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Drawing upon the logic of cognitive d;sgonaf"f*a theory and the thcez vof nascmeé action.w
model dysfunctional behaviour in interpersonal B2B x‘e%aﬁ;&mhfps as a mediated consequence
of rélational tensions. Based on construal level theory, this mediated effect is, in turn,
moderated by pmfmss{mai distance. Our wn&pma s;@%*@:} contributes to the literature as
despite recognising the existence of relational tensions in interpersonal B2B relationships,
there is little known about the intricacies under tying {%a;ﬁ. ;:i’;d the manner in which they
influence dysfunctional hei@amm@;g. o
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Introduction

Business-t ww. iness (B2B) relationships operate on two levels (Noordewier, John and Nevin,
1990; § ellefsen, 2002): the interorganisational relationship between the buying and selling
firms {Im?}w\-z&zm ) cme:% the interpersonal rafazsgnw;p between the two firms’ representatives
(individual-to-individual). The latter is the primary conduit ﬁ‘}rouah which firms
communicate, negotiate, ‘m;:i influence each other. The actions and decisions of these
individuals determine the stréngth and structure of the relationship between the two firms.
(Tellefsen, 2002). As Juttner and Wehrli (1993:230) suggest: “the focal points for facilit tatis ng
and mais *migzﬁw relationships are the pb‘y{lhﬁiz}g& and social factors of the individual
actors”. Put simply, “organisations do not make decisions ~ pe ople do” (BI ois, 1997, p. 370).

The importance of th ese individual-to- 1‘33@1‘*\-’%&{3&2 relationships is highlighted by several
authors {e.g. Price and Arnould, 1999; Coulter and Ligas, 2004; Haviko, 2004), who identify
that p@w&mi ties can have both {}Oﬁit ve and negative eﬁu& on firm-level outcomes. For
example. si"k&fi‘pi’l“:@%’i’ﬁ i%i& tonships can facilitate problem solving and help overcome barriers
“to communication (Metcalf, Frear mz:i Krishnan, 1992}, provide social satisfaction (Geyskens
and Steenkamp, ZQS and increase trust and commitment to a partnership { Wilson and
Mummalaneni, 1986) } H@W@»u‘ these ties may also provide a partner with the opportunity to
take advantage of emotional attachments by making unreasonable demands {Beatty er al.,
1996; Hakansson and Snehota, 1998}, Thus, friendships in B2B contexts can induce
relational tensions between economic {or instrumental} and friendship {or expressive) norms
{(Price and Arnould, 1999, Swan er o, 2001), They provoke ties of obligation (Duck, 1998;
Ford ef af., 1998}, which can lead a fivm representative to identify more closely with the
interests of a customer than those of his employer (Ford er o/, 1998). This, in turn, can lead
to tendencies towards dysfunctional behaviour, which may have possible implications at the
firm-fevel. For example, if the emotional involvement (or feeling of friendship) of one actor
is not fully reciprocated by the other, opportunities for unethical behaviour can evolve (Brass,
Butterfield and Skaggs, 1998). Indeed, emotional bonding transcends economic exchange
(Sheth and ?8?\“3;1_},&? 1995), - R

‘s“‘x f}aie the existence of these relational tensions is z’cci}{rmssé there is §zt§z\, im@‘.x n about the
intricacies underlying them and the manner in which they affect unwarranted behaviour. As a
wmeqmmce organisational-level strategies are put in pi&ae to minimise the development of
personal ties between individuals (Lovett, Harrison and Virick, 1997: Rendapudi and {emtﬁ
2001 and 2002). These include staff rotation, working in teams acd provi iding multiple staff
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~contacts ii%enda;mdi and Leong, 2002). In restricting the development of inter perzaml
relationships the benefits that they can afford are significantly diminished. Therefore, it is
important to comprehend the way in which individuals handle these tensions in order to
reduce their pms%%}}e influence on dysfunctional behaviour, while maintaining the -
interpersonal refationship and the benefits it may offer. In this paper we advance our
&E?(iif‘ﬁfcmd%*} g of these processes by developing a conceptual framework that accounts for
both the personal and commercial nature of B2B interpersonal miazmn\hipﬁ and their
potential i1 pa{:{ o dy xmmctm{i I'behaviour.

A {‘aﬁeepmai Model i}f B2B Inter gmmnai Reiaﬂﬁﬂﬁiig}s and ?mie&s onal i}fsram:e

According to our conceptualisation fivm representatives may have &t*‘fexm% of contra mwry
Lovmi ions about the personal and commercial dimensions within their B2ZB interpersonal -
relationships, Drawing upon the lo g ¢ of cognitive dissonance theory (Festinger, 1957), a firm
representative may experience fension (dissonance) when histher cognitions regarding the
personal and commercial d;mez;szmm of an interpersonal relationship with a business ”mrémr
are psychologically inconsistent (Myers, 2005). This, in turn, provides justification for the
existence of relational tensions regarding personal and commercial attitudes in the
relationship. Consequently, a firm representative might have difficulties separating thess
cognitions and associated attitudes as they are embeééaﬁ within a similar context, i.e. i‘hc
firm-level business pariership. Further, according to the theory of reasoned action {Ajze
and Fishbein, 1980; Madden, Ellen, and Ajzen, 1‘39%}3} these attitudes may cause éxs;%mm:omi
behavioural intentions, which, in turs, may lead to behaviours that are inappropriate from
either the business or personal perspective. Représentatives may differ in the extent to which
these relational tensions affect their dysfunctional behavioural intentions. Such differences
may be reflected in their ability to tolerate such relational tensions or put strategies in f}i:’;w
that distance themselves professionally from the personal relationship. The logic underlying
this argument is based on construal level theory (T rope and Liberman, 2003), We label {hz;\
ability professional distance. Figure 1 illustrates the structure of our framework, and Table
provides construct definitions. According to this i;am;wwi& the effect of relational tensions
on dysfunctional behaviour is mediated thmam dysfunctional behavioural intentions. The
effect of relational tensions on dysfuactional i}ehaw}mai intentions is, in turn, moderated by
professional distance.

Figure 1: B2B Interpersonal Relationships and Professional Distance

S Relatonst
- Tensions

S intenfibng L7

“Table 1: Construct Definitions

Copsirucd Definition

4 n

Relational Tenstons

Dissonance between the cognitions held by a firm’s representative regardin
commercial dud personal dimensions of histher BZBE inlorpersonal velatic

Tendencies towards actions that may jeopardise the commiercial interests of the

functional Behavioural

nientions

firhn,

Divsfunctional Behaviouy

CIAgHons that may %@ém*mca g QQS‘&T"’”CE&% intereste of the firm

Professional Distance

A individual s ability 1o psycholfogioally separate the commrercial amd personal
cognitions within g B2B intérpersonal relationship.
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The following sections explore the nature of interpersonal B2B relationships and offer a
conceptualisation of the relational tensions that occur within them. In addition, we explain
the role of ‘professional distance” in clarifying the effect of relational tensions on
dysfunctional behavioural tendencies and actions.

The Multiplex Nature of Interpersonal B2B Relationships

Many terms are zoutmd;\, used interchangeably to describe interpersonal individual-to-
individual and firm-to-firm B“B relationships. They are referred to as social bonds (Wilson.
1995: Perry, Cavaye and Coote, "*SG’*‘} actor bonds (Hakansson and Snehota, 1993),
friendships {e.g.- Haytko, 2004), closeness (Nelson, 1998; Guenzi and Pelloni 2004; Ferguson,
Pauline and Bergeron, 2003), liking (Conway and Swift, 2000; Nicholson, Compeau and
Sethi, 2001}, personal commitment (Tellefsen and Thomas, 2005) and interpersonal trust
(Doney and Cannon 1997; Tellefsen and Thomas, 2005). Although these concepts are used
synonymously, there is little consensus regarding their conceptual underpinnings and
meanings. For example; social bonds are described as “the degree of mutual personal
friendship and liking shared by the buyer and seller” (Wilson, 1993, p. 339), but also as the
concepts of trust and commitment (Perry, Cavaye and Coote, 2002).

Swan and co-authors (2001), Coulter and Ligas (2004) and Haytko (2004) suggest that
interpersonal relationships fall on a continuum from “strictly business’ to ‘friendship’. In
contrast to their view that business relationships and friendships are at opposite ends of the
same construct, we argue that both friendship and business relationships can co-exist.. We
therefore propose that interpersonal reﬁa{ia}nships comprise both commercial (the individual-
to-individual business relationship) and pa:rsena (the individual-to-individual *friendship’)
dimensions, These are driven by four main elements: similarity (Lichtenthal and Tellefsen,
2001; Nicholson, Compeau and Sethi 2001); liking (Nicholson, Compeau and Sethi, 2001);
interpersonal trust (McAllister, 1995; Johnson and Grayson 2003); and interpersonal
commitment {Tellefsen and Thomas, 2003). These four elements are observable within both
the commercial and personal dimensions of B2B interpersonal relationships.

“Similarity breeds connection” and is described as homophily, the prigmipiﬁ that contact
between similar people occurs at a higher rate than among dissimilar people (McPherson,
Smith-Lovin and Cook, 2001, p. 451). Similarity takes two forms: similarity of business
values {within the commercial dimension), and similarity of personal values (within the
personal dimension). Both types of similarity have been found to positively influence liking
(Lichtenthal and Tellefsen, 2001; Nicholson, Compeau and Sethi 2001; Byrne 1971).

Liking is an emotional connection that one feels for another that can be viewed as fondness or
affection (Nicholson, Compeau and Sethi, 2001) and has positive influences on interpersonal
trust (Nicholson, Cgmpmu and Sethi 2001). B2B exchange relationships “fdepend} upon the
interaction of managers in the separate organisations and the “chemistry” which exists
between purchasing and sales/marketing staff” (Blois 1997: 370). Firm representatives may
experience personal liking, resulting from a feeling of personal similarity, and professional
liking, which is influenced by perceptions of business similarity. It is important to note that
likability has also been identified as a trust building process (e.g. Swan, Trawick and Silva
1985; Doney and Cannon 1997}, and an m’ipar‘{am influence on personal commitment

{Tel id‘wn cmsi Thomas, 2003),

§Z}§:§;mb@d as ii‘w “binding force in most productive buyer-seller relationships” (Hawes, Mast

and Swan, 1989, p. 1), evaluations of trustworthiness at the firm level may be separated from
those of a firm’s representative (Doney and Cannon 1997). The latter, interpersonal trust,
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refers to “the extent of a boundary-spanning agent’s tr ust in her counterpart in the ;m;-mer
organisation” {Zaheer, McEvily and Perrone, 1998), and comprises both affective and
cognitive components (McAllister, 1995; Johnson and Gra }SC:& 2005y, Within the personal
dimension, affective trust is characterised | by emotional bonds between individuals, in which
one party is trusted because they exhibit genuine concern and care for the welfare of another
person (Lewis and Weigert, 1985). Within the commercial dimension, cognitive trust is a
confidence or willingness to rely on a person’s competence and reliability (Jobnson and
~Grayson, 2003}, and is based on know ledge built up as a result of past experiences.
iziia,rgeasi:}mi trust mfiumm inter §}i,rs<3na§ commitment {Tel ﬁ‘fbéf‘; zm{i Thomas, 2005).

- Without commitment, ‘the most common dependent variable meé in im\ er-seller rdau{ma‘ Hip
studies’ (Wilson, 1995, p. 37). no relationship is believed to exist (O’ Malley, 2003, p. 132}
A sense of commitment develops between a buyer and a seller that is different from the
mf*:“nmf; nent they feel towards their iii‘m {%&1“ sen, Sandvik and Selnes, 2003; Tellefsenand

Thomaus, 2@{3"«} Affective commitment 1s derived from liki iw and positive feelings fora
relationship partner (Hansen, Sandy ;%a nd Selnes, 2003}, reflecting the personal dimension.
Caleulative commitment arises as a result-of perceived switching costs or lack of better
alternatives (Gundlach, Achrol and Mentzer, 1993), which may be relevant to the commercizl
dimension of interpersonal B2B relationships.

{“mr' conceptualisation reflects the notion of multiplex relationships, discussed in social

retwork literature (Brass, Bmhmc?cﬁ and Skaggs, 1998). Multiplexity refers to the degree to
wi&mix two actors are finked by mo i%‘laﬁ one %We of relationship (e.g. friend and business
associate} (Burt, 1983). Hach of these relationships can be characterised by specific goals,
values, beliefs and interaction styles (Ashforth, Kreiner and Fugate, 2000). We argue that, in
multiplex business relationships, the relational tensions that exist between commercial and
personal (or instrumental and expressive) goals arise from the difficulty in separating these.
‘relationships’ from one another. The difficulty fies in ‘switching cognitive gears’ (Louis and
Sutton, 1991, p. 53}, or disengaging psychologically from one identity {(business associate),
and reengaging in a dissimilar identity (*friend’) (Ashforth, Kretner and Fugate, 2000).
Although the management of “dual” or ‘multiple’ relationships is explored within the fields of
professional psychology and nursing (e.g. Younggren and Gottlieb, 1994; Schank and
Skovholt, 1997}, such a phenomenon has m;t yet been addréssed in t%ze mmzf:;xi f}f S B
relationships.

Dysfunctional gehayii}nfaiInteiifieas and Actions

Relational tensions, arising as a result of dissonance between the commercial and personal
dimensions of an interpersonal f‘aia‘imm 1p, can lead a firm n.pm.%mmtim 0. ;ém,uq more
closely with the interests of a customer or business partner than those of his employ

“al., 1998). Indeed, extant literature éﬁw ;z;,;’m& number of dy sﬁmeimmi consequence
oceur as a result of interpersonal relationships (see Granovetter, 1985; Hakansson and
Snehota, 1998; Grayson and Ambler, 1999). Relational tensions relate to the dissonance
experienced by a representative regarding commercial and personal attitudes formed withis

the interpersonal B2B relationship. According to the theory of reasoned action, it is these
attitudes underlying relational tensions that lead to behav ioural intentions. A firm
representative may act upon these intentions and behave accordingly. Affectively committed
partners show a stronger intention to maintain a relationship than those who feel more

calen *atm%x committed {Wetzels. De Ruyter and van Birgelen, {998). Q{i"{i intentions can
“jeopardise the commercial interests of the organisation, as representatives may continue a

E

relationship as a result of affective commitment, when, in fact, there may be < sther

oy
.

= ;3;’{?
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commercially more viable exchange partners available to the firm. Recognising the potential
for dysfunctional behaviour, firm representatives may professionally distance themselves to
reduce the effect of relational tensions on dysfunctional behavioural tendencies.

The Role of Professional Distance

Based on construal level theory (Trope and Liberman, 2003), the distancing required is
influenced by the perceived type, valence and magnitude of outcomes associated with the
relational tensions. Further, personal and commercial elements of the relationship may differ
(Trope and Liberman, 2003). This affect-dependent argument imyiiﬁs that personal outcomes
are weighted less than commercial outcomes. In the context of B2B interpersonal
relationships, application of construal level theory would mean that a firm representative may
be inclined to place more importance on the commercial dimension of the interpersonal
relationship, than on that of the personal dimension. Therefore, it is proposed that a firm
representative may decide to distance commercial and personal cognitions resulting in
professional intentions that do not jeopardise the commercial goals of the organisation.

Professional distance is an individual’s ability to psychologically separate the commercial and
personal cognitions within a B2B interpersonal relationship. This ability is manifested in the
capability to reduce the influence of relational tensions on intentions towards dysfunctional
behaviour, while facilitating the maintenance of the interpersonal relationship, which can
result in firm-level benefits for both parties. This process might include similar strategies to
those adopted to reduce cognitive dissonance; changing attitudes, adding cognitions, altering
the importance of the discrepancy, and reducing perceived choice (Franzoi, 2006). For
example, as a result of relational tensions experienced between economic (the commercial
role) and social (the personal role) norms, a firm representative might deliberately reduce
disclosure of personal information, for fear of conflict bafiamu"; ‘two personalities” (Swan ef
al. 2001, p. 35).

Conclusions and Directions for Future Research

Drawing upon cognitive dissonance theory and the theory of reasoned action, this paper
suggests a framework in which dysfunctional behavioural intentions in interpersonal B2B
relationships are modelled as consequences of relational tensions. In line with construal level

theory, we also suggest that this effect is moderated by professional distance. In addition, we
have gained some empirical support for our proposed framework, utilising 20 semi-structured,
in-depth interviews with managers from a range of industries. This qualitative research
explores the concepts of relational tensions, dysfunctional behavioural intentions and actions,
and the moderating role of professional distance, in the context of B2B interpersonal
relationships from both buyer and seller perspectives. We envisage that the results of the
qualitative work will provide the basis for two qm;‘;timtiveﬁmdics Study 1 will involve the
development of a core survey instrument comprising formative and reflective multi-item
scales. Consequent data collection and analysis will empirically test the framework. Study 2
will utilise Discrete Choice Modelling to examine the nature of the proposed framework and
its embodied effects, whereby probabilities of dysfunctional behaviour are estimated. These
two studies will provide a stronger foundation for generalising our findings.

This paper contributes to the marketing literature as, notwithstanding the knowledge
regarding the existence of relational tensions in interpersonal B2B relationships, there isa -
paucity of research which offers explanations regarding the intricacies that underlie them, and
the manner in which they may influence dysfunctional behaviours. We believe our paper
represents an additional step forward in our understanding of B2B interpersonal relationships.

ANZMAC 2008 Conference: Business Interaction. Rela mmgs and Networks k 50



References

Ajzen, L., Fishbein, M., 1980. Understanding Attitudes and Predicting Social Behavior.
Prentice Hall, Englewood Cliffs, NI,

Ashforth, B.E., Kreiner, G.E.. Fugate, M.; 2000. All in a day's work: Boundaries and micro
role transitions. Academy of \mna%mwt Review 25 (3), 472-491.

Beatty, S.E., \?a& er, M., Ci}it‘}”ﬂéﬁ‘ LE., Remoid& K E.,and Lee, I., 1996, Customer-sales
associate zem ze%aﬁmmhspﬂ Journal @f Remmnﬁ 72 (3), 223-247.

Bendapudi, N., Leone, R. P, GG% How to Lose Your Star ?erif}rmei Without Losing
Customers, Too. Harvard Business Review 79 (10), 104-110.

&

Bendapudi, N., Leone, R.P., 2002. Managing Business-to-Business Customer Relationships
Following Key Contact Employee Turnover in a Vendor Firm. Journal of Marketing 66 (2},
83-101.

Blois, J., 1997, Are Ru%%ness to-Business Relationships Inherently Unstable? Journal of
’\&uketmg Management 1 ‘\) 367387, :

Brass, DI, Buttertfield, KD Skaggs, B.C., 1998. Relationships and Unethical Behavior: A
Social Network Perspective. Academy of ] Nimagemzm Review 23 (1), 14-31.

Burt, R.S., 1983, Distinguishing relational contents. In: Burt, R.S., Minor, M. (Eds.),
Applied network analysis. Sage, Beverley Hills, CA, pp. 35-74.

Conway, T., Swift, 1.S., 2000. International relationship marketing: The importance of
psychic distance. European Journal of Marketing 34 (1/2), 1391-1413.

Coulter, R.S., Ligas, M., 2004. A typology of customer-service provider relationships: the
role of relational factors in classifying customers. Journal of Services Marketing 18 (6), 482-
493, :

Doney, P.M., Cannon, J.P., 1997, An Examination of the Nature of Trust in Buyer-Seller
Rshmmsm@s lournal of ‘\fi&&wzw 61 (1), 35-5L.

Suci .. 1998. Human Relationships. Sage, Thousand Oaks.
Ferguson, R.J., Paulin, M., Bergeron, J., 2005. Contractual Governance. Relational
Governance, and the Pﬁiiem*:ancs of Interfirm Service Exchanges: The Influence of

Boundary-Spanner Closeness. Journal of the Academy of Marketing Science 33 (2), 217-234.

Fetinger. L., 1957. A Theory of Cognitive Dissonance. Stanford University Press, Stdn ford,
CA.

Ford, D., Gadde, L., Hakansson, 11, Lundgren, A., Snehota, 1., Turnbull, P., Wilson, D., 1998,
Managing Business Relationships. John Wiley & Sons, England.

Franzoi; S.L., 2006. Social Psychology. Fourth E dmm*; MeGraw Hill, New York, NY.

ANZMAC 2005 Conference: Busihess Interaction, Relationships and Networks : ; 51



‘Geyskens, 1., Steenkamp, J.EM., Kumar, N., 1998, Generalizations about trust in marketing

channe! relationships using m &iawtmgix sis. International Journal of Research in Marketin ng 13
{3).223-248.

Granovetier, M, ?‘)Sﬂ Eeonsmic action

and social struciurer the ﬂ*@i}mm of embeddedness,
\mer ican mw‘m% m‘ Sociology 91 (3}, 481-510.

G!‘a}f‘Si}ﬂ K. ‘%n*i:»iez* T, §§§@~?*ﬂ ark Side of
Services, Journal of \iarkemw %ss rch 36 (1, 1

Long-Term Relationships in Marketing
3

Pk
3

Guenzi, P, Pelioni, Q ., 2004, The impact of interpersonal relationships on customer
xa{xxfaz,ti{m and’ §0§za§t§ to the service grow:k,r inzermnmmi Jaarmi of Service ind\ stry
Mnaagement 15 (4), 3635-384,

Gundlach, G.T.. Achrol, R.S., Mentzer, ET (995, T %}n Strocture @i’ Commitment in
Exchange. Journal of Marketing 59 (1), 78- 92.

Hakansson, H., Snehota, L, 1995. Developing Relationships in Business Networks., Thomson
Lx.ammg,; Landon. . o

Hakansson, H., S&s:%’{*sta 1., 1998, The Burden of Relationships or Who's Next. In Naudé, P,
Turnbull, PPW. (BEds), \&m}f i}vmmzcﬂ in International \ﬁiaz%\{:issw {Jeygamen p;} 16-25

Hansen, H., Sandvik, K. Selnes, F., 2003, Direct and Indirect Effects of {;‘.c}z’nmitmem toa
Service %”ﬂ“ii}% de on the Intention to Stay; 50&!{; al of «Sgn ice Research 5 (4}, 356-368,

erper ersonal Rela t%‘{@mhip& Perspectives from

Haytko, D.L., 2004, Firm-to-Firm and Inter
Adve tising Agency Account Managers. Journal f}% t%;e ’%cadem} Qi \1"*1‘3&622?‘;“ %caezﬁf‘*é 323
312-328. ‘ : : : '

Johnson, D, Grayson, K.. 20053, ;r.zri%tiifeamd‘aﬁ?'sé::ti\-'e‘tz'ast in service relationships. Journal
of Business Research 58 is@ ), 500-507. ‘ - s ‘ ‘

Jisttner, U, Wehrli, H.P., 1995. Relationship Marketing from a Value System Perspective. In:
Payne A (Ed.), Advances in Relationship Marketing. Kogan Page, London, pp. 223-246.

Lewis, J.D., Weigert, A, 1983, ?n% as aocxad cality, Social Forces 63 (4), 967-985,

Lichtenithal, 1. D., and Tellefsen, T., 2001, f{}w&ré a Theory of Business Buver-Seller
Similarity. The Jourmnal o? Personal f}uﬁmg & ftxaivszs Management 21 (1}, 1-14.

Louis, MLR., Sutton, R.I, 1991, ‘;mtghmg&ggmm«”e Gears: From Habits of Mind to Active
hm;{ ing. Human Re.&tmm 441y, 35-76.

Lovett, S., Harrison, D., Virick, M., 1997, Managing the Boundary Spanner-Customer
}iif*nm er ﬁmmmon Human Resource \é&mfmmem Review 7 (4}, 405-424

Madden, ‘TE “%‘i:haiééf E’Iicn'? Aj?m.i 1992, A {Zﬁmgmmﬁ of the Theory of Planned
Behavior and the Theory of Reasoned Action. Personality and Social Psvchology Bulletin. 18
(13, 3-9.

ANTHA 5 Conference: Business Interaction, Refationshipe and Networks

i
P



MecAllister, D1 1995, Affect-and cognition-based trustas mund itions for interpersonal ¢o-
operation in organizations. Academy of Management Journal 38 (1), 24-59.

McPherson, M., Smith-Lovin, L.. Cook, }\f? 2001, Birdsof'a fe&’si r: Homophily in Social
Networks. Apunual Review of Socmi@@ 27, 415-444, .. ; :

Metealf, L.E., Frear, C.R., Krishnan, R., 1992, Bu e eii@r Re%azioﬁgh;pa An Apg}zzcazim of
the IMP Interaction Model. European Journal of Ma i\ eting 26(2). f.,.--zié.,

Myers, D.G., 2005, Social Psychology. McGraw Hill, New % ork, ?N‘i

\ eilso, C.C.. 1998 3&?} me;m& E xai nin &%2 Rﬁ ¢ of Ch}%ﬂm% in Industrial Buyer-
Seller Relationships. European Journal of A § at g 32 (5/6), 441-463.

Nicholson, C.Y., Compeau, L.D., Sethi, R., 2001. The Role of Interpersonal Trust in Building
Long-Term Channel Relationships. \imzmai of the Academy of Marketing Science 29.(1), 3~
15, ‘

Noordewier, T 5(_; John@ 2 Ncwr R, 1990, Per 1’3 rance {}tsi:cmne% of nghaimﬁ
Arrangements in Industrial Buyver-Vendor Relationships. JTournal of Marketing 54 {4), 80- 93,

Learning, London, UK. pp. 125-1435.

O'Malley, L., 2003. Relationship Marketing. In Hart. S. i Ed.. ‘via ?«.@t ng Changes. E% mson
Perry, C., Cavaye, A, Coote, L . 2002, Technical and social bonds within business-to-
business relationships. Journal of Business & Industrial Maz‘kaﬁéng 170 “}@ 75-88,

Price, i;‘Lg Arnould, E.J., 1999, Cﬁmmeﬁséai Frie a{é»,i 1ips: &em ice me ider - Client
Relationships in Context. Journal of Marketing 38(Oct), 38-56.

- Schank, J.A.. Skovholt, T.M., 1997 Dual-Relationship Dilemnias of Rural and Small-
Community tho logists. Professional Pyschology: Research and Practice 28 (1), 44- 49

Sheth, J.N., Parvativar, A., 1995, Relationship Marketing in consumer ma?kﬁzs
and maa&ggmam Eoumai of the Academy of Marketing Science 23 (4, ;’ib:}-?

Swan, LE. Goodwin, C., Mayo, "‘i’i Richardson. L.D., 2001, Customer identities: ;

Customers as co smmercial friends, customer coworkers or business acquaintances. The Journal

of Personal Selling & Sales Mana g ﬁ&‘??ﬁ 21 “%L Zf?’»fé?. :

gwan LE., Trawick, LE., Silva, i”}‘és 1985, How I%‘zdmmaé Salespeople Gain Customer
rust. Industrial Marketing \f{aﬂaazmm% 14 (3%,.203-211

ellefsen, T.. 2002. Commitment in business-to-business relationships: The role of
O‘s:gai'mza%iez‘; al and personal needs. Indusirial Eviagfkefiag Management 31 (8), 645-652

1

Tellefsen, T.. and ﬂmmam P, 2005, The anteqe dezm% and wzzaac;m::i&zs N "m}m{z{m%
and personal commitment in business service relationships. Industrial Ma ziaumﬁ %‘*m;aggmw!
34 (1), 23-37.

ANIMAC 2005 Cenference’ Business interaction, Reiationships and Networks e e B3



%

Trope, Y., Liberman, N., 2003, Temporal construal. Psychological Review 110 (3), 403-421.

Wetzels, M., de Ruyter, K., van Birgelen, M., 1998. Marketing service relationships: the role

of commitment. Journal of Business & mdusmai Marketing 13 (4/5), 406-423.

Wilson, D.T., 1995, An Integrated Model ¢ f Ra}e; -Seller Relationships. Journal of the
Academy of Marketing Science 23 (4), 33

Wilson, D.T., Mummalaneni, V. 1986. Bonding and Commitment in Buyer-Seller
Relationships: a Preliminary Conceptualisation. Industrial Marketing and Purchasing 1 (3),
44-358.

Younggren, LN, Gottlieb, M.C., 2004. Managing Risk When Contemplating Multiple
Rlationships. Professional Psy s.ha\h“}m Research and Practice 35 (3), 255-260.

Zaheer, A., McEvily, B., Perrone, V., 1998. Does Trust Matter? Exploring the Effects of

imwmmmmummi and Imup rsonal Trust on Performan ce. Organization Science 9 (2), 141
159,

ANZMAC 2008 Confererite: Business Interaction, Relationships and Networks

54



