

Cost-benefit exchange 

(other types of 

exchanges) 

Gratitude, trust Commitment, 

reciprocity 

Desired behavior Huang (2015); 

Yoganathan , 

Jebarajakirthy, and 
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and multidisciplinary 

approach to relationship) 

Thaichon (2015); 

Ashnai et al (2015); 

Interdependence theory  

(exchange theory of 

interpersonal attraction) 

Dependence  no other 

gratifying 

alternative 

available 

Commitment  Waheed and Gaur 

(2012) 

Investment model 

(Exchange theory of 

interpersonal attraction) 

 Investment Trust Leads to commitment  Rusbult, Martz, and 

Agnew (1998) 

Newcomb balance theory 

(Cognitive theory of 

interpersonal attraction) 

Perception 

(expectations must 

met and birth of 

positive perceptions 

Understanding 

perceptions  (meeting 

expectation to translate 

positive perceptions) 

Positive 

evaluation 

 Productive 

relationship 

(desired behavior) 

Perlman and Fehr 

(1986) 

Triangular theory of love 

(Interpersonal theory of 

relationship) 

  Intimacy Commitment (feeling 

of obligation) 

 Batra, Ahuvia, and 

Bagozzi (2012) 

Evolutionary psychology 

perspective 

  Gratitude Commitment , 

Reciprocity 

 Palmatier (2008) 
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Social penetration theory 

(Developmental theory-

Exposure increases in 

members of dyad) 

Disclosure Disclosure    Carpenter and Greene 

(2016) 

Interpersonal trust 

perspective 

Personal Motivation 

in relationship  

(perception) 

Reinforce with 

positive stimulus 

Trust Continuity of 

relationship 

Desired behavior Rempel, Holmes, and 

Zanna (1985) 
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Appendix-4 

Table-3.1: Methodologies Inferred from Literature 

Sr. 

No 

Sector of Study Sample 

Size 

Perspective Methodology Software Reference 

1 Hospitality Industry 150-332 

varied  

B2C Systematic review  Smart-PLS Ali, Rasoolimanesh, Sarstedt, 

Ringle, and Ryu (2018) 

2 hairdressing services, beauty 

services, massage services 

253 B2C Survey Questionnaire  R-language 

 

Chou and Chen (2018) 

3 Facebook live shopping  

experience 

261 B2C Survey Questionnaire Smart-PLS Wongkitrungruenga and Assarut 

(2018) 

4 Multiple sectors e.g., Banking, 

Automobile, Telecommunication 

 B2B 

B2C 

Systematic Review   Gupta and Sahu (2012) 

5 N/A N/A B2B Literature Review N/A Chowdhury (2012) 

6 Food, Financial, 

Telecommunication, Apparel etc 

Varied 

average 300 

B2B 

B2C 

Systematic Review N/A Das (2009) 

7 Multiple industries and sectors N/A B2B Systematic Review N/A Sota et al (2018) 
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B2C 

8 IT 141 and 140 B2C Qualitative and 

Quantitative  (Survey 

Questionnaire) 

PLS-Graph Brock andZhou, (2012) 

9 IT firms 204 B2B Survey Questionnaire SmartPLS 3.0 Jeana, Kim, Chiou, and  Calantone 

(2018) 

10 Multiple  N/A B2B 

B2C 

Literature Review N/A Grandinetti (2017) 

11 Logistic 212 B2B Survey Questionnaire LISREL 8.80 Yeh, Wang, Hsu and Swanson 

(2018) 

12 Education 498 B2C Survey Questionnaire SmartPLS Manzuma-Ndaabaa, Harada, 

Nordin,  

Abdullateef and Romle (2018) 

13 Hospitality CRM N/A B2C Systematic Review N/A Law, Fong, Chan, and Fong (2018) 

14 Electronics industry 202 B2B Survey Questionnaire 

(Dyad) 

SmartPLS and 

LISREL  

Liu, Deligonul, Cavusgil, and 

Chiou (2018) 
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15 Multiple Sectors N/A B2B Systematic Review N/A Möller and  Halinen (2018) 

16 Banking 431 B2C Survey questionnaires Smart-PLS Olavarría-Jaraba, Fierro, Centeno, 

and Carrasco (2018) 

17 Banking 250 B2C Survey questionnaires AMOS Basalamah, Moeljadi, Sunaryo, and 

Sudjatno (2018) 

18 Retail 08 B2C qualitative, 

exploratory 

N/A Blackley, Resnick, and  Cassidy 

(2017) 

19 Multiple N/A B2C Systematic Review N/A Rittera and Geersbro (2018) 

20 Multiple 181 B2B Survey questionnaires AMOS Ogilvied, Agnihotri, Rapp, and  

Trainorc (2018) 
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Appendix-5 

Table-3.2: Scale Items and Their Previous Reliabilities 

Name of Variable Items of scale Author and year Alpha Value 

Relationship Benefits 1.Provides a high rate of return  

2.Satisfies me  

3.Provides me with attractive products 

4.Provides added value beyond my expectation  

Vatanasombut  , Igbaria , Stylianou ,  and  

Rodgers (2008) 

 

Brun, Rajaobelina and Ricard  (2016) 

.82 

 

 

.91 

Dependence on Seller 1.My brand decides what brand I should use 

2.My brand controls all the information important for my 

decision making 

3.My brand has all decision making power in our relationship 

Waheed and Gaur (2012) 

 

Mishra, Sinha, and Koul (2017) 

.818 

 

.943 

Trustworthiness  1.Is always honest in dealing with me  

2.Keeps the promises it makes  

3.Looks after the welfare of the customers  

4.Dedicated to the customers  

 

 

Yu,  Balaji, and Khong  (2015) 

 

 

 

.93 
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5.Has reputation of being ethical in dealing with customers 

Company Reputation 

 

(Customer 

Orientation) 

1. My brand has employees who are concerned about me 

2. My brand has employees who treat me courteously 

3. My brand is concerned about me 

4. My brand treats me fairly 

5. My brand takes my rights seriously. 

6. My brand cares all customers regardless what  money they 

spend on purchase 

 

 

 

Walsh, Gianfranco, and Beatty (2007) 

 

 

 

.86 and .91 

(Study1 and Study 2) 

Relationship 

Investment 

1. My brand worked hard to strengthen relationship with me 

2.  My brand made significant investments in building a 

relationship with me 

3. My brand Devoted time and effort to  relationship with me 

 

 

Palmatier et al (2009) 

 

.89 

(In Both studies) 

Seller Expertise 

(Company Expertise) 

1. My brand  has great expertise to dealt with customers 

2. My brand has great amount of experience  

Crosby, Evans and Cowles (1990) 

Palmatier (2008) 

Newella, Wub, Leingpibula and Jiang 

 

.89 
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3. My brand has skilled in what they do for customers (2016 )  

.87 

Customer Orientation  1. Routine or regular measures of customer service 

2. Our product and service development is based on good 

market and customer information 

3. We know our competitors well 

4. We have a good sense of how our customers value our 

products and services 

5. We are more customers focused than our competitors 

6. We compete primarily based on product or service 

differentiation  

7. The customer's interest should always come first, ahead of 

the owners 

8. Our products/services are the best in the business 

9. I believe this business exists primarily to serve customers 

 

 

 

 

 

 

Deshpande, Farley, and Webster (1993) 

 

 

 

 

 

 

.83 
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Service Quality 

(Belief)  

1. When the organization promises to do something by a certain 

time, it does so 

2. When you have a problem, the organization shows a sincere 

interest in solving it 

3. The organization performs the service right the first time 

4. The organization provides its services at the time it promises 

to do so 

5. The organization insists on error-free records 

 

 

Zboja, Laird and  Bouchet (2016) 

 

 

.93 

 

Trust  1. Can be trusted at times 

2.  is perfectly honest and truthful 

3.  Can be trusted completely 

4. Can be counted on to do what is right 

5. Is always faithful 

6. Is someone that I have great confidence in 

7.  Has high integrity 

 

 

 

Hui, Zhao, Fan, and Au (2004) 

 

 

 

.94 
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Intimacy  1.You always enjoy your experience at this restaurant (hair 

salon)  

2.You always have a warm and comfortable feeling when 

visiting this restaurant (hair salon) 

3.You experience great happiness with visiting this restaurant 

(hair salon). 

Yim, Tse, and chan (2008) 

 

 

Balaji, Roy, and Wei (2016) 

.91 

 

 

.92 

Feeling of Gratitude 1. I feel grateful to __________ 

2. I feel thankful to __________ 

3. I feel appreciative to __________ 

 

Palmatier et al (2009) 

.94 and .78 

(study 1 and 2) 

Norms of Reciprocity  1. I [My firm] would help this salesperson [selling firm] if there 

was a need or problem in the future.  

2. In the long term the benefits this salesperson [selling firm] 

and I [my firm] receive from each other will balance out. 

3. Buying from this salesperson makes [selling firm makes] me 

[us] feel good.  

4. I [My firm] would expect this salesperson [selling firm] to 

 

 

 

Palmatier (2008) 
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help me [us] in the future. 

Repurchase Intentions  1. If you need an electronics product in the future, how likely 

are you to try [retailer]? 

2. “If you ever purchase a digital camera again, how likely are 

you to buy it from [retailer]?”  

3. “How likely are you to revisit [retailer] for your shopping 

needs?” 

 

 

Dutta, Biswas, and Grewal (2007) 

 

 

 

.96 

Commitment  1. I am willing “to go the extra mile” to remain a customer of 

this store 

2. I feel loyal towards this store 

3. Even if this store would be more difficult to reach, I would 

still keep buying there 

Wulf, Odekerken-Schroder, and 

Iacobucci (2001) 

Palmatier et al (2009) 

Balaji, Roy, and Wei (2016) 

Above .80 

.81and .85 

(Study 1 and 2) 

.88 

Similarity  1. The owner of Alexander Heating & Air is a lot like me 

2. The owner of Alexander Heating & Air holds beliefs that are 

similar to my own 

3. The owner of Alexander Heating & Air has attitudes that are 

 

Taylor , Halstead, and Haynes (2010 

 

.93 
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similar to my own 
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Appendix-6 

 
Survey Questionnaire 

Part A 

I am a PhD scholar at University of Gujrat, Gujrat. For my final thesis, I am conducting a 
survey to understand the relationship between buyer-seller. Because, seller is the important 
part of this relationship dyad. Therefore, I am requesting your cooperation to participate in 
this research by completing this questionnaire. I do hope you will consider it as your social 
responsibility. 
 
The following questionnaire will require approximately five minutes answering the questions. 
You are requested to read all questions carefully and answer them as honestly as possible 
using your knowledge and experiences. 
 
If you feel any difficulty in understanding the instructions or question to complete the 
questionnaire, or have any query or concern please do not hesitate to contact the questionnaire 
provider. 
 
Thank you for taking the time to assist me in my educational endeavors. Please be assured 
that all information you provide will be kept strictly confidential and will be used only for 
research purposes. 
 
Sincerely, 
Muhammad Ahmad 
Contact Number:  +92 346 41 55 785 
E-mail:                  ahmad1.chatha@gmail.com 

GENERAL INFORMATION 

Please mark the appropriate option  

NAME OF FIRM   

SECTOR Food Apparel Telecom Financial 

DESIGNATION   

EMPLOYMENT 
DURATION 

  

NUMBER OF 
EMPLOYEES 

  

Key Strongly 
Disagree 

Disgree Neutral Agree Strongly Agree 

SD DA N A SA 

Please mark the appropriate option 
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RELATIONSHIP INVESTMENTS 

My firm worked hard to strengthen 
relationship with customers 

SD DA N A SA 

My firm made significant investments in 
building relationship with customers 

SD DA N A SA 

My firm devoted time and effort to maintain 
relationship with customers 

SD DA N A SA 

FIRM’S EXPERTISE 

My firm has great expertise to serve 
customers 

SD DA N A SA 

My firm has a great amount of experience to 
serve  customers 

SD DA N A SA 

MY firm is skilled in what they do to serve 
customers 

SD DA N A SA 

CUSTOMER ORIENTATION 

Our firm have routine and regular measures 
of customer service 

SD DA N A SA 

Our product and service development is 
based on good market and customer 
information 

SD DA N A SA 

We know our competitors well SD DA N A SA 

We have a good sense of how our customers 
value our products and services 

SD DA N A SA 

We are more customers focused than our 
competitors 

SD DA N A SA 

We compete primarily based on product or 
service differentiation 

SD DA N A SA 

The customer's interest should always come 
first, ahead of the owners 

SD DA N A SA 

Our products/services are the best in the 
business 

SD DA N A SA 

I believe My firm exists primarily to serve 
customers 

SD DA N A SA 

 SERVICE QUALITY 

When my firm promises to do something by 
a certain time, it does so 

SD DA N A SA 

When customer have a problem, my firm 
shows a sincere interest in solving it on 
priority basis 

SD DA N A SA 

My firm performs the service right the first 
time 

SD DA N A SA 

My firm provides its services at the time it 
promises to do so without delay 

SD DA N A SA 

My  firm insists on error-free records SD DA N A SA 

Thanking you for your time and consideration 
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Appendix-7 

Survey Questionnaire 

Part B 

I am a PhD scholar at University of Gujrat, Gujrat. For my final thesis, I am conducting a 
survey to understand the relationship between buyer-seller. Because, customer is the 
important part of this relationship dyad. Therefore, I am requesting your cooperation to 
participate in this research study by completing this questionnaire. I do hope you will consider 
it as your social responsibility. 
 
The following questionnaire will require approximately ten minutes answering the questions. 
You are requested to read all questions carefully and answer them as honestly as possible 
using your knowledge and experiences. 
 
If you feel any difficulty in understanding the instructions or question to complete the 
questionnaire, or have any query or concern please do not hesitate to contact the questionnaire 
provider. 
 
Thank you for taking the time to assist me in my educational endeavors. Please be assured 
that all information you provide will be kept strictly confidential and will be used only for 
research purposes. 
 
Sincerely,                                                                                                                                                                                             
Muhammad Ahmad                                                                                                                                                              
 
Contact #   +92 346 41 55 785  
Email : AHMAD1.CHATHA@GMAIL.COM 
GENERAL INFORMATION 

Please mark the appropriate option  

GENDER Male Female 

SECTOR Food Apparel Telecom Financial 

AGE IN YEARS   

NAME OF THE BRAND YOU LIKE   

TIME SINCE LAST PURCHASE   

RELATIONSHIP DURATION   

AREA Rural Urban Suburban 

QUALIFICATION   

PROFESSION   

MONTHLY INCOME   

Key Strongly 
Disagree 

Disgree Neutral Agree Strongly 
Agree 
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SD DA N A SA 

Please mark the appropriate option 

RELATIONSHIP BENEFITS 

My brand provides a high rate of return SD DA N A SA 

My brand satisfies me SD DA N A SA 

My  brand provides me with attractive products SD DA N A SA 

My brand  provides added value beyond my expectation SD DA N A SA 

DEPENDENCE ON SELLER 

The brand has decisive power to limit my choice and decision SD DA N A SA 

The brand controls all the information of decision making in 
our relationship 

SD DA N A SA 

The brand has all decision making power in our relationship SD DA N A SA 

TRUSTWORTHINESS 

My brand is always honest in dealing with me SD DA N A SA 

My brand Keeps the promises it makes SD DA N A SA 

My brand looks after the welfare of the customers SD DA N A SA 

My brand is dedicated to the customers SD DA N A SA 

My brand has reputation of being ethical in dealing with 
customers 

SD DA N A SA 

 FIRM REPUTATION  

My brand has employees who are concerned about customer 
needs 

SD DA N A SA 

My brand has employees who treat customers courteously SD DA N A SA 

My brand is concerned about its customers SD DA N A SA 

My  brand treats its customers fairly SD DA N A SA 

My  brand takes customer rights seriously SD DA N A SA 

My  brand seems to care about all of its customers regardless 
of how much money they spend with them 

SD DA N A SA 

 TRUST   
My brand can be trusted at times SD DA N A SA 

My brand is perfectly honest and truthful SD DA N A SA 

My brand can be trusted completely SD DA N A SA 

My brand can be counted on to do what is right SD DA N A SA 



(Page 191 of 205) 

My brand is someone that I have great confidence in SD DA N A SA 

My brand is always faithful SD DA N A SA 

My firm has high integrity SD DA N A SA 

INTIMACY 

You always enjoy your experience with your brand  SD DA N A SA 

You always have a warm and comfortable feeling when 
visiting to your brand  

SD DA N A SA 

You experience great happiness with visiting to your brand SD DA N A SA 

GRATITUDE 

I feel grateful to my brand  SD DA N A SA 

I feel thankful to my brand  SD DA N A SA 

I feel appreciative to my brand SD DA N A SA 

RECIPROCITY 

I would buy from my brand if there was a need or problem in 
the future 

SD DA N A SA 

In the long term  our benefits  (I as buyer and my brand as 
seller receive from each other) will balance out 

SD DA N A SA 

I would expect my brand to help me in the future SD DA N A SA 

Buying from my brand makes  me  and seller of brand feel 
good 

SD DA N A SA 

REPURCHASE INTENTIONS  

If I need product in the future, It is often, I will buy from my 
brand  

SD DA N A SA 

If I ever purchase a product related to my brand, I am likely to 
buy it from my brand 

SD DA N A SA 

I am likely to revisit my brand for my shopping needs SD DA N A SA 

COMMITMENT  

I am willing “to go the extra mile” to remain a customer of 
my brand 

SD DA N A SA 

I feel loyal towards my brand SD DA N A SA 

Even if my brand would be more difficult to reach, I would 
still keep buying from my brand 

SD DA N A SA 

SIMILARITY  

I found my brand as similar to me SD DA N A SA 
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My brand made me feel we had a lot in common SD DA N A SA 

My brand made me feel they are similar to me SD DA N A SA 

Thanking you for your time and consideration 
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Appendix-09 
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Appendix-10 

 

 

 

 

 

 

 

 

 

 

 

 

 



(Page 196 of 205) 

 

Appendix-11 

 

 

 

CO COMMITMENTFE GRA INT RECIPROCITYREPURCHASE INTENTIONSRI SQ TRU
C1 0.221 0.833 -0.029 0.407 0.436 0.544 0.558 0.369 0.308 0.411

C2 0.255 0.873 -0.039 0.463 0.463 0.555 0.479 0.319 0.342 0.499

C3 0.157 0.837 -0.024 0.351 0.415 0.497 0.363 0.256 0.302 0.474

CO1 0.722 0.231 0.109 0.251 0.292 0.297 0.278 0.295 0.306 0.322

CO2 0.854 0.216 0.009 0.261 0.316 0.284 0.261 0.330 0.262 0.348

CO3 0.834 0.160 0.019 0.261 0.314 0.273 0.246 0.336 0.306 0.333

CO4 0.717 0.205 0.057 0.219 0.189 0.235 0.218 0.180 0.191 0.289
CO6 0.700 0.175 0.113 0.278 0.207 0.241 0.130 0.216 0.189 0.254

CO8 0.828 0.205 0.083 0.262 0.363 0.281 0.245 0.302 0.269 0.233

CO9 0.767 0.176 0.006 0.182 0.334 0.221 0.178 0.269 0.250 0.215

FE1 -0.001 -0.055 0.801 0.054 0.008 0.000 0.040 0.012 0.034 0.029

FE2 0.121 -0.013 0.894 0.054 0.038 -0.021 -0.013 0.067 0.046 0.068

FE3 0.039 -0.020 0.734 -0.005 0.016 -0.046 0.015 0.119 0.038 0.021

G1 0.325 0.433 0.026 0.855 0.563 0.449 0.442 0.307 0.392 0.565

G2 0.278 0.366 0.090 0.833 0.485 0.435 0.440 0.163 0.270 0.462

G3 0.164 0.394 0.016 0.785 0.441 0.408 0.364 0.167 0.326 0.432

I1 0.329 0.399 0.063 0.519 0.853 0.437 0.383 0.299 0.423 0.560

I2 0.319 0.470 -0.005 0.498 0.880 0.496 0.374 0.357 0.462 0.566

I3 0.310 0.452 0.013 0.535 0.823 0.455 0.402 0.307 0.379 0.462

R1 0.310 0.489 -0.033 0.479 0.513 0.806 0.546 0.403 0.393 0.505
R2 0.243 0.542 -0.038 0.398 0.433 0.874 0.475 0.336 0.309 0.488

R3 0.312 0.494 0.004 0.383 0.418 0.816 0.402 0.268 0.337 0.479

R4 0.241 0.523 0.003 0.436 0.397 0.759 0.502 0.298 0.210 0.431

RI1 0.220 0.209 0.051 0.191 0.272 0.250 0.260 0.729 0.242 0.297

RI2 0.360 0.336 0.094 0.250 0.354 0.387 0.302 0.870 0.364 0.336

RI3 0.279 0.350 0.011 0.198 0.284 0.330 0.285 0.823 0.361 0.340

Re_I1 0.298 0.403 0.008 0.399 0.362 0.528 0.827 0.288 0.195 0.374

Re_I2 0.231 0.504 0.026 0.454 0.394 0.499 0.837 0.276 0.234 0.421

Re_I3 0.195 0.475 0.001 0.403 0.369 0.451 0.822 0.306 0.263 0.402

SQ3 0.308 0.274 0.046 0.315 0.413 0.369 0.207 0.392 0.828 0.415

SQ4 0.289 0.373 0.031 0.331 0.463 0.339 0.279 0.315 0.869 0.412

SQ5 0.220 0.277 0.045 0.360 0.346 0.243 0.199 0.296 0.786 0.375

Trsut5 0.231 0.381 0.073 0.398 0.380 0.327 0.290 0.266 0.334 0.721

Trsut6 0.251 0.448 0.012 0.496 0.524 0.467 0.374 0.330 0.353 0.772
Trsut7 0.217 0.433 0.027 0.521 0.517 0.470 0.332 0.220 0.350 0.725

Trust1 0.298 0.444 0.065 0.461 0.493 0.495 0.415 0.355 0.376 0.721

Trust2 0.373 0.410 0.007 0.422 0.494 0.468 0.412 0.333 0.384 0.793

Trust3 0.303 0.358 0.085 0.433 0.468 0.418 0.355 0.323 0.426 0.788

Trust4 0.272 0.377 0.020 0.390 0.374 0.413 0.343 0.275 0.326 0.757
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CommitmentDS FR GratitudeIntimacyRB ReciprocityRepurchaseintentionsTrust Trustworthiness
C1 0.829 0.176 0.333 0.406 0.436 0.217 0.544 0.558 0.412 0.161

C2 0.874 0.105 0.428 0.463 0.463 0.288 0.555 0.479 0.499 0.203
C3 0.841 0.072 0.416 0.350 0.415 0.176 0.498 0.363 0.475 0.274
DS1 0.100 0.833 0.127 0.092 0.122 0.085 0.115 0.136 0.105 -0.038

DS2 0.166 0.925 0.200 0.161 0.192 0.083 0.143 0.153 0.147 -0.007
DS3 0.090 0.890 0.158 0.081 0.114 0.037 0.142 0.112 0.123 0.011
FR2 0.463 0.135 0.811 0.401 0.465 0.210 0.367 0.320 0.463 0.127

FR3 0.335 0.213 0.828 0.383 0.362 0.105 0.201 0.217 0.380 0.042
FR4 0.298 0.070 0.753 0.321 0.301 0.149 0.256 0.230 0.390 0.102
FR5 0.363 0.182 0.824 0.381 0.386 0.206 0.297 0.306 0.475 0.120

G1 0.432 0.153 0.421 0.849 0.563 0.284 0.449 0.443 0.566 0.221
G2 0.365 0.072 0.396 0.838 0.485 0.281 0.436 0.440 0.463 0.220

G3 0.393 0.097 0.326 0.786 0.442 0.232 0.408 0.365 0.432 0.207
I1 0.399 0.125 0.427 0.519 0.853 0.272 0.437 0.383 0.561 0.180
I2 0.470 0.134 0.373 0.497 0.878 0.302 0.496 0.375 0.567 0.164

I3 0.452 0.170 0.425 0.535 0.824 0.256 0.455 0.402 0.462 0.180
R1 0.488 0.128 0.349 0.478 0.513 0.228 0.803 0.546 0.506 0.238
R2 0.542 0.096 0.279 0.398 0.433 0.209 0.874 0.475 0.488 0.271

R3 0.495 0.115 0.269 0.384 0.418 0.112 0.816 0.401 0.479 0.190
R4 0.523 0.152 0.257 0.436 0.397 0.211 0.762 0.502 0.432 0.221
RB1 0.227 0.042 0.191 0.282 0.287 0.815 0.254 0.301 0.251 0.074

RB2 0.168 -0.005 0.140 0.231 0.228 0.784 0.071 0.162 0.161 -0.009
RB4 0.237 0.130 0.169 0.252 0.252 0.791 0.201 0.262 0.339 0.069

Re_I1 0.401 0.101 0.262 0.399 0.362 0.243 0.528 0.824 0.374 0.132
Re_I2 0.503 0.173 0.292 0.453 0.394 0.304 0.499 0.840 0.421 0.150
Re_I3 0.473 0.103 0.291 0.404 0.369 0.234 0.451 0.822 0.402 0.101

T3 0.202 0.008 0.095 0.201 0.151 0.078 0.215 0.088 0.170 0.848
T4 0.233 -0.025 0.122 0.257 0.205 0.042 0.280 0.175 0.248 0.920
Trsut5 0.382 0.118 0.298 0.396 0.380 0.283 0.327 0.290 0.719 0.093

Trsut6 0.449 0.015 0.386 0.495 0.524 0.188 0.467 0.374 0.772 0.258
Trsut7 0.434 0.074 0.402 0.520 0.516 0.261 0.470 0.333 0.727 0.240

Trust1 0.444 0.121 0.490 0.461 0.493 0.243 0.495 0.415 0.723 0.255

Trust2 0.409 0.147 0.437 0.421 0.494 0.297 0.468 0.412 0.793 0.148
Trust3 0.359 0.144 0.410 0.432 0.467 0.193 0.418 0.356 0.786 0.130

Trust4 0.377 0.154 0.373 0.389 0.374 0.271 0.414 0.344 0.756 0.111
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CO CommitmentDS FE FR GratitudeIntimacyRB RI ReciprocityRepurchase IntentionsSQ TW Trust
C1 0.220 0.831 0.176 -0.019 0.333 0.406 0.436 0.217 0.369 0.544 0.558 0.307 0.161 0.412
C2 0.255 0.874 0.105 -0.013 0.428 0.463 0.463 0.288 0.319 0.555 0.479 0.343 0.203 0.499
C3 0.156 0.839 0.072 -0.007 0.416 0.351 0.415 0.176 0.256 0.497 0.363 0.302 0.274 0.474
CO1 0.717 0.231 0.032 0.108 0.164 0.251 0.292 0.203 0.295 0.297 0.277 0.305 0.086 0.323
CO2 0.854 0.216 0.031 0.057 0.109 0.261 0.317 0.204 0.330 0.284 0.261 0.263 0.143 0.349
CO3 0.837 0.159 0.027 0.037 0.066 0.261 0.314 0.138 0.336 0.273 0.246 0.305 0.202 0.333
CO4 0.713 0.204 -0.023 0.076 0.047 0.219 0.189 0.190 0.180 0.235 0.218 0.190 0.137 0.290
CO6 0.704 0.175 -0.077 0.145 0.020 0.277 0.207 0.047 0.216 0.241 0.130 0.189 0.195 0.253

CO8 0.829 0.205 0.000 0.118 0.087 0.262 0.363 0.192 0.302 0.281 0.245 0.269 0.084 0.234

CO9 0.768 0.175 -0.042 0.041 0.043 0.181 0.334 0.163 0.269 0.221 0.178 0.250 0.080 0.215

DS1 -0.039 0.101 0.833 -0.107 0.127 0.093 0.122 0.085 0.118 0.115 0.136 0.055 -0.038 0.106

DS2 0.050 0.166 0.925 -0.036 0.200 0.161 0.192 0.083 0.100 0.143 0.153 0.124 -0.007 0.147

DS3 -0.048 0.090 0.890 -0.035 0.158 0.081 0.114 0.037 0.123 0.142 0.112 0.083 0.011 0.123

FE2 0.121 -0.013 -0.067 0.975 -0.042 0.054 0.038 0.053 0.067 -0.021 -0.013 0.047 0.040 0.068

FE3 0.039 -0.020 -0.040 0.812 0.002 -0.004 0.016 0.015 0.119 -0.045 0.015 0.039 0.029 0.021
FR2 0.127 0.462 0.135 0.017 0.811 0.401 0.465 0.210 0.202 0.367 0.320 0.461 0.127 0.463
FR3 0.030 0.334 0.213 -0.020 0.828 0.384 0.362 0.105 0.137 0.202 0.217 0.329 0.042 0.380
FR4 0.087 0.298 0.070 -0.055 0.753 0.321 0.301 0.149 0.100 0.256 0.230 0.276 0.102 0.390
FR5 0.076 0.363 0.182 -0.057 0.824 0.381 0.386 0.206 0.142 0.297 0.306 0.289 0.120 0.475
G1 0.325 0.433 0.153 0.044 0.421 0.850 0.563 0.284 0.307 0.449 0.443 0.392 0.221 0.565
G2 0.278 0.365 0.072 0.070 0.396 0.837 0.485 0.281 0.163 0.436 0.440 0.270 0.220 0.462
G3 0.165 0.394 0.097 -0.019 0.326 0.786 0.442 0.232 0.167 0.409 0.364 0.327 0.207 0.432

I1 0.328 0.399 0.125 0.086 0.427 0.519 0.853 0.272 0.299 0.437 0.383 0.423 0.180 0.561

I2 0.320 0.470 0.134 0.000 0.373 0.497 0.879 0.302 0.357 0.496 0.375 0.461 0.163 0.566

I3 0.310 0.452 0.170 0.003 0.425 0.535 0.824 0.256 0.307 0.455 0.402 0.379 0.180 0.462

R1 0.309 0.488 0.128 -0.029 0.349 0.478 0.513 0.228 0.403 0.805 0.546 0.392 0.238 0.505

R2 0.243 0.542 0.096 -0.024 0.279 0.398 0.433 0.209 0.336 0.874 0.475 0.308 0.271 0.488

R3 0.312 0.494 0.115 -0.015 0.269 0.384 0.418 0.112 0.268 0.816 0.401 0.336 0.190 0.479
R4 0.241 0.523 0.152 -0.028 0.257 0.436 0.397 0.211 0.298 0.761 0.502 0.210 0.221 0.431
RB1 0.150 0.227 0.042 0.026 0.191 0.282 0.287 0.815 0.176 0.254 0.301 0.171 0.074 0.251
RB2 0.215 0.168 -0.005 0.030 0.140 0.231 0.228 0.784 0.102 0.071 0.162 0.140 -0.009 0.161
RB4 0.157 0.237 0.130 0.052 0.169 0.252 0.252 0.791 0.213 0.201 0.262 0.214 0.069 0.339
RI1 0.222 0.209 0.038 0.082 0.134 0.189 0.273 0.167 0.729 0.250 0.260 0.242 0.132 0.297
RI2 0.360 0.336 0.131 0.104 0.148 0.248 0.354 0.175 0.870 0.387 0.302 0.363 0.170 0.336
RI3 0.279 0.349 0.124 0.027 0.168 0.197 0.284 0.181 0.823 0.330 0.285 0.360 0.174 0.340

Re_I1 0.296 0.402 0.101 0.006 0.262 0.399 0.362 0.243 0.288 0.528 0.826 0.194 0.132 0.374

Re_I2 0.231 0.504 0.173 0.002 0.292 0.453 0.395 0.304 0.276 0.499 0.839 0.234 0.150 0.421

Re_I3 0.195 0.474 0.103 -0.023 0.291 0.404 0.369 0.234 0.306 0.451 0.822 0.264 0.101 0.402

SQ3 0.308 0.274 0.126 0.012 0.271 0.314 0.413 0.136 0.392 0.369 0.207 0.822 0.029 0.416

SQ4 0.288 0.373 0.065 0.042 0.407 0.331 0.463 0.201 0.315 0.338 0.279 0.870 0.084 0.412

SQ5 0.220 0.277 0.069 0.067 0.386 0.359 0.346 0.223 0.296 0.242 0.199 0.792 -0.016 0.375
T3 0.150 0.202 0.008 0.030 0.095 0.201 0.151 0.078 0.179 0.215 0.088 0.009 0.849 0.169
T4 0.152 0.233 -0.025 0.039 0.122 0.257 0.205 0.042 0.173 0.280 0.175 0.059 0.919 0.247
Trsut5 0.231 0.382 0.118 0.078 0.298 0.397 0.380 0.283 0.266 0.327 0.290 0.334 0.093 0.719
Trsut6 0.253 0.449 0.015 0.017 0.386 0.495 0.524 0.188 0.330 0.467 0.374 0.353 0.258 0.770
Trsut7 0.217 0.434 0.074 0.041 0.402 0.520 0.516 0.261 0.220 0.470 0.332 0.350 0.240 0.724
Trust1 0.296 0.444 0.121 0.065 0.490 0.461 0.493 0.243 0.355 0.495 0.415 0.375 0.255 0.723
Trust2 0.372 0.409 0.147 0.017 0.437 0.422 0.494 0.297 0.333 0.468 0.412 0.384 0.148 0.795

Trust3 0.304 0.359 0.144 0.080 0.410 0.432 0.467 0.193 0.323 0.418 0.355 0.426 0.129 0.788

Trust4 0.271 0.377 0.154 0.018 0.373 0.390 0.374 0.271 0.275 0.414 0.344 0.325 0.111 0.757
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Fornell-Larcker Criterion

CO COMMITMENTFE GRA INT RECIPROCITYREPURCHASE INTENTIONSRI SQ TRU
CO 0.777
COMMITMENT 0.252 0.848
FE 0.072 -0.037 0.812
GRA 0.316 0.483 0.053 0.825
INT 0.375 0.518 0.027 0.607 0.852
RECIPROCITY 0.340 0.629 -0.021 0.523 0.544 0.815
REPURCHASE INTENTIONS 0.292 0.556 0.015 0.506 0.453 0.595 0.829
RI 0.360 0.375 0.066 0.264 0.377 0.404 0.349 0.809
SQ 0.331 0.375 0.048 0.403 0.495 0.385 0.278 0.404 0.828
TRU 0.370 0.543 0.054 0.595 0.622 0.585 0.481 0.401 0.484 0.754

Fornell-Larcker Criterion

CommitmentDS FR GratitudeIntimacyRB ReciprocityRepurchaseintentionsTrust Trustworthiness
Commitment 0.848
DS 0.140 0.883

FR 0.462 0.188 0.805

Gratitude 0.482 0.132 0.465 0.825

Intimacy 0.518 0.168 0.478 0.606 0.852

RB 0.270 0.079 0.213 0.323 0.325 0.797
Reciprocity 0.629 0.152 0.356 0.523 0.543 0.237 0.815

Repurchaseintentions 0.555 0.154 0.340 0.506 0.453 0.316 0.595 0.829

Trust 0.544 0.144 0.536 0.595 0.622 0.327 0.586 0.482 0.754

Trustworthiness 0.248 -0.012 0.125 0.262 0.205 0.064 0.284 0.155 0.241 0.884
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Fornell-Larcker Criterion

CO CommitmentDS FE FR GratitudeIntimacyRB RI ReciprocityRepurchase IntentionsSQ TW Trust
CO 0.777
Commitment 0.251 0.848
DS -0.005 0.141 0.883

FE 0.106 -0.016 -0.064 0.897
FR 0.103 0.461 0.188 -0.032 0.805
Gratitude 0.316 0.482 0.133 0.041 0.465 0.825
Intimacy 0.375 0.518 0.168 0.034 0.478 0.606 0.852
RB 0.211 0.271 0.079 0.046 0.213 0.323 0.325 0.797
RI 0.360 0.374 0.126 0.087 0.186 0.263 0.377 0.214 0.809
Reciprocity 0.339 0.629 0.152 -0.030 0.356 0.523 0.544 0.237 0.404 0.815
Repurchase Intentions 0.290 0.556 0.153 -0.006 0.340 0.506 0.453 0.316 0.349 0.595 0.829
SQ 0.330 0.375 0.104 0.048 0.429 0.402 0.494 0.225 0.403 0.384 0.278 0.828
TW 0.170 0.247 -0.012 0.039 0.125 0.262 0.205 0.064 0.197 0.284 0.155 0.042 0.885
Trust 0.370 0.543 0.144 0.059 0.535 0.594 0.622 0.327 0.401 0.586 0.482 0.484 0.241 0.754
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