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Abstract  

 

Relationship Marketing (RM) stream of Research has covered diverse issues and 

contexts during last three decades. Yet, there are several gaps in literature. The first among 

them is the need for more studies about BtoC transactions and relationship structures. The 

second is the lack of a formal definition of “relationship”. And, third one is the importance of 

more numbers of studies using dyadic analysis of data for better understanding of the 

relationships. The BtoC context still does not have a Relationship Orientation (RO) scale; 

this is the fourth gap. The last one is that - none of the studies have so far, focused on the 

effects of the antecedent relational factors on the consequent or outcomes of dyadic buyer-

seller relationship in retail selling of financial services. Thus, the Research Problem of the 

thesis is – ‘How does the relational factor/s orientation, in dyadic buyer-seller relationship, 

affect relationship satisfaction and buyers’ loyalty towards the seller?’ Moreover, a corollary 

is to propose a definition of ‘relationship’.  

 

The review of literature revealed that there are several factors of relationship. But, 

relationships are complex phenomena and it isn’t always possible to draw strict demarcating 

lines between the antecedents and the consequents. Yet, many factors like - Trust, 

Commitment, Communication, Co-operation, Keeping Promises and Shared Values are often 

grouped as the antecedent ‘relational factors’. Similarly, the following two i.e. Satisfaction 

and Loyalty; are most often considered as the consequents / outcomes of RM. The present 

exploration has been confined to studying the relationships among the above-mentioned eight 

factors of relationship. Apart from the introduction, literature review, methodology and 

concluding chapter; there are four more chapters in this study. The selection and/or 

development of the measurement instruments used for data collection have been reported in 

chapter-4. It also reports the findings of the pretesting and pilot testing undertaken to 

develop ‘Dyadic relational factor orientation’ scales for the buyers and sellers in retail 

financial services industry. Based on the study, two survey instruments were developed one 

for the Actor (seller) and the other for the Partner (buyer); and both the questionnaires have 

three scales each. Chapter-5 elaborates the process of collection and analysis of dyadic data. 

It is this data which has been used for – 1) for testing the actor effects and then 2) for testing 

the APIM model. The findings of the Actor-Partner interaction Model (APIM) tests have been 

reported in chapter-6. Based on the findings ‘a Dyadic Relational Factor model for Buyer-
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Seller Relationship Success in Retail Selling of Financial Service’ has been proposed in the 

concluding chapter. The above three chapters are followed by chapter-7 of this thesis, which 

deals with a quest for a definition of relationship. This study proposes two formal definitions 

of relationship; one for the academic purposes and the other one is practitioner oriented. 

Overall, this thesis makes a vital contribution for both – 1) the existing literature on 

marketing in general and buyer-seller relationships in particular and 2) RM practitioner, as 

it clearly spells out actionable suggestions for relationship success. 

 

Key words – Financial Services; Buyer-Seller Relationship; Dyadic Analysis; Trust; 

Commitment; Communication; Cooperation; Promise Keeping; Shared Values; Satisfaction; 

Loyalty; SEM; Retail Selling. 
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Research Context and Introduction 

 

The focus of this thesis is on buyer-seller relationship success. Yet, the research 

context is “Non-Banking Indirect Financial Securities market (Appendix–1a)”, of Orissa (it is 

one of the 32 states of India). This introductory chapter has two sections: Research Context 

(1.1) and Research Introduction (1.2). The first section provides an overview of Financial 

System as well as of BFSI (Banking, Financial Services and Insurance) Market of India and 

Orissa. The second section (i.e. 1.2) provides an overview of this thesis. It starts with an 

introduction for the section and three other sub-sections i.e., Background and Significance of 

this study, Research Problem and Objectives, and Summary of thesis Chapters. 

 

1.1 Research Context  

The purpose of this section is to understand the context and furnish justification for 

the research. The section 1.1 has been divided into the following seven sub-sections – Indian 

Economy & Growth Trajectory; Financial System and Economic Progress; Indian Financial 

System and challenges; Financial Services Market and Household Financial assets in India; 

BFSI market of India; contextual overview of Orissa and concluding remarks.  

 

1.1.1 Indian Economy & Growth Trajectory - Indian economy is the twelfth largest 

GDP (Gross Domestic Product) in the world by nominal value US Dollar. In addition, it is the 

fourth largest GDP by purchasing power parity (PPP) [World Bank, 2010]. India, in 

comparison to rest of the world, is first, second and seventh respectively in terms of total 

number of voters, population and geographical area. It is having, a very high percent of 

young population as well as labour force, and a huge middle class (Economy Watch, 2010) 

above all. These underlie some of the reasons for being optimistic about Indian economy. In 

order to put things in right perspective, let us compare the Indian economy with other leading 

economies (Appendix–1b, Table 1.1).  

 

The size of Indian GDP (nominal) is only 2% of world’s economy. In contrast, the 

shares of countries like US, Japan and China are 23.4%, 8.1% & 7.1% respectively. 
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Similarly, the size of Indian GDP (PPP) is 5% of the world’s economy; whereas that of US, 

China and Japan are respectively 20%, 11% & 6%. In terms of PPP, India’s situation looks 

little better; but if one considers the per capita GDP figures then things get further dismal 

(Appendix–1b, Table 1.2). India’s per capita GDP rank in world is 131 for nominal value and 

the same for PPP is 113. In contrast, USA and Japan are way above; even China is about 30 

ranks above India.  A closer look reveals that per the capita GDP (PPP in $) for India is mere 

6% and 29% of USA and the world respectively. Hence, we may conclude that India has a 

long way to go to become an economic superpower. However, India has been experiencing 

phenomenal economic progress since 1980’s (Economy Watch, 2010). Post 1991, this 

process has further expedited. In fact, in the period 1981 to 2007, its average GDP growth 

rate has been a staggering 6.11% (Bhalla, 2008). A look at, the Indian GDP and its major 

components, reveals that it is the services sector which is responsible for the phenomenal 

growth of Indian economy (Appendix–1b, Table 1.3). The share of service sector in GDP of 

India is almost twice that of the combined contribution of agriculture and industrial 

(manufacturing) sectors. Moreover, it is the services sector, which is growing fastest among 

these three sectors.  

 

This phenomenal economic growth of India has been attributed to factors such as - 

dominance of services sector; large of pool of young talented manpower; prudent policy 

initiative; rise of huge aspiring middle class and so on. It is important to note here that both 

the short term and long term projections about Indian GDP are quite bullish (Appendix–1b, 

Table 1.4). Given the above discussion, we may conclude that Indian economy has a lot of 

potential. Nevertheless, Goldman Sachs has cautioned, there are ten things that, India needs 

to do in order to realize its potential (O’Neill and Poddar, 2008). Perhaps, India cannot solve 

all of them simultaneously, yet it must focus on, all of them to achieve its growth potential.  

 

The areas identified are – (i) Improvement of Governance; (ii) Raising 
Educational Achievement; (iii) Increasing Quality and Quantity of 
Universities; (iv) Controlling the Inflation; (v) Introduction of Credible Fiscal 
Policy; (vi) Liberalizing Financial Markets; (vii) Increasing Trade with 
Neighbouring Countries; (vii) Increasing Agricultural Productivity; (ix) 
Improving Infrastructure and last but not the least; and (x) Improving 
Environmental Quality.  
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About half of the points listed by Goldman Sachs relate directly or indirectly to 

Financial Systems which should therefore be the priority area wherein India needs to focus 

upon. Moreover, this thesis on Dyadic Perspective on “Buyer-Seller Relationship” has as its 

context of research a sub-unit of “Financial Systems”. For, it studies “Personal Selling of Life 

Insurance and Mutual Fund Products to Retail Consumers in Orissa, India”. Thus, the 

following two sections provide an overview of Indian financial systems.  

 

1.1.2 Financial System and Economic Progress - The word "financial system" bears 

various meanings, both broad and restrictive. Nevertheless, in essence, it links the savers and 

investors of fund. Some of the other major functions of financial system are (i) Monitoring 

corporate performance (ii) Providing transaction mechanism (iii) Bearing and reducing risk 

(iv) Lowering the cost of transaction, and (v) Disseminating price related information. 

Financial system is a complex of four well-integrated sub-systems (Pathak, 2008 & Bhole, 

2004). They are (i) The Financial Institutions (ii) Financial markets (iii) Financial 

Instruments, and (iv) Financial Services. These sub-systems do not operate in isolation rather 

they are interdependent and have close links. They not only interact but also compete among 

themselves continuously. The following is a brief discussion on the above-mentioned sub-

units of the financial system, based on Pathak & Bhole. The Financial Institutions are 

intermediaries that mobilize savings and its allocation. These are classified as - banking and 

non-banking financial institutions. Financial markets, on the other hand are the mechanism 

that facilitates interaction among the participants, i.e. claimant of funds. Financial 

Instruments are defined as, “a claim against a person or an institution for payment, at a future 

date, of a sum of money and/or a periodic payment in the form of interest or dividend. 

Financial Instruments help financial markets and intermediaries to channelize funds from 

lenders to borrowers. They also differ, in terms of marketability, liquidity, reversibility, type 

of options, return, risk and transaction cost. Financial Services are components of financial 

market those help in borrowing, lending, investing, buying and selling of securities, 

managing risks, making and enabling payments and settlements. 

  

There are divergent views about ‘financial structure’ and its impact on ‘economic 

progress of a country’ (Gregorio and Guidotti, 1995). Demirguc-Kunt and Levine (1999) 

have classified counties into four groups based on their financial structure and level of 

economic development. Those are (i) underdeveloped and bank based (ii) underdeveloped 

and market-based (iii) developed and bank-based, and (iv) developed and market-based. 
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Some researchers hold the view that financial structure and economic progress are not related 

(Ergungor, 2003 & Bhole, 2004). However, many recent studies (e.g. Beck, 2006; Surayya, 

2007; Pradhan, 2009) opine the contrary i.e. financial system of a country plays a vital role in 

the economic growth of the country.  

 

1.1.3 Indian Financial System and challenges - The Appendix–1b, Figure 1.1 

presents a graphical representation of various components of Indian financial system. Like 

most developing countries, in India too, there exists an informal and formal financial system. 

Both these systems co-exist and co-operate. The study of, Indian economy & financial system 

can be broadly divided into three major periods. They are (i) Colonial (ii) 1947 

(Independence) to 1991 and (iii) Post 1991. Since 1991, both Indian economy and the 

financial system have undergone many changes to become pro market. The macro-economic 

and structural reforms initiated since 1991 have catapulted Indian economy on its current 

growth trajectory. India is becoming a major global economic force; but to continue its 

progress it shall need an increasingly strong financial system (McKinsey, 2006). The 

McKInsey report states that, much of Indian financial system operates inefficiently. Despite 

130-year-old stock market and long history of banks, its financial system intermediates 

relatively smaller amount of assets as compared to its economy. In addition, there are several 

challenges that, India must address, namely – 1) its financial system at present captures a 

very small percent of its household savings for more productive segments of the economy, 2) 

its savings of household sector dominates over the private corporate sector and the public 

sector, and so on (Ministry of Statistics and Programme Implementation, India, 2009).  

 

The report of Ministry of Statistics and Programme Implementation (2009) states that 

Household savings in India (consisting of both financial and physical savings), as a 

percentage of GDP (at current market prices), has increased from around 7.0 per cent in the 

1950s to over 18.0 per cent in the 1990s. In 2006-07, it stood at 23.8 per cent (Appendix–1b, 

Figure 1.2). The above-cited McKInsey report says that Indian households save about 28% of 

their earning (it is a very high percent by global standards). Yet less than 50 % of it goes to 

bank deposits or other financial assets. Indians invest about 30% of household savings in 

housing and the reminder in subscale unorganized sector. The report forecasted if India could 
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capture 50% of saving, at present, used for gold purchase, then it would add $ 7 billion 

annually to the GDP.  

 

Hence, at one hand, reforms would enable the financial system of India to channelize 

higher share of household savings towards more productive usage. On the other hand, the 

financial services industry should take initiatives to enhance its reach and productivity. The 

focus of this thesis being the later, it abstains form much discussion on reforms needed. 

Rather, it is concerned with a specific dimension in marketing of non-banking indirect 

financial Securities. This research focuses on, a very narrow but vital section of the financial 

system. To elaborate this point, the following section discusses about - financial services 

market, Indian household savings and its break up with respect to financial assets. 

 

1.1.4 Financial Services Market and Household Financial assets in India - Financial 

services are of crucial importance to any economy. All activities of financial nature as well as 

all other services, rendered by the financial institutions are financial services. Meidan (1996), 

defined “Financial services” as - activities, benefits and satisfactions, connected with the sale 

of money, that offer to users and customers financial-related value. Similarly, Gordon & 

Natrajan, defined the financial services as “mobilization and allocation of savings i.e. 

transformation of savings into investment. Hence, it is the process, through which funds 

mobilized from large number of savers (mostly household) is availed by those in need of it 

(mostly corporate). Everyone uses financial services be it the public authorities, financial 

institutions, industrial, commercial and non-profit making organizations, households or 

individual consumers. Some examples of “financial services” are banking, insurance, housing 

finance, stock broking and investment services, mutual funds, venture capital, credit cards, 

small savings and retirement planning etc. The financial services are an important component 

of financial system; it caters to the needs of financial market, institutions and instruments 

geared to serve the investors (Guruswamy, 2004). In fact, orderly functioning of financial 

system depends, to a great deal, on the range and quality of financial services. Bhole (2004), 

states that, the diversity of financial services that exist in the system reflects the stage of 

financial development of a country. From this point of view, the financial services are the 

nucleus of economic development of a country. Thus, to address the problems concerning 

Indian financial system cited in 1.1.3, the financial services sector needs innovative thinking. 
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India has witnessed rapid development since 1991, engineered by the trends of globalization, 

liberalization and privatization, but sky is the limit. The share of real GDP originating from 

banking and insurance in India currently stands little over 12% of all services related GDP 

and about 7% of GDP of India (Appendix–1b, Table 1.5). It increased from 1.8% during 

1970-71 to 1974-75 to 5.8% during 1993-94 to 1998- 99 (Mohan, 2005).  

 

1.1.4.1 Household savings in financial assets & some vital statistics - The section 1.3 

just touched upon the household savings and Indian domestic savings. This section elaborates 

the topic. The Appendix–1b, Table 1.23 furnishes a historical overview (sector wise) for 

household savings, Domestic savings and GDP at current price. Based on the data furnished 

in it the Tables 1.6 & 1.7 (Appendix–1b) the Table 1.8 have been derived. It is evident from 

the later that, over last 40 years both gross and net domestic savings of India has tripled. 

Historically Indian household sector’s share in domestic saving has been more than double of 

the institutional savings (Appendix–1b, Figure 1.2). So far, the state of the affairs looks 

positive. In fact, Indian economy seems to be in line with requisite domestic savings rate 

needed to achieve it potentials as predicted in BRIC report (2007). However, the figures of 

the Appendix–1b, Table 1.6 reveal that Indian household sector has historically been saving 

more than 50% of its savings in physical assets. In addition, the savings in financial assets is 

lower in comparison; thus limiting the household sectors contribution towards economic 

progress. Hence, the financial service sector of India must put their acts together. From 

Appendix–1b, Table 1.7 we find that the banking sector and non-invested currency (column 

2&3) constitute bulk of household financial savings. Among themselves, these two on an 

average claim about 50% of household financial savings. Whereas, the historical share of life 

insurance and mutual fund savings (column 4 & 6) has been minimal in comparison. To 

understand the last point further, let us look at Table 1.8 & 1.9 (Appendix–1b). Table 1.9 

gives a snapshot of recent period for detailed item wise financial saving data of Indian 

Household Sector. The Household gross savings, in banks alone (item b-i, of Appendix–1b, 

Table 1.9), is about 250% of their cumulative savings in insurance and Mutual funds (item c-

iii, c-v and e-i, Table 1.9). The section 1.1.5 and its sub sections look closely at these two 

sectors of financial service industry in India, and elaborate the rationale as well as the 

importance of this research.  
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1.1.5 BFSI Market of India - The section 1.4, furnished an overview about the 

importance of financial services and their contribution to Indian GDP. This section gives an 

overview of major BFSI market players in India focussing particularly on the status of life 

insurance (1.1.5.1) and mutual funds sector (1.1.5.2). In BFSI, Banking includes core 

banking, retail, private, investment, corporate, cards etc. Financial Services may include 

stock-broking, payment gateways, mutual funds etc. Insurance covers both life and non-life. 

In light of the changed environmental scenario of the Indian financial market, as an industry, 

the BFSI has grown in prominence since 1991. It has been one of the most dynamic 

industries during this period (refer Appendix–1b, Table 1.10 & 1.11). Both of these tables 

have been prepared with inputs from two Dun & Bradstreet reports (2008 a, b).  

 

The Appendix–1b, Table 1.10 furnishes data relating to total income only (as this is 

the only common data available) for all the 248 institutions covered in the referred BFSI 

report. There are two specific objectives for presenting this Table. First, the sector wise sales 

have been approximated, using the total income data as a basis. The second is to crosscheck 

the findings with that of Appendix–1b, Table 1.7, 1.8 & 1.9 relating to sector wise financial 

savings. The findings seem to corroborate each other. For, just like afore said three tables, the 

findings of Appendix–1b, Table 1.10 too shows that the banks take the lion’s share of total 

savings. Whereas, the mutual funds sector gets the least. Life insurance sector too is one of 

the laggards among others. At this stage, it would be appropriate to have a comparative study 

of leading BFSI institutions and other industries of Indian Economy (Appendix–1b, Table 

1.11). This would substantiate our claim that despite of all the odds, the BFSI in India is 

already one of the most prominent sectors of Indian economy.  

 

From Appendix–1b, Table 1.11 we get a clear indication that the BFSI market of 

India, as an Industry, is the largest in terms of total income, among all sectors of Indian 

economy. In light of the above, it is evident that, there is scope for studies on BFSI in India in 

general, and for life insurance and mutual fund sector in India in particular. The literature 

review chapter elaborates this issue. Rest of this section, on the other hand, provides an 

overview of life insurance and mutual fund sector in India, since this study uses respondents 

from these two sectors only. 
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1.1.5.1 The present condition of Life Insurance Sector in India - In December 

1999, the government of India reopened the Insurance sector, to the private sector. During 

1956 to 1999, Life Insurance Corporation of India (LIC) had the monopoly. In 2000, The 

Insurance Regulatory and Development Authority, was established (IRDA, 2010). 

Internationally the insurance markets are, at any one of the following five stages of evolution. 

1) socialized markets with no private insurers 2) nationalistic markets with no foreign 

insurers 3) protected markets with access restrictions, national treatment inconsistencies and 

lack of transparency 4) transitional Markets with efforts to render markets more competitive 

but with continuing problems, and 5) liberal markets characterized by non-discrimination, 

market access, national treatment and transparency (Mishra, 2003). Academicians seem to 

agree that, Indian Insurance Industry has elevated itself to level four from ground zero 

(thanks to the reforms).  

 

As on 24th - Feb 2010, there were twenty-three life insurers in India. Apart from LIC, 

(the dominant player), rest twenty-two are new entrants. The new entrants constitute private 

life insurance market of India (in future their number may increase). Referring to Table 1.8 & 

1.9 (Appendix–1b), one must thank the competition brought in by the new life insurance 

players; because during the last decade, share of insurance in household financial savings has 

grown about 100%. The credit, of course, must go to the players of private sector because 

during this period, the share of postal and state insurance players has remained more or less 

stagnant. The Appendix–1b, Table 1.12 shows the data for new policy issued in India by 

these companies. It is clear from the data that, since the introduction of competition, even the 

number of new policy issued has almost doubled. 

 

There are at least two more actuarial data generally used to understand insurance 

market, apart from new policy issued and total funds mobilized. One is, insurance penetration 

(the ratio of premium to GDP in percent), and the other is, insurance density (the ratio of 

premium collected to total population of a country). The Appendix–1b, Tables 1.13 and 1.14 

respectively show the insurance penetration and insurance density of India. It shows how 

pathetic is the situation of India’s insurance markets. For, life insurance penetration in India 

seems to have caught up with the average figures for Asia and world. However, it is far 

behind UK, Taiwan, South Africa etc in this respect. However, it is the life insurance density, 
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wherein Indian insurance market’s performance is dismal (Table 1.14). Despite this gloomy 

scenario, there is just one reason to look forward to and it is the growth rate of Indian life 

insurance industry (Appendix–1b, Table 1.15). During the period 2001 to 2007, the growth 

rate of Indian insurance industry has been one of the fastest in the world. Nevertheless, it 

cannot afford to be complacent for reasons cited above. In fact, looking at the performance of 

Brazil it should try to enhance its performance. Hence, multi pronged initiatives are needed to 

sustain and enhance the growth rate of Indian life insurance industry.  

 

1.1.5.2 The present condition of Mutual Sector in India – Presently, there are 

thirty-eight (as on Feb 2010), players in mutual funds sector of India, compared to twelve in 

1994. They are having Rs 781,712 crores of average assets under management (as on Feb 

2010). The corresponding figure for previous year was Rs 500,973 crores; thus showing a 

growth of 156 % (AMFI, 2010 & SEBI 2010). The mutual funds in India can broadly be 

classified into three categories, i.e. Bank Sponsored, Institutions and private sector; 

respectively having 5, 1 & 33 number of companies. The historical trend of Net resource 

mobilization (segment wise) and the Assets under Management of Mutual Funds shows 

shown (Appendix–1b, Table 1.16), that despite fluctuations for certain years the trend is a 

positive one. The Mutual funds are classified based on tenure (i.e. open ended or closed 

ended) and according to investment objectives (like equity oriented, debt oriented, balanced, 

sector specific, exchange traded, fund of funds etc). The total number of schemes (excluding 

ETFs and fund of funds) offered by mutual fund houses have increased from 394 in 2000-01 

to 974 in 2008-09. Appendix–1b, Table 1.17 gives an overview of the various types of mutual 

fund schemes classified both according to tenure and investment objectives.  

 

As a share of total gross household savings, the pie for mutual funds, in India, 

increased from 5.5% in 1993-94 to 7.9% in 2007-08. During the same period share of bank 

deposits increased from 27.3% to 54.9%, that of insurance funds increased from 8.7% to 

20.1%. For the same period, only the share of pension funds came down from 16.7% to 9.5% 

(Mitra, 2009). The Assets under Management (AUM) of mutual funds in India has grown at a 

rapid pace over the past few years, (i.e. at a CAGR of 35 percent for the period 31 March 

2005 to 31 March 2009). This growth is significant compared to the global average growth of 

four percent for this industry. The picture seems rosy so far; yet mutual fund industry in India 

has its own share of problems as well.  
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Let us now concentrate on some of the challenges faced by this industry in India. 

Despite stiff growth rates, the Indian mutual fund industry continues to be a very small 

market, comprising only 0.32 % share of the global AUM. At present, the share of household 

savings in mutual fund compared to GDP of India is less than 0.4% (Appendix–1b, Table 

1.8). Per contra, 48% of household savings in the United States have exposure to mutual 

funds. Similarly, the share of mutual funds, as a percentage of GDP in India, is about 8% 

only in contrast to 67% & 83% respectively of USA and Australia. Moreover, the increase in 

revenue and profitability, however, has not been commensurate with the AUM growth in the 

last five years (KPMG-CII, 2009). 

 

1.1.6 A contextual Overview of Orissa - The current thesis intends to further our 

understanding of buyer-seller relationship in the context elaborated above. The primary data 

used in the research have been collected one of the 32 states of India, Orissa. Therefore, this 

section provides a contextual overview. Orissa is one of the major states of India, in terms of 

population; Orissa constitutes only about 3.5% of all India total since India is a vast country. 

The state is predominantly rural and its composition of urban population is nearly half of all 

India average (Appendix–1b, Table 1.19). The state is highly dependent on Agriculture 

(Appendix–1b, Table 1.21). In terms of gender ratio, its status is better than the Indian 

average. Moreover, in terms of age group ratio, its status is almost same as rest of India. The 

wage earners (i.e. main & marginal workers) being close to 40% of state’s population 

(theoretically it is a huge insurance market). 

 

However, despite recent economic boom in India, the share of Net Domestic Product 

(NDP) of Orissa has remained stagnated at about 2% of India’s GDP (Appendix–1b, Table 

1.20). A more realistic approximation of economic condition is the per capita Net Domestic 

Product. The growth rate of NDP for Orissa during the last decade has been marginally better 

than rest of India. However, in absolute terms, the situation of Orissa is no way encouraging 

in this front as well. Its per capita NDP is about 30% less than national average. In fact, this 

state has the infamous distinction of being the Indian state having highest proportion of 

people below the poverty line (BPL) [Sainath, 2009]. The share of NDP of Orissa originating 
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in Agriculture and Services sector is respectively 5% higher and 9% lower than the national 

figures. Moreover, the share of services sector has remained stagnant; that of agriculture is 

falling and it is the industry sector, which has improved. The industry sector’s contribution 

towards NDP of Orissa is relatively higher than that of national average (Appendix–1b, Table 

1.3 and 1.20). Yet, the states’ gross benefit is marginal since its total population employed in 

organized industries is rather low (India Labour Report, 2008 & NCEUS, 2009). In contrast, 

the percentage of population employed by the Unorganized Manufacturing sector is one of 

the highest in the country (Alivelu et al. 2010). In this manner, a lot could be written, with 

supporting statistics, on the economic perils of Orissa. Nevertheless, here, the purpose was to 

provide a background for the research context; hence, this strand of discussion has been 

concluded at this stage. Rather let us proceed now to have an overview of the insurance 

(1.1.6.1) and mutual fund sector (1.1.6.2) of Orissa. 

 

1.1.6.1 An overview of Insurance Sector in Orissa - Orissa had 315 numbers of life 

insurance offices and 111196 insurance agents, i.e., 2.66% & 3.78% of all India total 

respectively, as on March 2009 (Appendix–1b, Table 1.22). Similarly, the life insurance 

premiums collected (in crores) and policies sold in Orissa during 2008-09 were 1653 & 

1607331, i.e., 2.73% and 3.15% respectively of all India total. These percentages may appear 

to be very negligible but India is a vast country having 35 states and union territories. These 

states and territories vary greatly in terms of their income are categorized as low, middle and 

high-income states (Shukla, 2007). Their percent ranks have been furnished, in Appendix–1b, 

Table 1.22 (the figures in parentheses) and 1.23 (for selected states). The percent rank of 

Orissa (among all administrative territories of India) for Life insurance – offices, agents, no 

of policies sold and premiums collected - varies within 0.62 to 0.59. These ranks show that 

the position of Orissa in this respect is not only relatively healthy but also comparable to 

some of the high-income (e.g. Punjab & Haryana) and middle-income states (e.g. Himachal 

Pradesh). Moreover, in terms of number of policies sold per office, percent rank of Orissa is 

one of the best in the country, though it falls little behind Bihar and West Bengal on this 

count.   

 

The problems faced by the life insurance market in Orissa become evident when we 

look at the data and percent ranks for items like – Premiums per office, No of Policies per 
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Agent, Premiums per Agent and Premiums per Policy. For these parameters, performance of 

Orissa is lower than all India average and the percent ranks too are below 0.50, the lowest 

being 0.03 (Table 1.22 with 1.23 (Appendix–1b)). However, when one looks at the percent 

rank of Orissa for the life insurance Premiums per Agent and Premiums per Policy, the 

problem becomes glaring. However, for the item Premiums per policy, its rank is better than 

only Bihar but surprisingly comparable to West Bengal (a middle-income state). Thus, at this 

level, we may tentatively conclude that Orissa’s low-income status is not probably a major 

cause of the problems faced by the life insurance industry in the state. So, for the next level of 

analysis, let us compare Orissa’s performance for these parameters with that of the other low 

income states of India. These states are Assam, Bihar, Madhya Pradesh, Meghalaya, 

Rajasthan, Uttar Pradesh, Chhattisgarh, Uttaranchal and Jharkhand (following India Financial 

Protection Survey, 2007). In the second analysis too, we find rank of Orissa to be mostly 

average; rather for the last three parameters, its ranking is towards the bottom (Appendix–1b, 

Table 1.22, last column). This indicates that the major problem might be that of the 

productivity of the agents, though income level of the state may be a minor cause. 

Nevertheless, at this stage, the findings suggest that the topic of the current thesis needs 

exploration not just for theory development but also for practical utility. 

 

1.1.6.2 An overview of Mutual Fund Sector in Orissa - The household financial 

investment behaviour in India and that of the Indian mutual fund sector has been discussed in 

detail in sections 1.4.1 and 1.5.2. This section now takes a closer look at the situation of 

Orissa vis-a-vis other states and Indian average (Appendix–1b, Table 1.24 & 1.25). In Orissa, 

merely 4.58% of households invest in equity, bonds and mutual funds. This is about 62% of 

overall Indian average and only 13% of all India best (Gujarat). In addition, its percent rank 

across India is 0.35. The total households’ investing in mutual funds is 2.44% for Orissa. This 

is only 37% and 12% respectively of overall Indian average and of all India best 

(Pondicherry). In this respect, the percent rank of Orissa across India is mere 0.25. Of course, 

talking about investments in securities, it is not just Orissa but eastern India as a region, 

which lags behind southern and western India. Only positive aspect is that, the percentage of 

households of Orissa investing in securities is better than the eastern region average. Yet, 

compared to eastern region, the percentage of total households’ of Orissa investing in mutual 

funds is mere 50%. At the next level of analysis, the figures for Orissa were compared only 

with the low-income states of India. This analysis too reveals that the percent rank of Orissa 
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is mere 0.17 for households investing in only mutual funds, though the same for total mutual 

fund investment is relatively healthy i.e. 0.67. The discussion above shows that, for mutual 

funds, there is a lot of potential in Orissa.  

 

The KPMG-CII report tells us that the mutual fund market of India is at a nascent 

stage. It lags among others in terms of product offerings and channel of distribution as well. 

Talking about the distribution focus; the said report finds that the mutual fund industry in 

India continues to be highly metro and urban centric. In fact, the contribution of the Top 10 

cities to total AUM in India is approximately 80 percent as on June 2009. In this light, one 

may argue that the problems highlighted for the mutual fund market of Orissa is one of poor 

distribution, which is a cause of concern. Yet, the rank of Orissa, in this respect is below 

Bihar and Meghalaya for total households investing mutual funds. Hence, indicating that in 

case of mutual funds too, like that of Life insurance, the major problem might be one of the 

productivity of the agents. Thus, in this discussion too, we find support in favour of further 

exploration, of the topic of this thesis.   

 

1.1.7 Concluding Remarks for Section 1.1 - At this stage, we can summarize that 

since 1991 though the growth of private sector mutual fund has been impressive (elaborated 

in section 1.1.5.2). Yet, in comparison to other players of Indian financial market, overall 

performance of the mutual fund sector in general has been pale. In comparison, the insurance 

sector seems to have fared relatively well. The indicators for mutual fund industry in India 

compared to its counterparts in other economies are very poor. Similarly, insurance 

penetration and insurance density in India is low, in comparison to other major economies 

(elaborated in section 1.1.5.1). Thus, there is a lot of scope for improvement for both the 

industries. Based on the above discussion in section 1.1.6 and its subsections, one can 

conclude that, performance wise, both Mutual Fund and Insurance sector are lagging far 

behind their potential in India in general and Orissa in particular. Some of the reasons for 

such a situation could be - risk averseness of Indian household sector; the general lack of 

investor education and awareness; inappropriate products or product features; poor or lack of 

effective distribution system; poor performance by the players of the industry etc. Hence, the 

companies in these two sectors should initiate appropriate courses of action, which in turn, 

necessitates more numbers of focused researches in this regard. Last but not the least, for 
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sustainable success in these two industries, studies are needed for issues like- the purchase 

behaviour of these instruments, role of product features, investor education and buyer-seller 

relationship management and so on. In this context, the present thesis focussing on Buyer-

Seller Relationship Success in Retail Selling of Financial Services in Orissa, India is relevant. 

The following section briefly furnishes an overview of this thesis. 

 

1.2 Research Introduction 

The interest of researchers about relationships within marketing stream is nearly three 

decades old. Many publications have covered diverse issues, since Berry (1983) coined the 

term Relationship Marketing (RM). Led by International Manufacturing and Purchase (IMP) 

Group, Nordic school and others, primary domains of research focus concerning RM has 

been Industrial marketing and Business-to-Business (BtoB) marketing. There are a few, 

Business to Consumer (BtoC) centric RM studies in literature and its importance is well 

recognized, still this area has largely been ignored by marketing researchers till date. The 

literature review chapter of the thesis will be elaborating this point further. However, the 

reason for such a situation probably lies in the genesis of RM itself. The emergence of RM is 

similar to Services Marketing and few other new age schools of marketing (Badot and Cova, 

2008). That is, most of these schools of marketing theory try to be a competing remedy for, 

ratifying the limitations of Transactional Marketing (TM). TM was the dominant marketing 

paradigm of 20th century. It had its origin in a unique and specific business environment, i.e., 

in the North American consumer goods market of 1950’s. Such an origin limits the value of 

TM as a universal marketing theory. Thus, of late, it has attracted some criticism, for its 

primary focus on and bias towards management of Marketing-Mix (Harker & Egan, 2006). 

Hence, studies of BtoC in light of RM orientation would not only further our knowledge 

about marketing but also, efforts in this direction would, help to reduce the gap between 

theories of marketing and the needs of the marketing professional.  

 

Marketing is not the only discipline interested in relationship. Rather, it is a new 

entrant to this research domain (Dwyer, Schurr, and Oh, 1987; Håkansson and Snehota, 1995; 

Sheth and Parvatiyar, 1999; also Damkuviené and Virvilaité, 2007). The RM orientation has 

been learning from other sciences and at the same time helping to further our understanding 
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of relationships. The importance and need for further research about relationships can be 

inferred from the following. Relationships are ubiquitous in most human endowers 

(Gummesson, 2002; Godson, 2009). Many sciences since a long time have been actively 

studying different aspects of Inter-personal Relationships (Berscheid et al, 1983; Hinde, 

1979, 1995, 1997; Clark & Reis, 1988; Berscheid, 1994, 1999; Orbuch and Sprecher, 2006; 

and Fincham and Beach, 2010). In fact, we may rightly claim that all sciences, social and 

otherwise are concerned about some or other forms of relationships among entities (living or 

otherwise). Yet, it is surprising to note that there is no consensus in literature about the formal 

definition of relationships (Zolkiewski, 2004; Damkuviené and Virvilaité, 2007; and Walz, 

2009). All we have is either tentative definitions or contextual ones. Hence, it is time and 

pertinent at this stage to try, to define ‘relationship’ for comprehensive future research, both 

in the field of marketing and other sciences interested in interpersonal relationships. 

 

In everyday language, relationship is often referred, to describe a connection or 

association between two or more people or things (Foo et al, 2008). At the simplest level, 

relationships describe the state of affairs between two entities, living or non-living (Godson, 

2009). Similarly, Kenny et al. (2006) put it as follows, “the dyad is arguably the fundamental 

unit of interpersonal interaction and interpersonal relations. Many of the phenomena studied 

by social and behavioural scientists are interpersonal by definition, and as a result, 

observations do not refer to a single person but rather to multiple persons embedded within a 

social context”.  Hence, we cannot just study individuals and hope to derive meaningful 

conclusions about relationships. To understand relationships, we must consider at least 

dyadic data (Kenny et al., 2006). This is where we encounter a methodological problem. The 

standard statistical methods often make the assumption of independence, but dyadic data 

typically violate this assumption. This point will be further elaborated in chapter 5 of this 

thesis. However, for the moment it would suffice to note that recent methodological 

developments have made it possible to take care of, what might be referred to as, the 

interdependence assumption. Owing to this and few other reasons, studies reporting dyadic 

analysis data are a recent phenomenon. Moreover, in marketing literature, finding examples 

of true dyadic studies are rare. Most of the attempts of dyadic studies in Marketing pertain to 

the Sales & Distribution Management area, but here too true dyadic analysis is rarer. Often 

inferences about dyads are drawn using responses of either of the parties. Hence, there is a 

need for more numbers of dyadic studies in marketing field. 
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1.2.1 The Literary Background and Significance of the Research - In light of the 

above discussion, one may find that at least three gap areas have been alluded to. The first 

one is need for more studies, about BtoC transactions and relationship structures in light of 

RM orientation. The second is the lack of a formal definition of relationships and the need for 

defining it. In addition, the third one is the importance of more numbers of studies using 

dyadic analysis of data, for better understanding of the relationships. This section shall 

selectively cite literature and furnish an overview of the background and significance of this 

thesis. It would also identify few more gap areas that exist in literature, particularly those 

concerning buyer-seller relationships. Relationship develops between a customer and an 

organization, when there are benefits to both from one or more exchanges (Bolton and 

Bhattacharya, 2000). For a profit-maximizing firm, the benefits of a relationship with end 

users arise from the economics of retention, insulation from competition, and so forth. For the 

customer, the benefits of a relationship with the organization include customization and 

decreased costs due to efficiencies in dealing with known suppliers, including lower search 

costs and risk reduction. However, organizations adopting RM based strategies recognize the 

importance of developing and maintaining long-term cooperative relationship with other 

firms and/or consumers (Hunt, 1994 and 1997). Nevertheless, it also requires considerable 

time, resources and efforts. Hence, it makes sense to engage in RM only if there is, what 

Gummesson (2002) refers to as, considerable “Return on Relationships” (ROR). The later, 

than goes on to say, “It was less comforting to learn that ROR was not well correlated to 

loyalty”. Then, he adds further, “There is a paradox that states that the less profitable 

customers are, the more satisfied they are, while the more profitable customers are, the less 

satisfied they are’. Recognition of the above has led to a line of research within RM 

orientation, that is, to identify the factors that account for success in RM. In the past, several 

studies have been conducted to understand the factors that account for success in RM. Long 

back, Wilson (1995) had opined that the factors contributing to success in relationship 

marketing are - commitment, trust, co-operation, mutual goals, interdependence/ power 

imbalance, performance satisfaction, adaptation, social bonds, structural bonds, summative 

constructs, shared technology, non-retrievable investments, comparison level of alternatives. 

Similarly, Hunt et al (2006) have identified - relational factors, resource factors, competence 

factors, internal marketing factors, information technology factors, market offering factors, 

historical factors, and public policy factors; influencing success of relationship marketing. In 
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the referred article, authors have attempted to answer three “why?” questions about RM, and 

have proposed an elaborate model of “factors accounting for relationship marketing success”, 

based on prior publications. Rese (2006) has opined that the Hunt et al article titled “The 

explanatory foundations of relationship marketing theory” is a rich article because it provides 

extraordinary numbers of academic and research openings. Rese, then goes on to suggest that 

the next step would be to transform this model into well defined hypothesis and test them 

empirically. More discussion in this regard will be done in chapter three to six of this thesis. 

The referred portion empirically tests a segment of this model. Empirical support has been 

sought for studying relationship between the Relational Factors and a couple of the proposed 

outcomes, suggested by this theoretical model. Relationship satisfaction and customers’ 

propensity to stay i.e. customers’ loyalty are the proposed outcomes constituting the 

dependent variables of this study.  

 

The relational factors view suggests that a successful relationship marketing results 

from certain aspects of relationships that characterize successful relational exchanges. Hunt et 

al (2006) have reported that, “although extant research identifies numerous factors associated 

with successful relational exchanges, the six factors cited most often are trust, commitment, 

cooperation, keeping promises, shared values and communication”. Likewise, four relational 

constructs such as trust, commitment, co-operation and satisfaction, were identified to be the 

key relational factors (Brennan et al., 2003; Wilson and Bernnan, 2003). Peltier, 

Schibrowsky, Schultz and Davis (2003) have proposed that values, motivations, beliefs, 

attitudes, and lifestyles nurture individualized buyer-seller relationships. In literature, studies 

about the relational factors have collectively referred the later as Relationship Orientation 

(RO). Though, RO has been studied in the past (Ganesan, 1994), it happens to be a construct 

that has not yet got an elaborate scale of its own (Sin et al, 2005). Then Sin et al., have gone 

on to propose a Relationship Marketing Orientation (RMO) scale. It intends to measure 

relationship orientation in BtoB context. The factors considered by them are - trust, bonding, 

communication, shared value, empathy and reciprocity. However, for BtoC context we still 

do not have a RO scale. Therefore, this thesis has proposed one scale for the purpose.  

 

The product Category Characteristics too seem to influence RM. Bolton and 

Bhattacharya (2000) proposed “customers will have a greater propensity to engage in 
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relational behaviours in categories characterized by greater heterogeneity among alternatives, 

higher perceived switching costs and higher levels of perceived risk”. They have cautioned 

however, “our typology does not imply that - when heterogeneity, switching costs and 

perceived risks are high, customers will persist with the same provider or product forever”. 

Their typology presented (Table-1.26), it can derive from the table that, for the financial 

services in general, the marketers and firms have a higher scope of benefit by engaging the 

customers through RM; since in this case the customers’ propensity to stay with the service 

provider is higher. The financial services industry has been undergoing significant 

competition in recent years. This competition has left many financial service providers 

(FSPs) struggling to determine an appropriate strategic marketing programme for market 

share of individual, such as customer lifetime value (CLV). FSPs understand the importance 

of customer relationship, which might lead to customer retention and loyalty, resulting in 

business growth and profitability. As noted earlier, RM related literature shows that most of 

the studies have so far focused on business-to-business (B2B) marketing and channel 

relationships. Although research investigating and defining relational selling behaviours 

exists in sales literature, it is limited (Jolson, 1997). Thus, the retail buyers and sellers of 

financial services sector are the respondents in this study.  

Table-1.26: Product Category Characteristics Facilitating 
Relationship Marketing 

  Low Risk High Risk 
  Homogeneous Heterogeneous Homogeneous Heterogeneous 
Low Switching 
Cost  

Packaged goods, 
Telephone Service 

Retail 
merchandising 
Restaurants 

Airlines, Hotels, 
Package Delivery 

Hair salons, 
Clothing, OTC 
medicine 

High Switching 
Cost 

Cable TV, Car 
Insurance 

Computers Life Insurance Housing, Child Care, 
Financial Services 

 

To highlight, the significance of this study the following may be stated. The 

salespeople play a key role in the formation of long-term buyer-seller relationships. They are 

the primary link between the buyers and sellers, and have considerable influence on the 

buyer’s perceptions of reliability, the value of the services and consequently the buyer’s 

interest in continuing the relationship. Buyers often have greater loyalty to salespeople than 

they have to the firms employing the salespeople (Weitz, 1999). While transactional 

exchanges may dominate the portfolio of most sellers, the relational exchanges provide the 

greatest opportunity for developing strategic advantage and realizing extra-normal profits 
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from exchange relationships. Moreover, Martin & Bush (2006) have also opined that, 

“Scientific investigation of relational selling is in its formative stages. Most importantly 

further theory development and examination are required if sales management researchers are 

to understand the variables influencing, and the impact of, customer-oriented selling”. Thus, 

in addition to the gaps already cited at the beginning of this section, it may also be noted that 

better understanding of relational factors is needed in case of BtoC personal selling. Since, 

the later is concerned with lowering risk & costs of search of the customer and can lead to 

customer retention, loyalty and higher profitability. None of the studies has so far focused on 

the effect of relational factors on dyadic buyer-seller relationship in personal selling of 

financial services. Further, consumers’ overall assessment of the strength of the relationship; 

i.e. relationship quality, determined by satisfaction, trust and relationship commitment, and 

its implications for personal selling of financial services, is lacking in literature. So far, 

studies have not found out how the buyer seller relationship can be improved for efficiency 

and effectiveness in personal selling of financial services. In this context, in light of the gaps 

identified this thesis, shall make a significant contribution.  

 

Broadly, the thesis presents the findings of a series of studies attempting to bridge the 

above-mentioned gaps, with help of primary data. The data concerns buyer-seller relationship 

between ‘personal sellers of financial services’ and their ‘most preferred retail customer’ in 

the state of Orissa, India. Some aspects of, Financial System and BFSI (Banking, Financial 

Services and Insurance) Market of India and Orissa, have already been elaborated in the 

section 1.1 and in its seven subsections. The following sub-section briefly summarizes the 

research problem and objectives of the thesis.  

 

1.2.2 Research Problem and the Objectives - Based on the above discussion 

presented in sections 1.2 and 1.3 (and it will be elaborated later, in chapter-2 in particular), 

this section summarises the issues and problems that this thesis tries to address. Succinctly, 

the Research Problem of this thesis is as follows - “How does the relational factor/s 

orientation, in dyadic buyer-seller relationship, affect relationship satisfaction and buyers’ 

loyalty towards the seller?” The thesis is concerned with another general issue i.e., through 

one of the studies, it tries to define “what relationship is”. 
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Research Objectives: 

R.O-1. To explore the dimensions of relational factors’ orientation among buyer-seller 

dyads of retail financial services. 

R.O-2. To develop scales and instruments for measuring the dyadic relational factors 

orientation of buyer-seller dyads and dyadic relational outcomes in the context of 

retail selling of financial services. 

R.O-3. To find out the degree of similarity or dissimilarity between buyer-seller dyads of 

retail financial services, with respect to relational factors; relationship satisfaction, 

and perception about loyalty towards the seller.  

R.O-4. To explore a dyadic model for buyer’s loyalty in financial services by incorporating 

the dyadic perspectives of buyers and seller, particularly their relational factors 

orientation; the meditational effect of dyadic relational satisfaction; and dyadic 

perception about buyer’s loyalty towards the seller. 

R.O-5. Last, but not the least, to propose a definition of ‘relationship’ in the domain of 

Marketing in particular and Social Sciences in general. 

 

1.2.3 A Summary of the Thesis Design - Rest of this introductory chapter provides a 

brief overview of the different parts and chapters of the thesis. This thesis has seven chapters 

besides the present one. The chapters are as follows serially – 2) Review of Literature, 3) 

Research Methodology, 4) Scales and Development of measurement instrument, 5) Dyadic 

Data analysis, 6) Model testing, 7) Relationships: An overview, importance and towards a 

definition, 8) Discussion, Conclusion and future research. These chapters respectively deal 

with the following. 

 

Chapter two, in general, reviews the literature concerning buyer-seller relationship; 

factors/models proposed for success in RM and other concepts relevant for the primary focus 

of the thesis. This chapter on review of literature, has been divided into, three sections. The 

first one is a structured review of literature on dyadic Buyer-seller relationship (2.2). And, the 

second one is a review of various ‘Buyer-seller relationship models’ (2.3). Finally, the section 

2.4 provides a short overview of the factors and constructs to be studied, for an exploration of 

a dyadic model. Thus, the chapter provides a general review of literature for chapters 3 to 6 

and research objectives 1 to 7. In short this chapter has furnished the detailed background of 
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the research problem presented in this chapter as well as the setting for four chapters that 

follows the review of literature. One of the major objectives of this thesis is to propose a 

definition of ‘relationship’ for the social sciences. The intention is to bridge a major gap in 

literature as well as to further our understanding of relationships. The later, has been briefed 

in the previous chapter, but it shall be dealt in its entirety in chapter–7. 

 

The chapter three is one of the shortest chapters of this thesis, but is a vital one. It 

has been divided into two subsections. First, is the section 3.2, it outlines the research model 

and the rival models to be tested in this thesis. The intention of all the alternative models 

proposed is to explore and develop, ‘a dyadic relational factors model for buyer-seller 

relationship success - in retail selling of financial services’. This section (i.e. 3.2) also 

provides a summary list of hypothesis based on the proposed research model. It is followed 

by section 3.3, which provides a summary account of some of the important research tools 

and techniques.    

 

The chapter Four describes the process and the steps followed in selection of scale 

items and finalization of the measurement instruments to be used for studying dyadic buyer-

seller relationship. The discussion has been divided into the following four sections. First is 

section 4.2 which is a short account of various measures available in literature with respect to 

different factors and constructs being studied. It also highlights the need for developing 

Dyadic Relational Factors Orientation (DRFO) scales. Then there is section 4.3, which 

presents the details regarding the pre-testing, pilot testing and an overview of the field study 

that the initial list of items (Table 4.1) were subjected to. Thus, in short, it describes the 

methodology adopted for this chapter. The next section (i.e. 4.4) presents, an analysis of the 

data gathered from the buyers during the field study, as well as, the Buyer’s DRFO scale 

development process. Similarly in section 4.5, an analysis of the data gathered from the 

sellers during the field study has been presented, along with, the Seller’s DRFO scale 

development process. Primarily based on the findings of these two sections and this chapter 

in general, the instruments of measurements were finalized for the two subsequent chapters. 

Before conclusion, section 4.6 which, tries to provide a comparative account of the key 

findings of this chapter, based on the analysis presented in previous two sections. 

 

The chapter Five deals with an overview of dyadic study methodology, and the 

dyadic data collection from real life ‘buyer-seller dyads’ of financial services.  An analysis of 



23 
 

the actor effects has been presented based on the dyadic data. Based on its output and 

inferences, the research model and the rival models have been tested in the next chapter. 

Hence, chapter five of this thesis can be referred to as one of the most important chapters. In 

order to address the above purposes the chapter has been divided into the following seven 

sections, excluding the conclusion (i.e. 5.8). Section 5.2 provides a general overview and 

important issues involved with dyadic analysis of data. This section also discusses the choices 

and rationale behind the specific dyadic methodology that has been adopted in this study. The 

third section (i.e. 5.3) deals with the sampling and data collection procedure that has been 

employed. The process resulted in two data sets consisting of the buyers’ and sellers’ DRFO 

and relationship outcome (i.e. relationship satisfaction and buyers loyalty). The next five 

sections of the chapter (i.e. 5.4 to 5.8) present the analysis of the above-referred two data sets. 

To begin with, the normality of the data gathered is tested to check whether there is any need 

for data normalisation (section 5.4). Then in the section 5.5 scale, reliabilities have been 

furnished and dimensions of the DRFO for the buyer’s and the seller’s redefined with help of 

Exploratory Factor Analysis (EFA). Next, with help of Confirmatory Factor Analysis (CFA) 

and Structural Equation Model (SEM) in the section 5.6 and 5.7 respectively, the data 

collected through dyadic survey instruments of buyers and sellers have been analysed. Each 

of these two sections has explored the relationships among three relational constructs of the 

respective dyadic survey instruments. Then, before conclusion, there is the section 5.8, which 

uses Artificial Neural Network (ANN) analysis to explore preliminary support for the 

research model (presented in chapter three). Rest of the dyadic analysis culminates in the next 

chapter with Actor-Partner Interaction Model (APIM) testing.  

 

The chapter Six deals with the analysis of the dyadic data gathered about buyer-

seller relationship and the inferences drawn. To begin with there is an overview of 

operational issues related to dyadic analysis of mixed variable data. Next, several dyadic rival 

models to be tested in this chapter are developed and analyzed. Then the key findings of 

dyadic data analysis have been reported. Finally, the best model is selected amongst the rival 

model specifications after comparing their model fitness indicators. The chapter culminates 

with a discussion of the dyadic model thus developed. Accordingly, this chapter has been 

divided into the following sections. The section 6.2 gives a brief theoretical overview of 

APIM. Next, in the section 6.3, the methodology followed in this chapter has been outlined. 

Then in section 6.4, the findings of the analyses conducted to ascertain, 1) the 
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nonindependence of the data, through Canonical Correlation Analysis (CCA), and 2) the 

distinguishability of the dyads (based on CFA of dyadic factor pairs), has been furnished. 

Thereafter in the section 6.5, the findings of model testing has been reported as well as 

compared with other models to select the best model. Finally before conclusion, there is 

section 6.6; which discusses the model thus developed. 

 

The Chapter seven of the thesis has been titled “Relationships: An overview, 

importance and towards a definition”. The ‘Relevance of the study and objectives’ section of 

this chapter, states two corollary objectives addressed by it, in addition to the research 

objective 5 of the thesis. The first corollary objective is, “to review the literature for various 

contextual and overall studies pertaining to definition of relationships, in the social science 

domain”. And the second corollary objective is, “to identify the dimensions of Interpersonal 

Relationships, based on the findings of first corollary objective”. The conceptual domain of 

marketing happens to be exchange relationships (Kotler and Levy 1969, Hunt 1983, Dwyer, 

Schurr and Oh 1987, Hunt 2002). Hence understanding the nature, structure and science of 

relationship is one of paramount importance in marketing. Thus, defining relationship would 

lead to better understanding of marketing. It has been noted above, that marketing is not the 

only domain that is interested in relationships; there are others as well. Yet, a formal 

definition of relationship is still awaited. A common formal definition of relationships may 

lead to a better integration of different domains within social sciences. The endeavour of the 

author, in this chapter, has two dimensions. First is to try and summarise the meaning of 

relationship in the social science domain, of which marketing is a subset. Second is to discuss 

the findings and invite suggestions so that this vital concept may have a formal definition. 

This part uses content analysis of previous publications concerning relationship to extract 

various themes about relationships. Next, an empirical study was conducted, using data 

collected through a survey of respondents. The analysis of the data has been done using three 

statistical techniques i.e. Factor analysis, RIDIT Analysis and Correspondence Analysis. This 

part concludes by proposing a formal definition about relationships that intends to bridge a 

vital gap that exists in literature.    

 

At the end, chapter eight presents a summary discussion with respect to the major 

findings of all the studies undertaken and their implications. Special attention has been paid 

to the proposed “dyadic relational factors model for buyer-seller relationship success - in 
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retail selling of financial services”; and the relationship definitions developed. Later, this 

chapter focuses on the limitations of the study and directions of future research. Finally, the 

chapter ends this report with the concluding remarks. 
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Review of Literature 

2.1 Introduction 

This thesis is primarily concerned with the question as to - how the relational factor/s 

orientation, in dyadic buyer-seller relationship, affects relationship satisfaction of the dyadic 

members, and buyers’ loyalty towards the seller in retail selling of financial services. To 

understand the same, a dyadic research methodology has been used. The later will be 

discussed in chapter-3, 5 & 6. Rest of this chapter has been divided into, three sections. The 

first one is a structured review of literature on dyadic Buyer-seller relationship (2.2). And, the 

second one is a review of various ‘Buyer-seller relationship models’ (2.3). Finally, the section 

2.4 provides a short overview of the factors and constructs to be studied, for an exploration of 

a dyadic model. Thus, chapter-2 provides a general review of literature for the chapters 3 to 

6. Another major contribution of this thesis is, to offer a formal definition of ‘relationship’ for 

the social sciences in general. The intention is to bridge a major gap in literature as well as to 

further our understanding of relationships. The later, has been briefed in the previous chapter, 

but it shall be dealt in entirety in chapter-7. 

 

2.2 Dyadic Buyer-seller relationship  

In the Thirty Relationship model 1  (30R model, Gummesson, 2002), the first 

relationship of marketing i.e. R1 is the relationship between – ‘the customer and the supplier’ 

or ‘the buyer and the seller’. In simple words, it refers to the relationship that exists between - 

the one who sales something and the other who buys from the former. According to the 30R 

model, this is ‘the parent relationship of marketing”. Moreover, the ‘the buyer and the seller’ 

constitute what might be referred as ‘the classic dyad of marketing’. As regards literature on 

dyadic buyer-seller relationship, Whyte (1948) and Lombard (1955) are found to be the 

vanguard researchers. The former had examined the buyer-seller interaction process 

respectively in restaurant industry (i.e. between waitress-customer dyads). And, Lombard had 

studied the same in retail industry (i.e. customer and the salesgirl interaction). However, it 

was Evans (1963), who for the first time suggested that the buyer-seller relationships are 
                                                           
1 The 30R model of relationship marketing by Gummesson has put forth thirty different marketing relationships 
to be considered as a new paradigm of marketing strategy. It is one of the myriad models (refer appendix–x) 
being proposed as an alternative for the 4P’s model (product, price, promotion and place) of traditional 
marketing also known as the transactional marketing. 
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dyadic in nature and it is necessary to look at both parties of a sales process as a dyad. In his 

study concerning insurance agents and their prospects, he concluded: "the more alike the 

salesman and his prospects are the greater would be the likelihood of a sale”. Further, he had 

proposed that the success of a sale was determined by the interaction between prospect and 

salesperson, and not solely by particular characteristics of one or the other party to the 

interaction. On the other hand, the theoretical roots and justification for lasting buyer-seller 

relationships can be traced to the social exchange theory (Hieder, 1958; Homans, 1961). The 

Social exchange theory views the exchange relationships as dynamic and assumes processes 

evolve over time as the actors mutually and sequentially demonstrate their trustworthiness 

(Hallen, Johanson & Seyed-Mohamed, 1991).  

 

Following the proposition by Evans (mentioned above), there have been many studies 

in marketing literature those have focused on dyadic aspect of business relationships in 

diverse contexts. Efforts of researchers have grown many folds since 1983 after Berry 

formally coined the term Relationship Marketing (RM). Thus, in order to understand the 

marketing literature with respect to ‘dyadic buyer seller relationships (DBSR)’ in a better 

manner and to identify areas of gap for future research, a structured review of literature was 

undertaken. In the said review, the following steps were followed.  

 

2.2.1 Steps taken for the structured review of literature - To begin with, the major 

electronic databases (i.e. Ebsco, Proquest, JSTOR, Sage online, Science direct and so on) as 

well as the internet was explored to gather an extensive base of background literature. While 

searching each of the resources, all combinations of the following two sets of search terms 

and phrases were used. The first set had the following terms i.e. selling, marketing, dyad, 

dyadic and relationship. The second set consisted of the following phrases i.e. Buyer-seller; 

buyer-supplier, customer-seller, customer-employee and client employee. This search 

covered all the research works for the period 1966 to 2010 (August). The reason for fixing 

the earliest date at 1966 is that, that is when the first dyadic empirical work was published 

after Evans (1963). In this work, Tosi (1966) studied the interaction between buyer-seller 

dyad of pharmaceutical channel sales (i.e. wholesale drug salespersons and retail 

pharmacists). Parallel to the above opinions were sought from several researchers, faculties 

and authors of marketing fraternity to identify classic works about DBSR, and the same were 

referred. 
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These two exercises resulted in a compilation of more than 2500 unique literary 

works consisting of published articles, doctoral dissertations, book chapters and books 

(hereafter referred to as the X-files). In the next level, only text portion of the X-files thus 

compiled (i.e. excluding the reference section) was again searched using the in-built search 

option of Microsoft Windows. This process in turn resulted in a list of 947 unique X-files. 

Then, the researcher went through each of them paying special attention to the study 

objectives, research design and inferences. Finally, 172 X-files were retained, which can be 

considered as constituent of relevant literature with respect to DBSR. A summary has been 

presented in Table 2.1 and a detailed list is furnished as (Appendix – 2). In rest of the 

structured review of literature, only this set of 172 X-files has been considered for further 

discussion. In the next stage of the structured review process, these representative literatures 

thus retained have been classified. But, before reporting the findings of the classification let’s 

have a look at what could be some of the alternative ways of classifying the studies on DBSR 

a) To segregate them into two broad groups on basis of the general context where in the 

relationship is being studied. First one can be study of relationship between an 

individual seller and an individual retail customer i.e. BtoC context. The second 

alternative to the former is to focus on buyer-seller relationship among two different 

organisations. The later is addressed as Industrial marketing and Business to Business 

(BtoB) marketing context.  

b) To segregate them into two broad groups on basis of the general methodology or the 

nature of the study. One could be the conceptual or review works i.e. secondary 

research. And the other would be various types of primary research following either 

quantitative or qualitative research methods employing any kind of research 

techniques like survey, observation, experiment, or simulations etc. 

c) Various others ways of classification are possible like - the objectives of the study, 

stage of relationship, and the units of analysis etc. On basis of the last criterion, the 

studies can be segregated into two groups. In the one group, dyads are the unit of 

analysis and in the second would those researches where in either of the members of 

the dyad were studied, yet conclusions were drawn about the dyadic relationship.  

d)  Similarly the studies can also be classified based on the specific industry contexts 

where in the study has been conducted. 

 

Primarily this thesis, as mentioned above, is concerned about certain aspects of dyadic 

buyer-seller relationships in a specific retail or BtoC selling context. Thus, the review was 
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designed to produce an outline about the general state of research affairs on dyadic buyer-

seller relationships. Moreover, during the process specific attention was paid to empirical 

research works concerning ‘dyadic buyer-seller relationships in retail or BtoC selling 

context’. Hence, during the further analysis of the 172 X-files all of the above-mentioned 

classifications were considered at different stages. Rest portion of this section presents the 

key findings of the structured review of literature.  

 

2.2.2 Findings of the structured review of literature Led by IMP group, Nordic 

school and other researchers, the primary focus of research within RM stream have been with 

respect to Industrial marketing and/or BtoB marketing. On the other hand, though the 

importance of BtoC centric RM is well recognized, survey of literature shows studies in this 

aspect are relatively sparse. The state of affairs with respect to DBSR is similar as well. The 

findings of the structured review are presented below.  

 

Table: 2.1 Context wise DBSR literature references (1968-2010) 

Year IBC IBB CBC CBB 
Year 
total Year IBC IBB CBC CBB 

Year 
total 

1966   1     1 1992   2 2   4 
1968 1   1   2 1994 2 2   2 6 
1972 1       1 1995   2 1   3 
1973 1       1 1997   1   3 4 
1974 1       1 1998   2     2 
1976 1   4   5 1999 1 3 1   5 
1977 1       1 2000 1 2 1   4 
1978 1       1 2001 3 3 1 3 10 
1981     1   1 2002 1 4 2 3 10 
1982   1     1 2003 1 6 5 5 17 
1983       1 1 2004 2 5 8 7 22 
1985 1   1   2 2005 1 5 2 3 11 
1986 1       1 2006   3 2 6 11 
1987     1   1 2007 1 7 5 2 15 
1988 1       1 2008   12 1 3 16 
1990 2   2   4 2009   5   1 6 
1991 1       1 2010         0 

Grand Total 26 66 41 39 172 
Notes: IBC - primary research in BtoC context: IBB - primary research in BtoB context: 

CBC - secondary research in BtoC context: CBB - secondary research in BtoB context 

 

It also highlights that, the number of research activity as regards DBSR seems to be 

biased towards BtoB context. The Table 2.2 further revealed that, in DBSR literature, 105 
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(approximately 61%) references are from BtoB context. Whereas, there are only 67 

(approximately 39%) references about BtoC context. However, if one considers a span of 45 

years (in which references were searched), it seems that research about DBSR has been quite 

limited (only 172 references were found in total). Thus, as an area of future research it holds 

a lot of potential. The findings of the structured review also showed that, primary research in 

BtoC context for DBSR is very low, since there are only 26 references (i.e. approximately 

15% of all the references). In contrast, the same for BtoB context is relatively healthy with 66 

references (i.e. approximately 38% of all references). This anomaly about DBSR in BtoC 

context was further magnified, when units of analysis was considered. It was found that there 

are only 15 references (i.e. approximately 8.7%) of DBSR literature about primary research 

in BtoC context where dyads were the units of analysis of the study.  In contrast, there are 52 

references (i.e. approximately 30%) of DBSR literature concerning primary research in BtoB 

context where dyads were the unit of analysis of the study. Thus, it can be concluded that, in 

BtoC context, there is a need and lot of scope for research on DBSR, especially using dyads 

as the units of analysis of the study. To conclude this section, some salient features of 

primary research in BtoC context where dyads were the units of analysis, have been furnished 

in the Tables 2.3 part 1 and part 2. 

Table: 2.2 Context wise and Total DBSR literature 
  BtoC of total BtoB of total Total of total 
All 67 39.0% 105 61.0% 172 100% 
Primary Research 26 15.1% 66 38.4% 92 53% 
Units of analysis are dyad 15 8.7% 52 30.2% 67 39% 

 

Table: 2.3 Salient features of primary research in BtoC context with dyads as 
the units of analysis – Part 1 

Sl. Author/S Year Industry Purpose of the study 

1 Pennington 1968 
Retail 
appliances 

Examined the bargaining behaviour of both 
salesman and customer and its relation to the 
purchase outcomes  

2 Mathews et al. 1972 

Undergrad. 
business 
majors 
students 

Reported a study of cooperative and conflict 
behaviour in an experimental buyer-seller dyad, 
focusing on the effect of perceived similarity of 
characteristics upon cooperative behaviour.  

3 Olshavsky 1973 
Retail 
appliances 

Purpose of this study was to further explore the 
theoretical and practical contributions of 
transactional data generated by Pennington 
(1968) presented above. 

4 Riordan et al. 1977 
Insurance 
selling 

The influence of attitudinal similarities on the 
dyadic interaction of salesmen and their 
prospects was examined with particular attention 
to the unsold prospect.  
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5 

Woodside 
&Taylor  

1978 
Insurance 
selling 

Field testing of, Wilson and Bambic's (1977) 
model of a multi-stage sequence of buyer-seller 
interactions. 

6 
Williams & 
Spiro 1985 

Retail sporting 
goods stores 

Study examined the customer-salesperson 
interaction from a communication perspective. 
Using a paradigm suggested by Sheth (1976). It 
studied how the communication styles of 
customers and salespeople (categorized as task 
oriented, interaction oriented, or self oriented), 
are related to outcome of sales process.  

7 
Neslin & 
Greenhalgh 1986 

MBA students 
sales game 
role playing 
exercise 

Developed and implemented a dyad-level 
procedure for testing whether the outcomes of 
buyer-seller negotiations correspond to 
settlements prescribed by Nash's theory of 
cooperative games 

8 Graham et al. 1988 

Intra-cultural 
negotiation 
simulation 

Tried to determine if face-to-face, buyer-seller 
negotiation processes vary across three Asian 
cultures and USA. 

9 
Crosby et al. 1991 Life insurance 

selling Effects of Life Insurance Price Rebating  

10 Cronin 1994 

Selling 
Simulation 
game 

Tried to determine if competence in 
communication influenced the outcomes of sales 
transactions. 

11 
Kaufman & 
Mahoney 1999 

Bar Effect of Waitresses' Touch on Alcohol 
Consumption in Dyads 

12 

Jacobs et al. 2001 
life insurance 
selling 

How verbal exchange between a salesperson and 
a prospect influences sales outcomes of an initial 
sales encounter. 

13 Too et al. 2001 
Retail clothing 
store  

Study of customer loyalty and relationship 
marketing. A dyadic exploratory/ study 

14 Inks et al. 2003 

Industry NA, 
field survey 

Examines the difference between buyers and 
sellers with respect to ethical sensitivity and the 
perceived impact of ethically questionable 
behaviour on the buyer-seller relationship 

15 

Madupalli 2007 
Auto insurance 
industry  

Integrate two major research domains – selling 
behaviours and customer equity and the 
mediational Role of Customer Trust 

Table: 2.3 Salient features of primary research in BtoC context with dyads as 
the units of analysis – Part 2 

Sl. Design & Method Key Findings 

1 

Transactions between selected customers 
and salesmen were recorded by means of a 
hidden wireless microphone worn by the 
salesman & a follow-up consumer survey. 

Bargaining behaviour between customers 
and salesmen, although not overwhelming 
in frequency or volume, exerts an important 
impact on ultimate purchase outcomes.  

2 

The instrument used to measure the effect 
of the treatment was the two-person, non-
zero-sum, mixed motive "prisoner's 
dilemma" game. 

The research hypothesis that perceived 
similarity increases the number of 
cooperative responses was supported. The 
illusion of similarity is an important 
consideration in buyer-seller interaction. 
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3 

A different approach to analyzing 
transactional data generated by 
Pennington (1968) presented above. 

The salesman can and often does dominate 
the extent and depth of alternative 
evaluation; indeed, in some cases it seemed 
that the salesman completely supplants this 
decision process. More commonly, 
however, this stage of consumer decision 
making will have to be represented as a 
complex set of dynamic interactions 
between customer and salesman. 

4 
100 male agents contacted 186 college 
students (90 sold and 96 unsold prospects)  

Sales success in a dyadic encounter may be 
a function of the degree to which the 
prospect perceives the salesperson as 
fulfilling his attitudinal and behavioural 
expectations 

5 

A total of 57 Buyers (selected on basis of 
convenience) met with 3 salespersons 
(constituted 40 selling and buying centres 
of the study). First, encounters between 
salespersons and prospects were tape 
recorded, and second, post purchase in-
depth interviews were conducted with 
members of three selling and buying 
centres (selected randomly). Protocal 
analysis and correlation analysis were 
utilized to analyze the data. 

multi-stage sequence of buyer-seller 
interactions is supported  

6 

Sample consisted of a total of 251 
customer-salesperson interactions, based 
on reports from 64 salespeople and 251 
customers. 

Communication style should be considered 
as one of the behavioural dimensions 
affecting sales outcomes in future research. 
The successful salesperson is one who 
recognizes different customer styles and 
adapts his or her communication style 
appropriately to interact with the customer. 

7 

A multivariate statistical test in which 
some parameters are estimated by 
simulation, while others are provided 
directly from the assessment of negotiator 
utility functions by means of conjoint 
analysis 

An important message of this research for 
both academicians and practitioners is the 
need to explicitly consider negotiator 
preferences. 

8 

Buyer-seller negotiations in four cultures 
are investigated in a laboratory simulation. 
One hundred thirty-eight American, 54 
Chinese, 42 Japanese, and 38 Korean 
business people participated  

For all four cultural groups, interpersonal 
attractiveness had strong influences on 
negotiation outcomes. 

9 

The experimental simulation involved 
face-to-face interactions between 93 sales 
dyads composed of a life insurance agent 
and consumer couple who played roles as 
seller and buyers in a realistic sales 
setting. Agents were practicing life 
insurance agents and consumer couples 

Findings suggest that when rebates were 
permitted, and consumers were programmed 
to expect a discount, the failure to offer a 
price reduction influenced some consumers 
to delay purchase. Most often Agents tend 
to make a fallacious assumption that they 
are selling insurance to the male head of the 
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were real-life married couples household who is much like them, i.e., 
interested and involved with the details of 
insurance. In fact, they are often wrong on 
both counts. Not only is the sale more 
contingent on the wife's reaction, but many 
males have low life insurance involvement 
and only limited interest in what the agent is 
saying. 

10 

Forty professional salespeople were 
recruited as sellers. Forty students enrolled 
at two Eastern universities were buyers. 
All subjects were told they would play a 
game which simulated a series of four 
retail sales transactions. Both members of 
the dyad rated the communication 
competence of their partner by filling out 
a modified, eleven-item, Rating of Alter-
Competence Scale  

It was found that success or failure was 
largely determined at the dyadic level; that 
is, controlling for the dyadic effect, there 
were no consistently high- or low-
performing salespeople in the experiment.  

11 

A total of 96 men and 48 women 
participated in a study on the effect of 
touch in the natural setting of public 
taverns in the United States. Participants 
in the same-gender (men-men) or mixed-
gender dyads were either touched or not 
touched by waitress confederates.  

Regardless of dyad type, participants who 
were touched consumed more alcohol than 
participants who were not touched. Men in 
the mixed-gender dyads consumed more 
alcohol when the woman was touched.  

12 

In an experiment designed - One hundred 
ninety-six salesperson-customer dyads 
were videotaped controlling for sales 
situation variables. 

Findings provide support for the idea that 
elements of task and social disclosure 
differentially influence customer 
perceptions of interaction quality and 
business relationship potential. 

13 

 Findings reveal that customers' perceptions 
of clothing stores' relationship marketing 
efforts are crucial to enhanced commitment 
and loyalty 

14 

A survey instrument was created and 
administered to 150 buyers and 150 
salespeople. The survey instrument 
contained 25 items describing ethically 
questionable behaviours 

Buyers are more ethically sensitive than 
sellers. In addition, buyers tend to view the 
impact of ethically questionable behaviour 
(on the buyer-seller relationship) as more 
negative than do salespeople. 

15 

A total of 209 dyads have been collected 
from surveying 5000 customers and 681 
insurance salespeople 

Results show that the customer trust in the 
salesperson has more significant effects on 
customer equity drivers than trust in the 
selling firm. Buyer-seller interactions where 
salesperson is the sole contact between the 
selling firm and the customer, customer 
trust in the salesperson should be the first 
priority for the organization to invest 
resources. 
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The key findings reported in the above salient features may be summarised as follows. 

Till date, the primary research in BtoC context, where dyad were the units of analysis, have 

covered only a few industries (i.e. insurance selling 5 cases, simulation 4 cases, retail stores 4 

cases, and others 2 cases). Even when field studies were conducted sample selection has not 

always been random. The variables covered are - Trust, Sellers behaviours, Customer’s 

loyalty, Communication (style and or competence), Price Rebating, Negotiation / Bargaining 

processes, Co-operation, Similarities, Ethical sensitivity, and Conflict. However, in this 

context, some prominent relational variables that have not been given due importance are - 

relational satisfaction, commitment, role of promise keeping etc. Thus, in short, DBSR in 

general and BtoC selling context in particular needs further attention. Some of the prominent 

models about buyer-seller relationships proposed in literature are review below. 

 

2.3 Models of Buyer-seller relationship  

Relationships between buyers and sellers have existed since humans began trading 

goods and services (Wilson 1995). The preceding section covered the historical roots of 

studies on dyadic buyer-seller relationship and presented the important findings. The buyer-

seller relationship models, for better understanding, may be grouped under the following 

subsections – Relationship classification models (2.3.1); Dyadic process models (2.3.2); and 

the, Relationship Success models (2.3.3).   

 

2.3.1 Relationship Classification models 

Buyer-seller relationship’s Classification based on partners strategy (Campbell, 

1997) – Campbell’s classification of buyer-seller relationships (Figure 2.1) illustrates the 

interplay between ‘buyer’s strategies’ and ‘seller’s strategies’. This model has been 

developed primarily for the business-to-business exchange context, yet the model can be 

generalised to understand the dyadic interaction in retail context as well. In this classification, 

marketers and purchasers or buyers and sellers have three alternative strategies of exchange 

in relation to their counterpart. The alternative strategies are competitive, co-operative and 

command. 

1) Competitive strategy - refers to situations where either the buyers or sellers, with 

regard to the relationship, counterpart have several alternatives. And, the counterpart 
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Communication style, Orientation of the selling task, Quality of service being rendered by the 

seller, Procedure for new product development, the Values being extracted, level of Trust, 

kind of Interdependence, and Mutuality goals - the buyer-seller relationship was classified by 

Wilson into three types (Figure 2.2) – 

1) Transactional relationships represent the traditional buyer-seller relationship. The 

underlying assumption is that value is maximized by an adversarial stance within the 

relationship where the buyer plays the suppliers against one another to extract a price or 

concession. These relationships are executed under market conditions with price being 

one of the most important variables. 

Figure 2.2 How Relationships Change as They Move from Traditional to 

Facilitative to Integrative Relationships (Source: Wilson, 2000) 

 
2) Facilitative relationships are those where a supplier is a proven quality performer 

but does not add significant value to the buyer's operation. The buyer's goal is to acquire 

the products or service from the seller at the lowest total cost. Value is created in the 

relationship by lower prices and by lowering operating costs for both the buyer and seller. 

The seller captures value through volume, better forecasting of sales, lower marketing 

costs, use of supplier's space to hold inventory and insider selling. 

3) Integrative relationships evolve from the buyer's desire to bind to a reliable and 

high quality supplier that can add significant value to the buyer's product or process. As 

in facilitative relationships, value in these relationships is captured through reduced 

operational costs for both parties and also for the buyer through lower prices. In addition, 

however, the contribution that the supplier's core capabilities make to the buyer's process 

or product provides important value to the seller. 
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The buyer and seller working together in a cooperative non-adversarial way are at the 

heart of moving from transactional to facilitative and integrative relationships. 

 

2.3.2 Dyadic process models 

Dyadic Sales Process Model (Wilson, 1976) - This model is concerned with 

development of a long-term buyer-seller relationship rather than one selling situations. There 

are two underling principles of this model; one, the buyer-seller relationship develops over a 

period of time, and the other one is where the buyer is attempting to secure a bundle of 

attributes, both tangible and psychological, from the seller. The model is based on the 

premise of Homan's (1961) social exchange and has a strong similarity with AIDA model 

(Strong 1925). It begins with an initial meeting between the buyer and seller and moves 

through a number of stages, which presumably take place over time, and a number of 

meetings of the dyad. This does not preclude the adaption of the model to single contact 

situations. The five stages of the model (Figure 2.3) are as follows –  

Figure 2.3: A dyadic Sales Process Model (Source: Wilson, 1976) 

 
1) Source Legitimization - The salesperson needs to develop source credibility and 

legitimization. Unless this basic acceptability is developed, further communication is 

likely to become quite ineffective, if not impossible. 

2) Information Exchange - Problem Identification - The amount and nature of the 

information exchange is likely to be a function of the relationship established in the 

previous stage. A salesperson, perceived as an expert and similar, is likely to be given 

more information quickly than other salespersons. Next, based on the information 
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gathered, the salesperson attempts to establish the nature of the problem in order to be 

able to suggest an attribute package that will result in a sale. 

3) Attribute Delineation - In this stage, the dyad develops the bundle of attributes that 

will be exchanged. Many of the attributes will be explicitly discussed, for example, 

product features and credit terms, while other attributes may be implicitly determined. 

Interpersonal exchanges between the buyer and seller may become more important as the 

purchasing problem moves to the re-buy situation. This will be more so if there does not 

exist much scope for product differentiation. 

4) Attribute Value Negotiation - The determining of the attribute set and the exchange 

rate of each attribute can be viewed as a bargaining process. The similarity between the 

buyer and the seller may be operational throughout the total process of sales. Yet its 

power to influence behaviour may be greatest at the bargaining stage. 

5) Relationship Maintenance - In the final stage, the dyad, maintenances and builds 

upon their relationship. New personal attributes of the relationship may develop which 

enables it to grow from a business relationship to a more personal business / friendship 

relationship. A certain amount of implicit bargaining over exchange values may take 

place particularly if problems with performance attributes arise. 

 

A Contingency Model of Salesperson Effectiveness in Sales Interactions (Weitz, 

1981) - This model (Figure 2.4) considers the moderating effect of - salesperson's resources, 

characteristics of the customer's buying task, and the characteristics of the customer-

salesperson relationship have on selling behaviour and sales effectiveness. Thus, essentially it 

is a model of sales success. But, when sales effectiveness is viewed as consequent, then the 

same shall have ‘dyadic buyer seller relationship’ as one of the antecedents. This framework 

for personal selling specifies that effectiveness is related to the first-order interaction between 

behaviours and characteristics associated with the salesperson, the customer, and the dyad.  

 

Talking about the buyer seller relationship, Weitz proposed it as having four 

characteristics, namely – 1) level of conflict, bargaining; 2) relative power; 3) quality of 

relationship (similarity); and 4) anticipation of future interaction. The first, two 

characteristics of the customer-salesperson relationship had not been considered in sales 

effectiveness research till that date. Using the contingency model, he has developed five 

sets of proposition so that testable hypotheses can be derived to direct future research 
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Figure 2.5: The Relationship development Process 
(Source: Dwyer, Schurr and Oh, 1987) 

 
1) Awareness or recognition - of the feasibility of the exchange partner.  This stage is 

characterized by a bilateral interaction that marks the beginning of the next phase of the 

possible relationship (e.g., a general inquiry). It marks just the recognition of the 

feasibility of a relationship.  

2) The second stage is Exploration, which characterizes the search and trial phase, 

including the development of norms for the relationship and expectations. It has five sub-
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processes: a) Attraction - is the initiating process of the exploration phase. b) 

Communication and bargaining- is defined as the process whereby, in the face of 

resistance, parties rearrange their mutual distributions of obligations, benefits, and 

burdens. c) Development and exercise of power - is conceived as the ability to achieve 

intended effects or goals. d) Norm development - by adopting norms and establishing 

standards of conduct, emerging exchange partners start setting the ground rules for future 

exchange. And, e) Expectation of development - concerns conflicts of interest and the 

prospects for unity and trouble (trust plays an important role in this sub-process). The 

exploration phase enables each party to gauge and test the goal compatibility, integrity, 

and performance of the other. 

3) Next is, Expansion, where increased risk taking develops among the buyer-seller, 

due to establishment of trust in the relationship. This stage is also marked with continual 

increase in benefits obtained by exchange partners and their increasing interdependence.  

4) The fourth phase is Commitment - the implicit and explicit pledge of relational 

continuity. The criteria of this phase are inputs (i.e., what the parties contribute), 

durability (i.e., bonding is a factor in this criteria) and consistency. 

5) The final phase is dissolution or the possible break-up of the relationship. 

According to Dwyer et al., dissolution shouldn’t be considered as a reversal. 

 

The model is highly propositional but its importance lies in the fact that it draws our 

attention to the inherently dyadic process of power and bargaining. It is again noteworthy for 

highlighting trust as a pivotal specific expectancy, and underscoring our ignorance about 

disengagement. 

 

Integrated model of Buyer-Seller Relationship development Wilson (1995) – 

Drawing upon prior research findings from channel relationship and strategic alliance Wilson 

proposed a model for buyer-seller relationship outcome (Figure 2.6). In the article, he has 

first discussed the following as an extended list of relationship variables. However, based on 

contingency, some of the variables may not be of relevance in buyer seller relationship. 
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Figure 2.6: Stages in relationship Development 
(Source: Wilson, 1995) 

 

Commitment – is the importance of the relationship and desire to continue the 

relationship into the future. Trust – is the belief that the relationship partner will act in best 

interests of both the partners. Cooperation – means similar or complementary coordination of 

actions in interdependent relationships for achieving outcomes. Mutual Goals – stands for 

sharing of goals that can be accomplished through joint action. Interdependence/Power 

Imbalance - is a direct result of the degree of one partner’s dependence on the other partner. 

Performance Satisfaction - is the partners’ satisfaction with basic elements of the business 

relation. Comparison Level of the Alternative – is the quality of the outcome for available 

partners. Adaptation - is altering the processes to accommodate the partner. Non-Retrievable 

Investments – stands for relationship specific investments. Shared Technology - is the degree 

to which the other partner values one partner’s technology. Structural Bonds - are the forces 

that create impediments to termination of the relationship. Finally, Social Bonds – refers to 

the degree of mutual, personal friendship and liking shared by the buyer and seller. 
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However, he cautions that, our knowledge about relationships is, at the moment, in 

nascent stage. Therefore, we need to improve our concept definitions and the way we 

operationalise the concepts. However, he reaffirms that, as a first step, the integrated model 

offers a way to study buyer-seller relationships and to explore the network as series of dyads. 

The stages of Wilson’s (1995) integrated model are:  

1) Partner selection - the beginning of the relationship development when the partner 

is untested and thus reliance is on the reputation of the firm and salesperson; and the 

initial formation of social bonds is begun. 2) Defining purpose - an agreed upon set of 

mutual goals and objectives, the furthering of social bonds, and the state where trust 

becomes a major factor and lack of trust causes failure. 3) Setting relationship boundaries 

or the degree of relationship involvement from both parties. At this stage, the buyer and 

seller have developed strong mutual goals, trust, and social bonding.  4) Creating 

relationship value - where commitment, structural bonding and adaptation enter into the 

process. The competitive abilities of the hybrid of the two organizations are enhanced by 

the relationship. Finally, there is 5) Relationship maintenance. 
 

Model of buyer-seller relationships development in business markets (Ford et al. 

1998) – The model (Figure 2.7) uses the concept of learning (each other’s uncertainties and 

abilities), investment (tangible and intangible resources), adaptation (formal and informal), 

trust and commitment (level and history) and distance (social, cultural, technological and 

time) as it analyses the evolution of the business process. This model talks about four stages 

of buyer-seller relationship. 

1) Pre-relationship – This stage answers questions like - What will the customer and 

seller get from the relationship; is the partner trustworthy; how much they would have to 

invest; to what extent they have to adapt; and what will they learn from the cooperation. 

2) Exploratory stage – in this stage the partners engage in detailed discussions about 

possible future modalities of the relationship. During the negotiations the partners learn 

from each other’s procedures and operational styles. Partners have not yet demonstrated 

their willingness to commit to the relationship as no concrete investment or adaptations 

have been made at this stage. So far, only the time of the management and the experts 

who participated in negotiations has been consumed. 
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3) Development stage - Usually the contracts are signed for actual projects to start 

and adaptations processes start in practice. The business between the partners grows in 

volume and relationships on several planes are tied. This stage is characterized by mutual 

learning as a consequence of diverse know-how exchange. Trust and commitment is built 

by positive willingness to adapt and companies find the informal adaptations as major 

indicators of commitment to the nascent relationship. However, only rational business is 

conducted with formal written contracts. In this stage too extensive preparation of formal 

contracts can show possible mistrust. 

Figure 2.7: Development of buyer-seller relationships in business markets 
(Source: Ford et al. 1998) 

 

4) Stable stage - is reached when the partners have obtained certain stability in 

learning, adaptation and commitment to the relationship. Cooperation has become a 

routine process; companies have established standard routines and communication 

channels. This is in general a stage that the companies strive towards as at it the 

companies start to skim off the benefits of the relationship by building commitment and 

trust that easies the cooperation on all levels and aspects. The cooperation is 

institutionalized and less and less time is consumed by the management and procedures of 

the relationship. Business runs smoothly between the companies.  
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The problem with this stage model is that, it does not describe how and why to move 

to the next stage i.e. the mechanism and procedures by which the stages follow each other. 

Therefore Ford et al. (1998) remind that the unfolding of the business relationship is not a 

linear process aiming in one direction leading up to the optimal final state. During the 

development process, there is no certainty as to which stage will unfold and if they unfold, 

then to what extent. 

 

2.3.3 Relationship success models 

Factors Influencing the Effectiveness of Relationship Marketing (Palmatier et al. 

2006) - Using a meta-analysis framework, Palmatier et al. provided evidence for the 

intervening role of relational mediators between relationship marketing (RM) strategies and 

exchange outcomes.  

Figure 2.8 Relational Mediators Meta-analytic Framework 
(Source: Palmatier et al. 2006) 

 
The fundamental premise, that RM positively affects performance, is supported 

(Figure 2.8) but they have highlighted that the above relationship is more complex than what 

is currently being suggested in the extant research. Their findings also suggest that RM is 

more effective when relationships are more critical to customers (e.g., service offerings, 

business markets etc.) and when relationships are built with an individual person rather than a 

selling firm (which partially explains the mixed effects between RM and performance 
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reported in previous studies). Some of major findings of the above-mentioned met analysis 

are – 

• Expertise, communication, and similarity to customers are some of the most effective 

relationship-building strategies. 

• All proactive RM efforts may be wasted if customer conflict is left unresolved. 

• The relative effectiveness of RM strategies depends on the relational mediator 

investigated. 

• No single relational mediator captures the full essence or depth of a customer-seller 

relationship; the findings support a multidimensional perspective of relationships. 

• The classic mediating model of RM (Morgan and Hunt 1994) should be adapted to 

include alternative mediated pathways (e.g., reciprocity). 

• Dependence is not an effective relationship-building strategy but can improve 

performance in other ways, possibly by increasing switching costs and barriers to exit. 

 

Palmatier et al. have concluded by calling on researchers in the domain of relationship 

marketing to concentrate on RM strategies generate the highest return on RM investment. 

 

Model of relationship marketing success (Hunt et al. 2006) – attempts to provide 

answers to one of the important questions in relationship marketing: why are some efforts at 

relationship marketing more successful than others? Based on review of extant literature on 

relationship marketing, they have outlined and discussed eight factors that influence success 

of relationship marketing-based (RM-based) strategy (refer, Figure 2.9)  –  

1. Relational factor - The relational factors view has identified numerous factors 

associated with successful relational exchange but the following six factors are cited most 

often. They are - trust, commitment, communication, cooperation, keeping promises, and 

shared values. Thus, either all of them or suitably selected relational factors (based on 

contingency factors) should be nurtured. 

2. Resource factors – Refers to tangible or intangible entity available to the firms / 

relational partners that enables them to produce efficiently and/or effectively a market 

offerings that has value for some market segment. These recourses may be supplementary 

(i.e. common to both partners and useful for the relationship) or complementary (i.e. 

unique to a given partner yet useful to the relationship) resources. In addition, there are 



48 
 

the idiosyncratic resources (those are developed during the life of a relationship; by 

combining the resources of partners; and are unique to the relationship). Based on 

previous research, it is suggested that for success of RM-based strategy, idiosyncratic 

resources are the most prominent. 

Figure 2.9: Factors accounting for relationship marketing success 
(Source: Hunt et al. 2006) 

 
 

3 Competence factors – may be defined as an ability to sustain coordinated 

deployment of assets in a way that helps a firm / seller or buyer to achieve its / his or her 

goals. Often these are difficult to accurately describe and are deeply rooted in action, 

commitment, and are context specific. These are of two classes, first, alliance competence 

(ability for finding, developing, and managing alliances) and second, market-relating 
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capability (which develops under organisational orientation that makes customer retention 

a priority and / or building relationships makes market sense etc).  

4 Internal marketing factors - Internal market orientation increases internal aspects of 

performance (e.g. employee satisfaction and employee commitment), which, in turn, 

impacts positively both the firm’s external market orientation and external aspects of 

performance (e.g. customer satisfaction and profit). 

5 Information technology factors – RM-based strategy urges marketers to develop 

inter-organizational information systems, integrate their information and communication 

infrastructures, and implement CRM programs to manage efficiently and effectively their 

customer relationships. 

6 Market offering factors - A market offering is a distinct entity that (1) is composed 

of a bundle of attributes, which (2) may be tangible or intangible, objective or subjective, 

and which (3) may be viewed by some potential buyer(s) as a want satisfier. Thus the 

focus ought to be on relationships that can provide access to high-equity market offerings 

and/or contribute to the development of high-equity market offerings. 

7 Historical factors - Developing successful relationships requires time. For success of 

RM-Based strategies - timeliness, opportunistic behaviours should be minimized, benefits 

derived from the relationship are equitably distributed, and termination costs - should be 

amplified. 

8 Public policy factors - As with other marketing strategies, RM-based strategies too 

are affected by public policies. Often the legal system sets boundaries for all forms of 

exchange, including relational ones. Therefore, rules and regulations must be taken into 

account for adoption and implementation of relational exchange to enhance societal 

benefit. 

 

Extant literatures as well as Hunt et al. (2006) inform us that, not all of the points of 

the above model may be equally important in all contexts, - for RM based strategies. 

Moreover, it is worth noting here that just like the findings of Palmatier et al. study 

(discussed above), this model too is very vast to be made operational within the ambit of a 

single study. Rather both of them open up several opportunities for researchers with respect 

to directions of building robust models concerning influence of RM on outcomes. Finally, 

this section shall conclude with an overview of Dash et al. (2007) conceptual model for 

Long-Term Buyer-Seller Relationships across different cultures. Though, this model has not 
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directly been built upon the above-mentioned success models of RM (i.e. Palmatier et al. 

2006) and Hunt et al. 2006), yet it seems to be a logical upshot. The Dash et al. (2007) model 

talks about success / outcome of Buyer-Seller Relationships in terms of commitment in a 

specific context. 

 

Model for Long-Term Buyer-Seller Relationships across different cultures (Dash 

et al. 2007) - Grounded on extant literature, this model (Figure 2.10) uses commitment as the 

representative indicator of the state of long-term buyer-seller relationships (i.e. the main 

outcome, or construct of this model is commitment). Trust and satisfaction have been 

proposed as two important constructs antecedent to commitment. Satisfaction has proposed to 

affect commitment through trust. The remaining constructs of the model are - 

communication, cooperation, relationship duration, interdependence, interdependence 

asymmetry, social bonding, and structural bonding. The later ones constitute the relationship 

atmosphere surrounding long-term buyer-seller relationships.  

Figure 2.10 Model of National Culture’s Moderating Role in Long-Term Buyer-
Seller Relationships (Source: Dash et al. 2007) 

 

It proposes that, as the relationship atmosphere between buyer and seller improves, 

the amount of satisfaction, trust and commitment in the relationship too increases. The model 



51 
 

intends to offer a comprehensive understanding of the similarities and differences in the 

relative importance of key success variables contributing to long-term buyer-seller 

relationships across cultures. 

 

In light of the above review of literature, the hypothetical model being proposed as 

well as its rivals that shall be investigated in this thesis, have been presented in chapter-3. The 

conceptual model and the three rival models (presented in chapter-3) differ only in the model 

specification. Those four models talk about various possible relationships among the 

following factors and constructs.  

 

2.4 A short overview of the factors and constructs to be studied  

In light of the review of literature, we may conclude that there are several factors, 

which are considered as the antecedents and consequents of relationships. Out of the many 

antecedent factors - Trust, Commitment, Communication, Co-operation, Keeping Promises 

and Shared Values (Similarities); are grouped as ‘relational factors’. However, relationships 

are complex phenomena. Hence, it is not always possible to draw strict demarcating lines 

between the antecedents and the consequents. For example, some of the above-mentioned 

antecedent relational factors (like commitment, co-operation or communication) are 

sometimes the desired consequents or mediators of relationships in certain contexts. Yet, 

factors like – Relational Satisfaction and Relational Loyalty; are most often considered as 

some of the consequents or outcomes of RM based marketing strategy. The exploration of a 

dyadic model (presented in later chapters), have confined their focus on possible interactions 

among the above-mentioned eight (underlined) factors of relationship. Thus, before 

concluding this chapter, the Table 2.4 provides a summary review of the major factors / 

constructs that shall be studied in this thesis.  

Table 2.4: The factors / constructs being studied in this thesis 

Factors Definitions  Common Aliases  

Trust  
Confidence in an exchange partner’s 
reliability and integrity 

Trustworthiness, credibility, 
benevolence, and honesty 

Commitment  
An enduring desire to maintain a 
valued relationship 

Affective, behavioural, obligation, 
and normative commitment 

Communication 

Amount, frequency, and quality of 
information shared between exchange 
partners 

Bilateral or collaborative 
communication, information 
exchange, and sharing 
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Cooperation  

Coordinated and complementary 
actions between exchange partners to 
achieve mutual goals Coordination and joint actions  

Keeping 
Promises 

moral basis on which individuals 
voluntarily impose obligation on 
themselves for mutual advantage 

value fulfilment, creating 
moments of truth, delivering 
actual value to customers 

shared values 

Commonality in appearance, lifestyle, 
and status between individual boundary 
spanners or similar cultures, values, 
and goals between buying and selling 
organizations 

Salesperson or cultural similarity, 
and compatibility 

Relationship 
satisfaction 

Customer’s affective or emotional state 
toward a relationship, typically 
evaluated cumulatively over the history 
of the exchange 

Satisfaction with the relationship, 
but not overall satisfaction 

Buyer’s loyalty 

Composite or multidimensional 
construct combining different 
groupings of intentions, attitudes, and 
seller performance indicators 

Behavioural loyalty and customer 
loyalty  

   

The Table 2.4 has been compiled with adaptations from Palmatier et al. (2006), 

Willson (1995), Hunt et al. (2006), and Jain et al. (2003). However, these factors will be 

revisited in the fourth chapter, which concerns with scale development. That chapter presents 

a summary about selection and finalisation of six scales to be used for data collection and 

exploration of a dyadic model. The six scales asses the following - 1) Seller’s dyadic 

relational factor orientation (SDRFO; based on his / her relational factors orientation i.e. 

Trust, Commitment, Communication, Co-operation, Keeping Promises and Shared Values). 

2) Seller’s dyadic relationship satisfaction (SDRS). 3) Seller’s perception about BDRL 

(buyer’s dyadic relational loyalty). 4) Buyer’s dyadic relational factor orientation (BDRFO; 

based on his / her relational factors orientation i.e. Trust, Commitment, Communication, Co-

operation, Keeping Promises and Shared Values). 5) Buyer’s dyadic relationship satisfaction 

(BDRS), and 6) BDRL (buyer’s dyadic relational loyalty). 

 

2.5 Conclusion 

In this chapter, a structured review of marketing literature has been undertaken to 

understand ‘dyadic buyer seller relationships (DBSR)’ in a better manner. The focus of this 

review was on DBSR studies in BtoC selling context, where dyads were the units of analysis. 

The  findings showed that, in BtoC selling context, the relational variables such as relational 

satisfaction, commitment and role of promise keeping have not been given due weight. Next, 
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a review of the important buyer-seller relationship models has been furnished. It resulted in 

identification of eight factors of relationship (six antecedents and two consequents). 

Essentially, this chapter deals with the first objective of the thesis. The exploration of a 

dyadic model (presented in later chapters) has confined its focus on possible interactions 

among these factors. But, before moving on to the model exploration, the next chapter 

presents the rival models and summarises the methodology adopted in rest of the chapters of 

this thesis.  
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Research Methodology 

 

3.1 Introduction 

This is one of the shortest chapters of this thesis, but is a vital one. It has been divided 

into two subsections. First, is the section 3.2, it outlines the research model and the rival 

models to be tested in this thesis. The intention of all the alternative models proposed is to 

explore and develop, “a dyadic relational factors model for buyer-seller relationship success - 

in retail selling of financial services”. This section (i.e. 3.2) also provides a summary list of 

hypotheses based on the proposed research model. It is followed by section 3.3, which 

provides a summary account of the important research tools and techniques used (chapters 4, 

5, 6, & 7) to attain the various objectives that have been set. In the introductory chapter of the 

thesis, the objectives and an overview regarding the design has already been furnished. 

 

3.2 The research model, rival models and the hypothesis 

One of the objectives of this thesis is to explore a model, which may be referred to as 

‘a dyadic relational factors model for buyer-seller relationship success - in retail selling of 

financial services’. Based on the review of extant literature, at first a hypothetical model was 

developed (Figure 3.1). This model essentially proposes that the ‘relational factor orientation’ 

of the individual members of a buyer-seller dyad affects their respective ‘relational 

satisfaction’. These two in turn affect both, the buyer’s loyalty towards the specific seller and 

the seller’s perception about the buyer’s loyalty towards him / her. Henceforth this model 

shall be referred to as the research model. The constructs / factors, shown in this model as 

well as that of the rivals models presented below, have been covered briefly in the previous 

chapter. This aspect shall again be revisited in the next chapter i.e. scale development and 

instruments of measurement.  Now let us have a look at the three rival models (Figure 3.1) 

that shall be tested and compared with the ‘research model’ during model testing in the 

chapter six. These rival models will respectively be referred to as - rival model-1, rival 

model-2, and rival model-3. These have been developed by re-specification of the research 

model and are inspired respectively by the relationship success models of Hunt et al. (2006), 

Palmatier et al. (2006), and Dash et al. (2007). The following is a short description about the 

three rival models. The rival model-1 proposes that, there is a dyadic relationship between the 

buyer’s and the seller’s relational factors orientations towards the dyad partner, and their 
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relational satisfaction and perception about loyalty of the buyer towards the sellers. The rival 

model-2, on the other hand, proposes that there is a dyadic relationship between the buyer’s 

and the seller’s relational factors orientations towards the dyad partner, and their perception 

about loyalty of the buyer towards the sellers. In addition, there is a meditational role of trust, 

commitment and relational satisfaction. Similarly, the rival model-3 proposes that, there is a 

dyadic relationship between the buyer’s and the seller’s relational factors orientations 

towards the dyad partner, and their dyadic commitment and their perception about loyalty of 

the buyer towards the sellers. In addition, there is a meditational role of trust and relational 

satisfaction. Presented below are the above-mentioned four models and the hypothesis to be 

tested.  

Figure 3.1: The Generic Rival Models 

 

Notes: For the abbreviations used in the conceptual models, refer the hypotheses presented 
below or the Tables 6.1 and 2.4. Similarly, for the original models of - Hunt et al. (2006), 
Palmatier et al. (2006), and Dash et al. (2007) refer respectively Figure 2.8, 2.9 and 2.10. In 
the above models, the single headed arrows represent predicting relationships, where as the 
double headed ones, are correlations among the factors. 
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The hypothesis to be tested 

A list of the hypothesis to be tested has been presented below. These are based on the 

proposed research model. 

Actor effect, in a buyer-seller dyad: 

H1: Buyer’s perception about his/her dyadic relational factors orientation (BDRFO), 

contributes positively to buyer’s dyadic relationship satisfaction (BDRS). 

H2: Seller’s perception about his/her dyadic relational factors orientation (SDRFO), 

contributes positively to seller’s dyadic relationship satisfaction (SDRS). 

H3: Buyer’s perception about BDRFO, contributes positively to buyer’s dyadic relational 

loyalty (BDRL) towards the seller. 

H4: Seller’s perception about his/her SDRFO, contributes positively to seller’s perception 

about BDRL. 

H5: Buyer’s perception about BDRS, contributes positively to BDRL towards the seller. 

H6: Seller’s perception about SDRS, contributes positively to seller’s perception about 

BDRL. 

Partner effect, in a buyer seller-dyad: 

H7:  Buyer’s perception about BDRFO, contributes positively to SDRS. 

H8:  Seller’s perception about SDRFO, contributes positively to BDRS. 

H9: Buyer’s perception about BDRFO, contributes positively to seller’s perception about 

BDRL. 

H8:  Seller’s perception about SDRS, contributes positively to BDRL towards the seller. 

H11: Buyer’s perception about BDRS, contributes positively to seller’s perception about 

BDRL. 

H12: Seller’s perception about SDRS, contributes positively to BDRL towards the seller. 

Agreement between buyers and seller, in a buyer seller-dyad: 

H13: There is significant correlation between buyers and sellers about their dyadic relational 

factors orientation (i.e. BDRFO and SDRFO are correlated).  

H14: There is significant correlation between buyers and sellers about their dyadic 

relationship satisfaction (i.e. BDRS and SDRS are correlated). 

H15: There is significant correlation between perception of buyers and sellers about their 

dyadic perception about buyer’s loyalty towards the seller (i.e. BDRL and seller’s 

perception about BDRL are correlated). 
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3.3 Overview of the Research Design and Methodology 

In this section, the research design for rest of the thesis is briefly summarised. Then it 

discusses some of the research techniques that will be adopted in the thesis. Selection and/or 

development of the measurement instruments used for data collection have been reported in 

chapter-4. It also reports the findings of the pretesting and pilot testing undertaken to develop 

‘Dyadic relational factor orientation’ scales for the buyers’ and sellers’ in retail financial 

services industry.  Chapter-5 elaborates the process of collection and analysis of dyadic data. 

It is this dyadic data, which has been used for model testing. Finally, the findings with respect 

to testing of the models have been illustrated in chapter-6. The above-mentioned three 

chapters are followed by the penultimate one i.e. chapter-7 of this thesis, which in entirety 

deals with a quest for a definition about relationship. The Figure 3.2 outlines the research 

design of the thesis. In short the methodology adopted, is based on the steps suggested by 

Weitz (1981), for field-testing of the conceptual model. In each of the following chapters, 

along with other details, there would be an account of the research methodology and/or 

rationale for selection of the research techniques, which have been implemented there in. 

Figure 3.2: Overview of the Research Methodology 

 

Note: * - It is a nomothetic study of voluntary and distinguishable dyads with mixed 
independent variables through a standard dyadic design (refer chapter 5 Page 87 to 92). 

 

3.4 Overview of the Multivariate Techniques employed 

Apart from using some basic statistical analysis, suitable to the specific requirements 

of a chapter, there are at least six multivariate techniques that have been employed in this 

thesis. Some of the multivariate techniques referred to are common yet some of them are not 
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so. The following is a brief discussion with respect to those techniques and it is divided into 

six sub-sections –  

 

3.4.1 Exploratory Factor analysis (EFA) - It is commonly referred to as the ‘Factor 

Analysis’. Jupp (2006) defines it as - a set of procedures used to simplify complex sets of 

quantitative data by analysing the correlations between variables to reveal the small number 

of factors which can explain the correlations. The EFA is employed to identify the main 

dimensions / constructs that will explain the inter-correlation matrix - a table showing the 

responses to each variable correlated with the responses to every other variable. One of the 

aims in factor analysis is to obtain simple structure. This means that, if there are two or more 

factors, each factor should have high correlations with a few variables and the remaining 

correlations should be close to zero. When planning to carry out factor analysis, there should 

be at least 100 respondents and twice as many respondents as there are variables. In 

exploratory factor analysis, one usually begins with a principal components analysis, which 

yields a set of uncorrelated components. 

 

The aim of factor analysis is to explain the correlation matrix with as few factors as 

possible. The number of factors to extract can be determined from a scree plot or by 

examining the eigen values of the principal components analysis. Communality is the 

proportion of the variance in each variable, which the factors explain. A factor loading is the 

correlation of a variable with a factor. The naming of factors is a subjective process; one 

examines the variables with high loadings on the factor and selects a name that summarizes 

the content of these variables. The EFA or factor analysis has been employed in the chapter-3 

and 7; SPSS 16.0 has been used for the purpose. 

 

3.4.2 Canonical correlation Analysis (CCA) - It is a multivariate statistical model 

that facilitates the study of interrelationships among sets of multiple dependent variables and 

multiple independent variables (Hair et al, 2006; Tabachnick, 2005). It is considered to be the 

general model on which many other multivariate techniques are based because it can use both 

metric and non-metric data for either the dependent or independent variables. The general 

form of canonical analysis can be expressed as – 
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Canonical correlation analysis deals with the association between composites of sets 

of multiple dependent and independent variables. In doing so, it develops a number of 

independent canonical functions that maximize the correlation between the linear composites, 

also known as canonical variates, which are sets of dependent and independent variables. 

Each canonical function is actually based on the correlation between two canonical variates, 

one variate for the dependent variables and one for the independent variables. Another unique 

feature of canonical correlation is that the variates are derived to maximize their correlation. 

 

The canonical correlation analysis is directly related to several dependence methods. 

Similar to regression, canonical correlation’s goal is to quantify the strength of the 

relationship between the two sets of variables (independent and dependent). It corresponds to 

factor analysis in the creation of composites of variables. It also resembles discriminant 

analysis in its ability to determine independent dimensions (similar to discriminant functions) 

for each variable set, with the objective of producing the maximum correlation between the 

dimensions. The canonical correlation has been employed in chapter five before proceeding 

with dyadic analysis of the data generated from the buyer-seller dyads. And, for the same, 

SPSS 16.0 has been used. 

 

3.4.3 Confirmatory Factor analysis (CFA) - CFA is a technique based on a 

framework of Structural Equation Modeling (SEM). While in Exploratory Factor Analysis 

(EFA) the data are used to derive a model in an exploratory fashion, in case of CFA, the 

model is proposed first and then is applied to the data. The question is - is it feasible that 

these data could have been generated by this process? (Miles, 2005) Thus, the technique of 

CFA analyzes apriori measurement models in which both the number of factors and their 

correspondence to the indicators are explicitly specified (Kline, 2005 and Byrne, 2010). CFA 

is appropriately used, when the researcher has some knowledge of the underlying latent 

variable structure. Based on knowledge of the theory, empirical research, or both, he or she 

postulates relations between the observed measures and the underlying factors apriori and 

then tests this hypothesized structure statistically.  
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CFA of a measuring instrument is most appropriately applied to measures that have 

been fully developed, and their factor structures validated. The legitimacy of CFA use, of 

course, is tied to its conceptual rationale just as a hypothesis-testing approach is tied to data 

analysis. That is to say, based on theory, empirical research, or a combination of both, the 

researcher postulates a model and then tests for its validity given the sample data. Thus, 

application of CFA procedures to assessment instruments that are still in the initial stages of 

development represents a serious misuse of this analytic strategy. In testing for the validity of 

factorial structure for an assessment measure, the researcher seeks to determine the extent to 

which items designed to measure a particular factor (i.e., latent construct) actually do so. In 

general, subscales of a measuring instrument are considered to represent the factors; all items 

comprising a particular subscale are therefore expected to load onto their related factor. 

Standard CFA models have the characteristics listed below - 1. Each indicator is a continuous 

variable represented as having two causes a single underlying factor that the indicator is 

supposed to measure and all other unique sources of causation that are represented by the 

error term. 2. The measurement errors are independent of each other and of the factors. 3. All 

associations between the factors are unanalyzed. 

 
Because (a) the structural portion of a full structural equation model involves relations 

among only latent variables, and (b) the primary concern in working with a full SEM model 

is to assess the extent to which these relations are valid; it is critical that the measurement of 

each latent variable is psychometrically sound. Thus, an important preliminary step in the 

analysis of full latent variable models is to test for the validity of the measurement model first 

before attempting to evaluate the structural model. Accordingly, CFA procedures are used in 

testing the validity of the indicator variables. Once it is known that the measurement model is 

operating adequately, one can then have more confidence in findings related to the 

assessment of the hypothesized structural model. This technique has been predominantly used 

in the chapter five and six; AMOS 16.0 has been used for the purpose. 

 

3.4.4 SEM - Structural equation modeling (SEM) is a statistical methodology that 

takes a confirmatory (i.e., hypothesis testing) approach to the analysis of a structural theory 

bearing on some phenomenon (Kline, 2005 and Byrne, 2010). Typically, this theory 

represents “causal” processes that generate observations on multiple variables. The term 

structural equation modeling conveys two important aspects of the procedure: (a) that the 

causal processes under study are represented by a series of structural (i.e., regression) 
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equations, and (b) that these structural relations can be modeled pictorially to enable a clearer 

conceptualization of the theory under study. The hypothesized model can then be tested 

statistically in a simultaneous analysis of the entire system of variables to determine the 

extent to which it is consistent with the data. If goodness-of-fit is adequate, the model argues 

for the plausibility of postulated relations among variables; if it is inadequate, the tenability 

of such relations is rejected.  

 
As a class of research tool, the SEM approach encompasses such diverse statistical 

techniques as path analysis, confirmatory factor analysis, causal modeling with latent 

variables, and even analysis of variance and multiple linear regressions. Several aspects of 

SEM set it apart from the older generation of multivariate procedures. First, as noted above, 

it takes a confirmatory rather than an exploratory approach to the data analysis (although 

aspects of the latter can be addressed). Furthermore, by demanding that the pattern of inter-

variable relations be specified a priori, SEM lends itself well to the analysis of data for 

inferential purposes. By contrast, most other multivariate procedures are essentially 

descriptive by nature (e.g., exploratory factor analysis), so that hypothesis testing is difficult, 

if not impossible. Second, whereas traditional multivariate procedures are incapable of either 

assessing or correcting for measurement error, SEM provides explicit estimates of these error 

variance parameters. Indeed, alternative methods (e.g., those rooted in regression, or the 

general linear model) assume that error(s) in the explanatory (i.e., independent) variables 

vanish(es). Thus, applying those methods when there is error in the explanatory variables is 

tantamount to ignoring error, which may lead, ultimately, to serious inaccuracies—especially 

when the errors are sizeable. Such mistakes are avoided when corresponding SEM analyses 

(in general terms) are used. Third, although data analyses using the former methods are based 

on observed measurements only, those using SEM procedures can incorporate both 

unobserved (i.e., latent) and observed variables. Finally, there are no widely and easily 

applied alternative methods for modeling multivariate relations, or for estimating point and/or 

interval indirect effects; these important features are available using SEM methodology. 

 
Given these highly desirable characteristics, SEM has become a popular methodology 

for non-experimental research, where methods for testing theories are not well developed and 

ethical considerations make experimental design unfeasible. The topic of SEM is very broad 

and not every aspect of it can even be covered comprehensively in a single book, let alone in 
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a short sub-section like the present one. Thus, presented below is a brief summary of the key 

characteristics of SEM –  

 

1. As mentioned, SEM is a priori and requires researchers to think in terms of models. 

But, being a priori does not mean that it is exclusively confirmatory. Many 

applications of SEM are a blend of exploratory and confirmatory analyses.  

2. The explicit representation of the distinction between observed and latent variables is 

characteristic of many structural equation models. This distinction makes it possible 

for researchers to test a wide variety of hypotheses.  

3. The basic statistic in SEM is the covariance. It is possible, however, to analyze other 

types of data, such as Means or Averages.  

4. The technique of SEM is not just for non-experimental (co-relational) data. Instead, it 

is a very flexible analytical tool, which can be applied to data from experiments, too.  

5. Many standard statistical procedures, including multiple regressions, canonical 

correlation, and the analysis of variance (ANOVA), can be viewed as special cases of 

SEM.  

6. SEM is a still a large-sample technique. That is, most applications of SEM require 

large samples. Last but not the least,  

7. It is possible to test many different types of effects for statistical significance in SEM, 

but the role of statistical tests in the overall analysis is often less important compared 

with more traditional techniques. 

 

This technique has been predominantly used in the chapter six; and for the same AMOS 

16.0 has been used. 

  

3.4.5 RIDIT Analysis - Ridit analysis is a relatively simple technique for describing 

and analyzing data recorded on an ordered, categorical scale. In biological and behavioural 

sciences, variables often have more information than dichotomous classifications but less 

than refined physical measurements hence distributional peculiarities can affect the validity 

or power of standard statistical methods. In such cases, after simple empirical probability 

transformations of the variables, ridit analysis ensures robustness of standard methods. We 

may quote the inventor of this analysis to understand its meaning and relevance: -   
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“In 1950s studies of crash-injuries in highway accidents, the response variable 

used a graded scale (e.g., none, minor, moderate, severe, fatal). The common 

practice in analysis of contingency table data then (and sometimes now) was 

to avoid empty cells by collapsing to a dichotomous scale (e.g., nonfatal, 

fatal). In an effort to avoid losing information in this way, I invented ridit 

analysis, which involves a simple empirical cumulative probability 

transformation of the entire scale.  The ridit analysis is an acronym (‘Relative 

to an Identified Distribution’) plus the productive suffix ‘-it’ denotes a 

transformation.” (Bross, 1981) 

 

Bross proposed Ridit analysis in 1958, for both the description of differences between 

groups on an ordered categorical scale, and the testing of the significance of those 

differences. The analysis begins with the identification of a population to serve as a standard 

or reference group. Virtually the only assumption made in ridit analysis is that the discrete 

categories represent intervals of an underlying, but unobservable, continuous distribution. 

Given the distribution of any other group over the same categories, the mean ridit for that 

group may be calculated. The resulting mean value is interpretable as a probability. In 

summary, ridit analysis provides a simple alternative or adjunct to rankorder statistical 

analysis, and may be viewed as adding an intuitively appealing, descriptive element to it. 

This technique has been used only in the chapter seven; and for the same Microsoft Excel has 

been used. Wu (2007) has furnished the algorithm used for the same. 

 

3.4.6 Correspondence Analysis - Correspondence analysis is a method of factoring 

categorical variables and displaying them in a property space, which maps their association in 

two or more dimensions. (Greenacre, 2007) It is often used where a tabular approach is less 

effective due to large tables with many rows and/or columns. Though not limited to that 

arena, correspondence analysis has been popular in marketing research. Correspondence 

analysis starts with tabular data, usually two-way cross-classifications, though the technique 

is generalizable to n-way tables with more than two variables. The variables must be discrete: 

nominal, ordinal, or continuous variables segmented into ranges. The technique defines a 

measure of distance between any two points, where points are the values (categories) of the 

discrete variables. Since distance is a type of measure of association (correlation), the 

distance matrix can be the input to principal components analysis, just as correlation matrices 
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may be the input for conventional factor analysis. However, where conventional factor 

analysis determines which variables cluster together, correspondence analysis determines 

which category values are close together. This is visualized on the correspondence map, 

which plots points (categories) along the computed factor axes. However, one should bear in 

mind that the definition of point distance in correspondence analysis does not support 

significance testing. This technique has been employed only in the chapter seven, and for the 

same SPSS 16.0 has been used. 

 

3.4.7 Other techniques and methodological issues - Before concluding this section, 

it is worth mentioning here that a qualitative technique called content analysis has been used 

in the chapter seven. Moreover, the data used in the chapter five and six are normalised data, 

rather than raw ones. The data normalisation has been done using Box-Cox transformation, 

with help of Statistica-8. The reasons thereof shall be discussed in the chapter five. Similarly, 

the dyadic study methodology and it nuances too will be dealt with in chapter five. 

 

3.5 Conclusion 

This chapter outlines the research model and the rival models to be tested in this 

thesis to explore and develop, “a dyadic relational factors model for buyer-seller relationship 

success - in retail selling of financial services”. It also provides a list of hypotheses based on 

the proposed research model. Finally, there is a summary account of the research 

methodology adopted and some of the important tools and techniques used. Prior to the said 

exploration, in chapter-4, the identification of scale items has been done. And, the process of 

finalizing the measurement instruments to be used in the thesis has been initiated.  
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Instruments of Measurement & Scale Development 

 

4.1 Introduction  

This chapter describes the process followed in selection of the initial scale items. And, 

rest of the chapter presents the steps initiated for finalisation of the measurement instruments, 

to be used for studying dyadic buyer-seller relationship. The discussion has been divided into 

the following four sections. First section, i.e. 4.2 is a short account of various measures 

available in literature with respect to the different factors and constructs being studied. It also 

highlights the need for developing Dyadic Relational Factors Orientation (DRFO) scales. 

Then section 4.3 presents the details regarding the pre-testing, pilot testing and an overview 

of the field study that the initial list of items were subjected to. Thus, in short, it describes the 

methodology adopted for this chapter. The next section (4.4) presents an analysis of the data 

gathered from the buyers during the field study, and the Buyer’s DRFO scale development 

process. Similarly, in section 4.5, an analysis of the data gathered from the sellers during the 

field study has been presented along with the Seller’s DRFO scale development process. 

Primarily based on the findings of these two sections and this chapter in general, the 

instruments of measurements were finalised for the two subsequent chapters. Then, before 

conclusion, there is section 4.6, which tries to provide a comparative account of the key 

findings of this chapter, based on the analysis presented in prior two sections. 

 

4.2 Search for scale items and measures  

It has already been discussed at some length, in the previous chapters that, broadly 

there are eight constructs that have been studied and used for modelling in this thesis.  For the 

purpose, six scales (three pairs of dyadic scales) needs to be developed, the first pair of these 

includes – 1a) Seller’s DRFO scale, and 1b) Buyer’s DRFO scale. These two scales are based 

on, seller’s and buyer’s respective, perception / orientation about six relational factors namely 

- Trust, Commitment, Communication, Co-operation, Keeping Promises and Shared Values. 

The rest two pairs of scales are – 2a) SDRS (Seller’s dyadic relationship satisfaction) scale, 

2b) BDRS (Buyer’s dyadic relationship satisfaction) scale, 3a) Scale for Seller’s perception 

about BDRL (buyer’s dyadic relational loyalty), and 3b) BDRL scale.  
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However, it has already been established, based on the structured review of the 

literature presented in the chapter two that there are not many dyadic studies to benefit from. 

Thus, to begin with, an extensive search of the literature was conducted, for relevant scales or 

measurement instruments published. The search was confined to domain of marketing in 

general and buyer-seller relationship in particular, and for the eight relationship factors, 

which this study focuses on. Based on the discussion that follows, a list of forty different 

scale items were compiled, (Table 4.1 summarises the same). But before going to the initial 

list of scale items let’s first have a look at the key findings of the above mentioned search for 

relevant scales. (For more details, in this regard refer Appendix 3) – 

• There are at least 14 scales that have been developed and have been used to measure 

Relationship Satisfaction.  

• Similarly, there are least 12 different scales to measure Customer Loyalty.  

• After carefully going through all of them the - Customer Loyalty Scale (Kinard and 

Capella, 2006) and Relationship Satisfaction Scale (Johnson et al, 2001) were 

adopted for this study.  

• However, the for Relationship Orientation scale, met with no such luck. Though 

often studied, the construct Relationship Orientation happens to be one of those 

factors that have not yet got an elaborate scale of its own (Sin et al, 2005). According 

to them, relationship orientation in B to B context consists of: trust, bonding, 

communication, shared value, empathy and reciprocity.  

• Sin et al. (2005) have then proposed a Relationship Marketing Orientation (RMO) 

scale primarily for B to B context. Thus, for retail context there is a need for 

developing a similar scale for the retail or BtoC sales and marketing context. 

• The review of the literature further revealed that there are respectively 23, 14, 7, 3 & 

1 numbers of reported scales that have been used to measure the following 5 relational 

factors i.e. Trust, Commitment, Communication, Co-operation and Shared Value - 

among buyers and sellers.  

• After carefully going through all of them the - Trust scale (Wood et al, 2008), 

Commitment scale (Voorhees, 2006), Communication scale (Wong et al, 2007), Co-
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operation scale (Smith, 1998) and Shared Value Scale (Crosby et al, 1990) were 

adopted for this study. 

• However, for the factor “Keeping Promise” or “Promise Keeping”, no relevant scales 

were found. Hence, it was planned to be developed. 

• As a general rule, while selecting a specific scale, preference was given to published 

scale where consumers or the buyers were supposed to be the respondents. And based 

on the findings, seller’s dyadic scale items were developed. 

 

Thus, having selected the list of items (Table 4.1) and following the methodology and 

analysis presented in the subsequent sections, the scales and measurement instrument for the 

study were finalised in this chapter.  

Table 4.1: The initial list of scale items compiled through the above exercise 

Loyalty (Kinard and Capella,  2006) 
1 I feel a commitment to continuing a relationship with this (service provider) 
2 I feel loyal to this (service provider) 
3 I intend to use this (service provider) again  
4 I plan on visiting this (service provider) the future 
Word-of-mouth (Kinard and Capella,  2006) 
5 I would recommend this (service provider) to someone who seeks my advice 
6 I say positive things about this (service provider) to others 
7 I would recommend this (service provider) to others  
8 I have told others about positive experiences with this (service provider) 
Buyer Satisfaction with Salesperson (Johnson et al, 2001) 
 The following describe your relationship with your salesperson: 
9 Satisfied (1) - Dissatisfied (7)  (R) 
10 Pleased (1) - Displeased (7)  (R) 
11 Favourable (1) - Unfavourable (7)  (R) 
Trust Salesperson (Wood et al, 2008) 
12 This salesperson is honest. 
13 In the future, 1 can count on this salesperson to consider how his decisions and 

actions will affect me. 
14 Even if this salesperson gave me a rather unlikely explanation, I am confident 

that he is telling the truth. 
15 This salesperson will keep a promise he makes to me. 
16 If this salesperson gives me advice, I know he will be sharing his best judgment. 
17 This salesperson is concerned about my welfare. 
18 The salesperson described is trustworthy. 
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Commitment (Voorhees, 2006) 
 Enduring Commitment 
19 I am committed to maintaining my relationship with this service provider. 
20 I will put forth maximum effort to maintain my relationship with this service 

provider. 
21 I intend to maintain my relationship with this service provider indefinitely. 
 Affective Commitment 
22 I feel emotionally attached to this service provider. 
23 I feel like I am part of the “family” with this service provider. 
24 I feel a sense of belonging with this service provider. 
Communication (Wong et al, 2007) 
25 Your agent keeps you very well informed about the performance of your 

financial product (e.g. regular report) 
26 Your agent explains financial concepts and recommendations in a meaningful 

way 
27 Your agent never hesitates to give you as much information as you like to have 
28 Your agent does not hesitate to explain to you the pros and cons of the financial 

products he/she recommends to you 
29 Overall, you and your agent are highly interacted 
Cooperation (Smith, 1998) 
30 I believe cooperation is a characteristic of our relationship 
31 I'm generally flexible when this rep needs me to be 
32 S/he tries to accommodate my needs or perspective when unexpected situations 

arise  
Shared Values (Crosby et al, 1990) 
 Your similarity with 
33 agent's Personality 
34 agent's ethnic background 
35 agent's mannerisms 
36 agent's social class 
37 agent's Attitude 
Keeping Promises (developed for this study) 
 What do you think 
38 My agent keeps the promises s/ he makes to me. 
39 My agent can be described is trustworthy. 
40 S / he is a reliable person 

 

4.3 Research Methodology 

This section outlines the steps and the methodology adopted for the purpose of scale 

development in this chapter. First, there was a pretesting by a group of 10 experts through 

which a major pruning of the items was done. Then, with their help, two sets of initial 

questionnaires were developed, discussed under 4.3.1. Next, there was a pilot testing of the 

initial questionnaires thus developed, using MBA final year marketing students. A short 
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account about the process has been furnished under 4.3.2. Finally, there were two parallel 

field surveys respectively covering - 141 sellers of financial service products and 149 actual 

consumers. The section 4.3.3 gives an overview about final sampling & collection of data. 

The data thus gathered from these two surveys were then analysed and the details have been 

presented respectively under section 4.4 (buyer’s data) and 4.5 (seller’s data). Each of these 

sections report, among other details, the reliabilities of the scales used and findings of the 

data reduction steps employed. The data reduction has been done using EFA to develop the 

final scales about buyers’ and sellers’ DRFO.  

 

4.3.1 Pretesting It has been discussed above and in chapter 2 that, there are very few 

dyadic studies in retail context. Moreover, there are no previous empirical studies regarding 

all the known dyadic relational factors orientation and its effect on outcome of relationships; 

though there are some specific instances where selected relational factors or other 

relationship factors / constructs have been (Palmatier, 2007) studied with respect to success 

of relationships. Hence, the initial list of scale items, compiled through an extensive survey of 

literature (refer Table 4.1) was subjected to a pre-test.  The purposes of the pre-test conducted 

were 1) Initial pruning of the scale item, 2) Selection of most appropriate scale items for the 

context of the study and 3) Examining whether the questions were worded in a manner that 

would be easy to understand by the respective respondent.  

 

In this study, the help of 10 experts (5 training managers of insurance companies and 

5 relationship mangers of Mutual funds companies) was solicited. These managers, at the 

time of this study, were operating in Rourkela (a city of Orissa) and were known to the 

researcher. Their average market or job experience was about 9 years. The pre-testing was 

completed in two phases. First, they were informed individually about the purpose of the 

study and its dyadic nature. And, they were given two lists of the initial scale items developed 

from initial list collected from the extant literature (one for the buyer’s and the other for the 

seller’s). Each of these lists given had 40 items each grouped under two categories a) 

relational factors orientation and b) relationship outcome. The experts were then requested to 

go through the two lists and to suggest changes, if any. In the second phase, based on the 

inputs gathered from the experts, 14 items were removed and 3 new scale items were added. 

Thus, two sets of questionnaires were finalised for pilot test.  
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4.3.2 Pilot Testing - The two sets of questionnaires that had been developed at the 

end of the pre-testing were subjected to a pilot test, in the next phase. In these set of 

questionnaires, 7 new questions had been added. Out of the new questions added, 5 were for 

demographic details and 1 question each (open ended) about length of their relationship and 

nature of their relationship. Each of the the 29 scale items retained were transformed into 7 

point Likert scales, since it appears to be a standard approach adopted by the psychologists 

(Savage, 1993). In these scales, 7 denoted strongly-agree and 1 denoted strongly-disagree. 

This pilot test was a simulation, where in MBA final year students having marketing as major 

specialisation participated. There were 118 marketing major divided into two sections i.e. A 

& B respectively having 60 & 58 students. The set of questionnaire meant for the sellers’ 

were distributed among the students of sections A. Similarly, the questionnaire meant for the 

buyers were distributed among the students of sections B. The students of both the sections 

were briefed about the respective questionnaire which had been distributed among them. 

They were given the option of not participating in the process by returning a blank 

questionnaire, or leaving any question unmarked to indicate non clarity of any item. To 

encourage their participation they were also told that their sincere input will go a long way in 

helping the researcher to complete an important project work relating to his PhD. Next, they 

were asked to assume themselves either as a buyer or a seller depending on their sections and 

were asked to fill up the questionnaire.  

 

The purposes this pilot study were 1) to further the understanding about the clarity of 

the scale items used, and 2) to assess the willingness of the participants to complete the 

respective questionnaires. This process generated 54 and 56 filled questionnaires respectively 

for sellers and buyers. Based on their input, one more item was dropped as more than 50% of 

respondents found it to be confusing or ambiguous. Thus, with the help of the pre-test and the 

pilot test, two separate questionnaires were developed (refer Appendix 4). The above 

mentioned two sets of questionnaires had a total of 35 questions each and were divided into 

four sections. Section one, in each, was for demographic information of the respondent and 

contact details about his/her most preferred dyadic partner. The second section had a scale 

intending to measure the dyadic relational satisfaction of the respondent. Then the third 

section had a scale about the perception of buyer’s dyadic relational loyalty towards the seller 
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(i.e. the questionnaire developed for the buyer’s in this section intended to capture 

respondents’ loyalty towards his/her dyadic partner / relationship. On the other hand the same 

for the seller’s in this section intended to capture respondent’s perception about his/her 

dyadic partner’s loyalty towards the relationship). Finally, in each of the questionnaires, the 

fourth section intended to measure the respondents’ DRFO. In this section too, like the 

previous one, the scale items were suitably worded in both the questionnaires; based on the 

exchange partners for whom so ever either was intended. All the questions under section 2, 3, 

and 4 of the questionnaire were to be rated on a 7 point likert scales. The questionnaires thus 

developed for the buyers’ and the sellers’ were then subjected to a field testing. The 

following sub-section gives an overview of the purpose of the field study and the procedure 

followed for data collection. 

 

4.3.3 Procedure followed for data collection in the field study - The purpose of the 

field study was to - 1) measure the reliabilities of all the scales developed. 2) To develop 

DRFO scales for the buyers and the sellers, 3) Finalization of the instruments of measurement 

to carry out the dyadic study presented in chapter five. 4) To check if the buyers and the 

sellers would provide actual information about their dyadic counterparts. And last but not the 

least, was 5) to test and find out if the theoretical model obtains support from the data. The 

field study also served another vital requirement. That is, the SEM technique, which has been 

used in the chapters five and six, mandate that a pre tested scale should be used for data 

collection. Accordingly, the field study was conducted prior to the dyadic study to be 

followed next. Thus, despite using the questionnaires developed for dyadic study, neither the 

samples nor the units of analysis of this field study were dyads. However, in this field study 

both the buyers and the sellers were covered, through respective questionnaires developed for 

each target group.  

 

A total of 250 questionnaires, developed for the sellers, were distributed in all the 

insurance and mutual companies’ branch offices located in Rourkela in the month of May-

2009; out of which, 158 filled questionnaires were collected after three rounds of visits over a 

period of 2 weeks (i.e. total response of 64.4 %). Then, out of the questionnaires thus 

received, only 17 were dropped for missing data (approximately 11%) pertaining to the scales 

items. However, in almost all the questionnaires returned from the sellers the contact details 



74 
 

of the most preferred buyer or customer was either blank or had just a name. Upon inquiry, it 

was revealed by the respondents and the experts that sellers are apprehensive about sharing 

this particular information about their customer. As the field study was not dyadic in nature, 

this anomaly was noted (to be addressed in future) but was ignored at this stage of the study. 

Thus, there were 141 questionnaires collected from the sellers and the same have been 

analyzed under the section 4.4. That section also provides an overview of the sellers’ sample. 

 

Parallel to the above described process of data collection from the sellers in month of 

May-2009, another procedure was implanted to gather data from the buyers or the customers. 

This was done using the questionnaire developed for them. For this purpose, help of a group 

of four MBA final year students was taken. The students were briefed about the purpose of 

the survey and were asked to visit all the insurance and mutual companies’ branch offices 

located in Rourkela. Each of the branch offices were visited twice. Once they reached any 

particular branch, they were asked to approach every alternate consumer they met for the 

purpose of the survey. This was done to bring about some randomness into the sampling of 

the consumers. Moreover, to get representation of the consumer, who may never visit the 

branch offices, these students were also asked to survey their relatives, neighbors and family 

friends who have made any financial investments. But, in the second leg of the sampling only 

condition imposed was that the respondent must of at least 30 years old. This condition was 

imposed to avoid any biasness for selection of respondents from their own group of friends 

(the interviewers were below 25 years of age). The interview process was continued for two 

weeks. At the end of this period, the process resulted in collection of 161 filled up 

questionnaires from the buyers. Out of the questionnaires thus received, 12 were dropped for 

missing data (approximately 7.4%). Hence, there were a total of 149 questionnaires collected 

from the buyers and the same have been analyzed under the section 4.5. That section also 

provides an overview of the buyers’ sample.  

 

Thus, in section 4.3 and its sub-sections, research methodology adopted regarding the 

objective of the thesis has been briefly covered. In the following two sections (i.e. 4.4 and 

4.5), analyses of data collected from buyers and sellers in the field study have been furnished.  
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4.4 Analysis of the Buyers’ Data 

The Table 4.2 furnishes demographic details of the respondents (buyers) considered in 

the analysis. Referring the same, we may conclude that – 1) Majority of the respondents were 

between 20 to 40 years of age. 2) Most of the respondents were male. 3) Majority of the 

respondents were having annual income below four lakh. 4) Majority of the respondents’ 

educational qualification is above graduation level, and 5) majority of the respondents had 

four or less numbers of dependents.  

Table 4.2: The demographic details of the respondents (buyers’ field study) 

Age 
Years <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 Total 
Freq. 2 33 63 29 17 5 149 

% 1.3 22.1 42.3 19.5 11.4 3.4 100 

Gender 
Cate. Male Female Total 
Freq. 127 22 149 

% 85.2 14.8 100 

Annual 
Income 

Rs. 1 - 2 Lakh2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh Total 
Freq. 39 55 34 12 7 2 149 

% 26.2 36.9 22.8 8.1 4.7 1.3 100 

Education 
Degree 10 th 12 th Diploma Graduate PG / PGD Doctorate Total 
Freq. 8 25 13 81 21 1 149 

% 5.4 16.8 8.7 54.4 14.1 0.7 100 

Dependents
Nos. 1 2 3 4 5 6 Total 
Freq. 18 37 38 31 12 13 149 

% 12.1 24.8 25.5 20.8 8.1 8.7 100 
Notes: Cate. – Category, Freq. – Frequency, Lakh – 1 lakh = 1,00,000, Rs. – Indian currency 

4.4.1 Scale Reliabilities - Detailed below (Table 4.3) are the reliabilities of the scales used 

for studying the buyers. The closer Cronbach’s alpha coefficient is to 1.0, the greater is the 

internal consistency of the items in the scale. The value of alpha is partially dependent on the 

number of items in the scale. An alpha of .8 is considered to be a reasonable goal. However, 

while a high value for Cronbach’s alpha indicates good internal consistency of the items in 

the scale, it does not mean that the scale is unidimensional. The dimensionalities were 

checked using Factor Analysis. In this chapter, only the DRFO scales of the buyers and the 

sellers are subjected to EFA for the purpose. An additional reason is to reduce data and 

develop a parsimonious scale. The unidimensionalities of other scales and sub-scales will be 

outlined in the next chapter. George and Mallery (2003. p. 231) have provided the following 

rules of thumb for interpretation of the Cronbach’s alpha coefficient: “_ > .9 – Excellent, _ > 

.8 – Good, _ > .7 – Acceptable, _ > .6 – Questionable, _ > .5 – Poor and _ < .5 – 
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Unacceptable”. The Table 4.3 uses this rule of thumb, to interpret the scale reliabilities. 

These scale reliabilities were calculated using SPSS 16.0. These Cronbach's Alphas were 

found to be better than the same values if any one of the items per scales were deleted. 

Moreover, the Cronbach's Alpha statistics based on standardized items too (though not 

reported here) were found to be marginally better than original Alpha values for all the scales 

and sub-scales being studied.  

Table 4.3: Reliability Statistics of the Buyer’s pilot RO scales & sub-scales 

Reliability Statistics of the scales and 
the sub-scales 

Cronbach's 
Alpha 

Interpretation of the 
Cronbach's Alpha values 

No of 
Items 

Buyer’s dyadic Relational satisfaction 
Scale 0.943 Excellent 3 

Buyer’s dyadic relational loyalty Scale 0.768 Acceptable 3 
Buyer’s DRFO Scale 0.949 Excellent 22 
Original Buyer’s trust subscale 0.923 Excellent 4 
Original Buyer’s commitment subscale 0.853 Good 3 
Original Buyer’s communication 
subscale 0.851 Good 5 

Original Buyer’s co-operation subscale 0.647 Questionable 3 
Buyer’s perception about Keeping 
Promises subscale 0.752 Acceptable 3 

Original Buyer’s Shared Value subscale 0.870 Good 4 
Loyalty satisfaction composite subscale 0.875 Good 6 
Loyalty cooperation composite subscale 0.794 Good 6 
Loyalty commitment composite subscale 0.845 Good 6 
satisfaction trust commitment composite 
subscale 0.946 Excellent 10 

satisfaction trust  composite subscale 0.948 Excellent 7 
Keeping Promises, shared values, 
communication composite subscale 0.903 Excellent 12 

Keeping Promises, shared values, 
communication, cooperation composite 
subscale 

0.917 Excellent 15 

 

Almost all of the scales and the sub-scales used for the buyers are either excellent or 

good. There is only one scale, intended to measures ‘Buyer’s dyadic relational loyalty’, 

which falls in the acceptable zone. In addition, there were only two sub-scales, which were 

found to be in the questionable and acceptable range. These two scales intend to measure 

‘Buyer’s co-operation’ and ‘Buyer’s perception about Keeping Promises’ respectively. But 

both of them were considered as acceptable, as they had very few scale items, i.e. 3 each. 
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4.4.2 Data Reduction and Buyer’s DRFO Scale Development - To develop a 

parsimonious buyer’s DRFO scale, all the 22 items of the scale were subjected to an EFA. 

The following is a brief account of the key statistics and findings. The Kaiser-Meyer-Olkin 

measure of sampling adequacy was found to be very good at 0.922.Similaly Bartlett's Test of 

Sphericity too was found to be significant. The measures of sampling adequacy (MSA) for 

each of the items too were found to be very good (all but two items MSA were above .9), 

with lowest MSA being .833. The communalities were extracted using Principal Component 

Extraction Analysis (PCA). All the item communalities were above .5 and the highest was 

.765. Using formula Eigenvalues greater than 1, a total of 4 factors or dimensions were 

identified. And these 4 factors explained 67.18% of cumulative variance. Finally, the factors 

extracted were subjected to Varimax rotation with Kaiser Normalization. The findings have 

been furnished in Table 4.4. In the Table 4.4, all the items having a factor loading above .5 

have been reported along with their communalities, mean and standard deviations. The factor 

1, based on the constituent items and the statistics furnished, can be named as ‘trust and 

commitment’. This is the most important factor for the buyers and it explains 49.34% of all 

variance. The total variance explained by the 4 factors being 67.18%, ‘trust and commitment’ 

alone explains 73.44% of all the explained variance.  The statistics shows that, for the buyers, 

it is very important that the seller should be perceived as honest and truthful (ref btru1 & 

btru2). Yet some of the buyer shied away from generalising their agent as trust worthy 

(bkp2). Similarly, their approach to the relationship seems to be more of professional and 

opportunistic rather than emotional (bcomt2, bcop3 and bcomt3). The second most important 

factor is ‘communication’ and it explains 7% of the total variance. Here familiarity i.e. 

personal closeness (bcom3) and knowledge of financial needs of the buyer (bcom2), on the 

part of the seller is more appreciated. The third and fourth factors in order of importance 

happen to be respectively ‘shared value or similarities’ and ‘co-operation’. Respectively they 

explained about 6% and 5% of total variances. With respect to the ‘shared values’ in terms of 

ethnic background is patronised more than others. Finally, in terms of cooperation the buyers 

seem to perceive themselves as more cooperative towards the seller rather than vice versa.  

Last, but not the least, the reason why buyers do not feel a high sense of belongingness 

towards the sellers (bcomt3) could be that, they don’t think often that their sellers would keep 

the promises that they make (bkp1).  
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Table 4.4: Rotated Component Matrix and Buyer’s initial DRFO Scale  
Item   Factors loadings and other descriptive statistics 
Codes Scale item details F1 F2 F3 F4 Commu

nalities 
Mean Std. 

Dev 
btru1 My agent is honest to me 0.74       0.71 6.62 0.62 
bkp3 S / he is a reliable person 0.69       0.57 6.21 0.83 
btru4 My agent is concerned about my 

welfare 
0.68       0.69 6.31 0.85 

bcomt2 I intend to maintain my relation 
with my agent for a long time 

0.68       0.72 6.20 0.89 

btru3 My agent, always shares his / her 
best judgment with me 

0.67       0.71 6.38 0.87 

bcomt1 My relation with this agent is very 
important to me 

0.65       0.64 6.32 0.85 

btru2 I am confident that this agent is 
truthful to me 

0.65       0.73 6.42 0.84 

bcop3 My agent is willing to help me in 
matters unrelated to him / her 

0.63       0.55 5.99 0.92 

bkp2 My agent can be described as 
trustworthy 

0.63       0.60 6.17 0.79 

bcomt3 I feel a sense of belongingness to 
my agent 

0.56 0.52     0.63 6.15 0.95 

bcom3 S/he Knows me personally 
relatively well (e.g. family, 
pastimes...) 

  0.78     0.69 6.13 1.03 

bcom2 S/he Knows my financial needs   0.77     0.75 6.11 0.97 
bcom4 S/he explains the pros and cons of 

the service s/he recommends 
  0.65     0.69 6.01 0.97 

bcom1 S/he keeps me informed about the 
performance of my investment 

  0.65     0.70 6.13 1.02 

bsv2 I am similar to my agent with 
respect to Ethnic background 

    0.76   0.70 6.32 0.89 

bsv3 I am similar to my agent with 
respect to Mannerisms 

    0.74   0.73 6.32 0.82 

bsv1 I am similar to my agent with 
respect to Personality 

    0.73   0.67 6.19 0.89 

bsv4 I am similar to my agent with 
respect to Attitude 

    0.73   0.76 6.38 0.82 

bcop2 I'm generally flexible when my 
agent needs me to be 

      0.78 0.71 6.13 0.86 

bcom5 My communication with him / her 
is frequent 

      0.67 0.65 6.11 0.86 

bcop1 I believe cooperation is a 
characteristic of our relationship 

      0.66 0.63 6.15 0.82 

bkp1 My agent keeps the promises s/ he 
makes to me 

      0.51 0.53 6.14 0.79 

Extraction Method: Principal Component Analysis.  Rotation Method: Varimax with 
Kaiser Normalization. Rotation converged in 7 iterations. 
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The internal consistencies for the unidirectional factors extracted by the EFA were 

calculated. The respective Cronbach's Alphas for factor 1 to 4 were found to be .92, .85, .87 

and .79. All the dimensions / factors and their scale items extracted were found to have very 

high internal consistency. So, none of the dimensions were dropped from the scale. And, the 

resultant DRFO scale, thus developed for the buyers was considered parsimonious to be used 

in the dyadic study presented in the next chapters. However, it must be noted here that the 

effort for data reduction did not yield much result and the resultant DRFO scale for the 

buyers retained all the 22 scale items. 

 

4.5 Analysis of the Sellers’ Data 

The Table 4.5 furnishes demographic details of the respondents (sellers), considered 

in the analysis. Referring the same, we may conclude that – 1) Majority of the respondents 

were between 30 to 50 years of age. 2) Most of the respondents were male. 3) Majority of the 

respondents were having annual income below four lakh. 4) Majority of the respondents’ 

educational qualification is up to graduation level, and 5) majority of the respondents had 

four or less numbers of dependents.  

Table 4.5: The demographic details of the respondents (sellers’ field study) 

Age 

Years <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 Total 
Freq. 39 50 44 8  141 

% 27.7 35.5 31.2 5.7  100 

Gender 

Cate. Male Female Total 
Freq. 117 22 149 

% 84.4 15.5 100 

Annual 
Income 

Rs. 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh Total 
Freq. 34 63 33 4 4 3 141 

% 24.1 44.7 23.4 2.8 2.8 2.1 100 

Education 

Degree 10 th 12 th Diploma Graduate PG / PGD Doctorate Total 
Freq. 3 28 88 22 141 

% 2.1 19.9 62.4 15.6 100 

Dependents 

Nos. 1 2 3 4 5 6 Total 
Freq. 15 27 41 31 18 9 141 

% 10.64 19.15 29.08 21.99 12.77 6.38 100 

Notes: Cate. – Category, Freq. – Frequency, Lakh – 1 lakh = 1,00,000, Rs. – Indian currency 

4.5.1 Scale Reliabilities - Detailed below (Table 4.6) are the reliabilities of the scales 

used for studying the sellers. These scale reliabilities were calculated using SPSS 16.0. The 

methodology adopted is similar to the one that was followed in the previous section. All but 
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three of these Cronbach's Alphas were found to be better than the same values if any one of 

the items per scales were deleted. Further investigation revealed that, for all the three cases, 

removal of one particular item of the trust subscale adopted for the sellers, would improve 

scale reliability. The scale item code for this item was stru1. Hence, in the Table 4.6, for these 

three cases, the alpha value calculation reported, has been done after removal of item stru1. 

Moreover, the Cronbach's Alpha statistics based on standardized items too (though not 

reported here) were found to be marginally better than original Alpha values for all the scales 

and sub-scales being studied. And, similar to the previous section, to interpret these scale 

reliabilities the rule of thumb proposed by George and Mallery (2003) has been used. The 

said rule of thumb has already been presented in the section 4.4.1.  

Table 4.6: Reliability Statistics of the Seller’s pilot RO scales & sub-scales 
Reliability Statistics of the scales and the 
sub-scales 

Cronbach's 
Alpha 

Interpretation of the 
Cronbach's Alpha values 

No of 
Items 

Seller’s dyadic Relational satisfaction  0.867 Good 3 
Seller’s perception about BDRL (buyer’s 
dyadic relational loyalty) 0.584 poor 3 

Seller’s DRFO 0.847 Good 22 
Seller’s Trust subscale 0.593 Poor 3 
Seller’s Commitment subscale   0.501 Poor 3 
Seller’s Communication subscale   0.627 Questionable 5 
Seller’s Co-operation subscale   0.662 Questionable 3 
Seller’s Keeping Promises subscale   0.398 Unacceptable 3 
Seller’s Shared Value subscale   0.794 Acceptable 4 
Seller’s perception about BDRL and 
satisfaction composite subscale  0.774 Acceptable 6 

Seller’s PADPBR Loyalty cooperation 
composite subscale 0.726 Acceptable 6 

Seller’s PADPBR Loyalty commitment 
composite subscale 0.643 Questionable 6 

Seller’s satisfaction trust commitment 
composite subscale 0.745 Acceptable 9 

Seller’s satisfaction trust  composite subscale 0.704 Acceptable 6 
Seller’s Keeping Promises, shared values, 
communication composite subscale 0.750 Acceptable 12 

Seller’s Keeping Promises, shared values, 
communication, cooperation composite 
subscale 

0.807 Good 15 

Note: the sellers scales were developed after dyadic adoption from Buyer's scales 
Overall, the findings regarding DAFBS scales developed for the sellers can be 

considered encouraging, based on their scale reliabilities. Because, majority of the scales and 

the sub-scales adopted from the respective buyer’s subscales for the dyadic study, were found 

to be in the range of either good or acceptable. There is only one sub-scale, which was found 



81 
 

to be unacceptable, out of the 16 Cronbach's Alpha statistics reported in the Table 4.6. And, 

this sub-scale was for measuring the seller’s response to the DAFBS scale on ‘Keeping 

Promises’. In addition, there were six other sub-scales, three for each category, which were 

found to be in the range of questionable or poor. At this stage, only the unacceptable sub-

scale was pruned, but others were simply noted and not pruned. This was because of the 

following reasons: 1) these were all newly developed scales, 2) the dimensionalities of the 

scales were yet to be tested, and 3) the data reduction using EFA was yet to be conducted.  

 

4.5.2 Data Reduction and Seller’s DRFO Scale Development - To develop a parsimonious 

seller’s DRFO scale, the remaining 19 items of the scale were subjected to an EFA (three 

scale items had been pruned in the previous sub-section). Though the initial EFA findings 

were encouraging, yet the item MSA for one of the trust subscale item was found to be below 

0.5. This item happened to the stru1, the same one whose removal was suggested during the 

scale reliability testing. Thus, after removing this item, the EFA was rerun for the remaining 

18 scale items. This procedure is also aligned with the prescription of Hair et al (2006).  The 

following is a brief account of the key statistics and findings. The Kaiser-Meyer-Olkin 

measure of sampling adequacy was found to be very healthy at 0.767. Similarly, Bartlett's 

Test of Sphericity was also found to be significant. The measures of sampling adequacy 

(MSA) for each of the items too were found to be much improved this time (all but two items 

MSA were above .7), with highest MSA being .879. The communalities were extracted using 

Principal Component Extraction Analysis (PCA). All the item communalities excepting three 

were above .5 and the highest was .736. Using formula ‘Eigenvalues greater than 1’, a total of 

5 factors or dimensions were identified. And, these 5 factors explained 60% of cumulative 

variance. Finally, the factors extracted were subjected to Varimax rotation with Kaiser 

Normalization. The findings have been furnished below (Table 4.7). However, in the rotated 

factor/ component matrix, it was found that, owing to singular item loadings, the factors 

numbered 5 needs to be dropped from further analysis. This act resulted in the cumulative 

variance, being explained by the remaining 4 factors, dropping to 53.94%. Despite the 

reduction of about 6% of cumulative variance being explained, it also reduced the total 

number of dimensions. Moreover, it resulted in a factor structure that appeared similar to the 

factor structure that had been the derived from the EFA of the buyers’ data. 
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Table 4.7: Rotated Component Matrix and Seller’s initial DRFO Scale 
Item   Factors loadings and other descriptive 

statistics 
Codes Scale item details F1 F2 F3 F4 Commu

nalities 
Mean Std. 

Dev 

stru4 
I am concerned about my customer’s 
welfare 0.70    0.71 6.52 0.71 

stru3 
I always share my best judgment with 
my customer 0.70    0.64 6.56 0.67 

scop2 
S/he is generally flexible when I need 
him / her to be 0.63    0.52 6.17 1.02 

scomt2 
I intend to maintain my relation with 
my customer for a long time 0.61    0.43 6.60 0.63 

scop3 
I am willing to help him / her in matters 
unrelated to me 0.55    0.45 6.00 1.06 

stru2 
I am confident my customer thinks I am 
truthful 0.55    0.57 6.49 0.72 

ssv4 
I am similar to my customer with 
respect to Attitude  0.80   0.65 6.35 0.78 

ssv3 
I am similar to my customer with 
respect to Mannerisms  0.78   0.66 6.36 0.80 

ssv1 
I am similar to my customer with 
respect to Personality  0.74   0.63 6.31 0.78 

ssv2 
I am similar to my customer with 
respect to Ethnic background  0.73   0.61 6.36 0.76 

scom3 
I Know him/her personally relatively 
well (e.g. family, pastimes...)   0.75  0.65 6.08 0.86 

scom2 I Know his / her financial needs   0.70  0.62 6.00 1.01 

scomt3 
I feel a sense of belongingness to this 
customer   0.63  0.62 6.30 0.76 

scom1 
I keep him/her informed about 
performance of the investment    0.70 0.65 6.33 0.87 

scom5 
My communication with him / her is 
frequent    0.65 0.58 6.31 0.73 

scop1 
I believe cooperation is a characteristic 
of our relationship    0.53 0.67 6.41 0.70 

Notes: - Extraction Method: Principal Component Analysis.   Rotation Method: Varimax 
with Kaiser Normalization. a. Rotation converged in 6 iterations. Just 2 items were dropped 
(i.e. scom4 and scomt1). The former was dropped because this was the singular item 
constituting factor five, where as the later had to be pruned owing to low factor loading. 
 

In the Table 4.7, all the items having a factor loading above 0.5 have been reported 

along with their communalities, mean and standard deviations. The factor one, has been 

named as ‘trust’ based on the item details, yet a better name probably would have been ‘trust 

inducing behaviour’. This is the most important factor for the sellers and it explains 28.5% of 

all variance. The total variance explained by the four factors being 53.94%, ‘trust’ alone 
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explains 53% of all the explained variance. The sellers are concerned about the welfare of the 

customers with whom they are close (stru4). Again, they seem to give more importance to 

sharing of their best judgement with the buyer (stru3). We also find that the sellers seem to 

feel that the buyers are more flexible to former’s requirement (refer scop2 and scop3). Of 

course, in terms of factor loading and other statistics, its significance is relatively low in this 

factor. The second most important factor is ‘shared value or similarity’ and it explains 11.3% 

of total variance, which is about 21% of the total variance explained by the four factors. The 

statistics show that, for the sellers to develop closeness in their relationship towards the 

buyer, it is very important for the buyer to have attitudinal and mannerism (ref ssv4 & ssv3) 

similarly. The third factor in terms of the factor loading and communalities extracted for 

scom3 & scom2 could have been named as ‘familiarity’. However, based on the factor 

loadings, rest of the statistics of scale item, scomt3, and details of all the scale items, this 

factor was named as ‘commitment’. In factor three, the sellers felt that knowing the 

customers well (scom2 & scom3) to be more important. In conjecture, the examination of last 

scale item (scomt3) reveal that emotional attachment to the customer or buyer rather than 

professional commitment is important. The last factor or dimension was named as 

‘communication’. Based on the details of the scale items this dimension seems to highlight 

professional nature of the interaction rather than personal. These two factors (i.e. 3 & 4) 

respectively explained 7.7% and 6.3% of the total variance. Then the internal consistencies 

for the unidirectional factors extracted by the EFA were calculated. The respective 

Cronbach's Alphas for factor 1 to 4 were found to be 0.745, 0.794, 0.682 and .596. All the 

dimensions / factor and their scale items extracted were found to have reasonably good 

internal consistency. So, none of the dimensions were dropped from the scale. The resultant 

DRFO scale, thus developed for the sellers was considered parsimonious to be used in the 

dyadic study. One must note that the resultant DRFO scale for sellers retained 16 items of the 

initial 19 subjected to the EFA and hence, data reduction effort can be considered as 

successful. 

 

4.6 A comparison of the key findings  

This section compares the findings, based on the analysis of buyers and sellers data, 

furnished in preceding two sections. At the outset, comparisons with respect to the 

reliabilities of the scales reveal the following.  
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1. The initial scales used for the buyers were much better than that of the sellers. Yet the 

overall results for the scales related to the sellers were very encouraging and only one 

of the subscales of Sellers DRFO scale was to be found unacceptable. The scale 

intending to measure seller’s perception about keeping promise was pruned. 

2. But, in general, the scales, measuring relationship satisfaction and DRFO for both the 

dyadic partners (i.e. buyers and sellers), were better than their respective scales 

measuring dyadic relational loyalty. 

3. Later on, after the EFA for the two DRFO scales, when the scale reliabilities were 

recalculated for the unidirectional factors / dimensions / components extracted, the 

results showed further improvement. Though the scale reliabilities for the buyers were 

still better than that of the sellers, the gaps between the two sets were reduced. 

Moreover, none of the dimensions extracted for the buyers or sellers had to be 

dropped owing to poor scale reliability. 

 

Next, the comparisons of factor structures extracted from the DRFO scales items of the 

buyers’ and the sellers’ showed that 

4. The buyers’ DRFO consisted of four unidirectional factors and they were named as - 

trust and commitment (factor-1), communication (factor-2), shared value (factor-3), 

and co-operation (factor-4). Though we find a reduction of dimensions, data reduction 

was not achieved since all the scale items had factor loadings above .5 and none of the 

factors had singular items.  

5. On the other hand, the sellers’ DRFO too had 4 factors in total. These four 

unidirectional factors were named as – trust (factor-1), shared value (factor-2), 

commitment (factor-3), and communication (factor-4). In this case however, we find a 

data reduction. The resultant sellers’ DRFO had only 16 scale items from the initial 

19 items subjected to the EFA. 

6. The factor ‘keeping promises’ didn’t seem to be very relevant in buyers’ perception 

about their seller’s relational orientation. But in case of the sellers, this dimension was 

never considered to begin with.  

7. Similarly, co-operation was a factor for the buyers but not for the sellers. In the EFA 

of buyers’ data, we found that the buyers thought themselves to be more flexible to 

the needs of the seller. Of course, that was present in factor four and hence may not be 
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very important among all the dimensions. But this finding looked like corroborated as 

we find the sellers seem to feel that the buyers are more flexible to formers 

requirement (as scop2 is part of factor1 in the sellers EFA). 

8. Finally, comparing the order of the DRFO factors extracted for both the buyers and 

sellers, we find that Trust is the most important dyadic factor for both.  

We may conclude this comparison with the following comments. Though the buyers 

and sellers have different priorities regarding the relational factors, yet, trust, commitment, 

shared values, and communication are the common relational factors for both. Hence, there is 

a need for, dyadic exploration of the buyers’ and sellers’ relational factors orientation and its 

effect on relational success or outcome. However, one must note that the data used in the 

above analyses were not dyadic in nature; hence, the findings should be considered as 

indicative in nature. And, the scales thus developed were referred to as initial DRFO scales. 

 

4.7 Conclusion 

Using the terminology of dyadic study methodology (which will be elaborated in the 

next chapter) the sellers can be referred to as Actors and the buyers as the Partners in this 

thesis. The choice and rationale behind assigning these two terms (i.e. actor or partner) to 

respective dyadic partners (i.e. sellers or buyers) shall be discussed in the next chapter. The 

present chapter, in summary, was a study to develop two questionnaires or survey 

instruments. One for the Actors and the other for the Partners and both the questionnaires had 

three scales each. Through the methodology and analysis presented above, these two 

questionnaires collectively having six scales (i.e. three pairs of dyadic scales) were tested. In 

each of the pairs referred above, one scale was for the actor (seller) and the other was for the 

partner (buyer). However the study itself did not use real life buyer-seller dyads data 

collection. Therefore no further analysis using this data was done to derive any dyadic 

inference. Thus, the chapter’s major contribution to this thesis is finalizations of measurement 

instruments to be used in the dyadic study in the next two chapters. 
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Collection of Dyadic Data and Actor effect Analysis 

 

5.1 Introduction 

This chapter deals with an overview of dyadic study methodology and the dyadic data 

collection from real life ‘buyer-seller dyads’ of financial services. Analysis of the actor 

effects has been done based on the dyadic data collected. Moreover, based on its output and 

inferences, the research model and the rival models have been tested in the next chapter. 

Hence, chapter five of this thesis can be referred to as one of the most important chapters. In 

order to address the above purposes, the chapter has been divided into the following seven 

sections, excluding the conclusion (i.e. 5.8). Section 5.2 provides a general overview and 

important issues involved with dyadic analysis of data. This section also discusses the choices 

and rationale behind the specific dyadic methodology that has been adopted in this study. The 

third section (i.e. 5.3), deals with the sampling and data collection procedure that has been 

employed. The process resulted in two data sets respectively consisting of the buyers and 

sellers - DRFO and relationship outcome (i.e. relationship satisfaction and buyers’ loyalty). 

The next five sections of the chapter (i.e. 5.4 to 5.8) present the analysis of the above referred 

two data sets. To begin with, the normality of the data gathered is tested to check whether 

there is any need for data normalisation (section 5.4). Then in section 5.5, dimensions of the 

DRFO for the buyer’s and the seller’s have been redefined through EFA of the dyadic and the 

scale reliabilities of the refined dimensions have been furnished. The rationale for this section 

has been discussed below (5.3.1). Next, with the help of CFA and SEM (in the section 5.6 

and 5.7 respectively), the data collected from buyers and sellers through dyadic survey 

instruments (i.e. three different scales) have been analysed. Each of these two sections has 

explored the relationships among three relational constructs of the respective dyadic survey 

instruments. Then, before conclusion, there is the section 5.8, which presents ANN (artificial 

neural network) analysis to explore preliminary support for the research model. Rest of the 

dyadic analysis culminates in the next chapter with testing of the APIMs. In light of the 

above introductory account, it is evident that this chapter is the most voluminous one.   

 

5.2 A general overview dyadic data analysis 

In the introductory chapter as well as in the review of literature chapter it has been 

discussed that since a long time, there is a general acceptance among the researchers that 
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buyer-seller relationships in particular as well as relationships in general are essentially 

dyadic in nature. Further, it has been revealed that, despite the acceptance of the above, there 

are very few empirical or quantitative studies in which dyadic methodology has been 

adopted. The reasons could be very many. Some of the important ones cited by Kenny et al. 

(2006) may be summarised as follows –  

1. First, in most societies attention is always given to the individual owing to cultural 
reasons. 

2. The second is that, psychologists have dominated research in social and behavioral 
sciences. The discipline of psychology gives individuals more importance. 

3. The third is the reliance of researchers on statistical methods such as analysis of 
variance (ANOVA) and multiple regressions. In their standard forms, they both make 
an assumption what is known as independence. Hence, as tool these become 
inadequate to study dyadic data.   

 

This section, in light of the above, is a summary of the dyadic data analysis (DDA) 

techniques. At suitable places, it provides the rationale for selection of the specific 

methodology that has been adopted in this study. The rest of this section provides 

introductory discussion about some of the basic concepts related to DDA. These are - 

nonindependence or interdependence, distinguishability, types of dyadic variables, and the 

dyadic study designs. 

 

5.2.1 Concept of Dyadic Nonindependence - The most fundamental concept in 

dyadic data analysis is probably that of non-independence. Two members of a dyad are not 

simply two independent individuals or entities. Rather, they share something in common. 

This common thing has been referred to as nonindependence (Kenny et al., 2006). And they 

have defined dyadic nonindependence as: If the two scores from the two members of the 

dyad are non-independent, then those two scores are more similar to (or different from) one 

another than are two scores from two people who are not members of the same dyad. The 

Nonindependence or linked scores can occur for several reasons. Accordingly, the dyads or 

linkages can be classified into –  

1) Voluntary linkage, e.g. daters, where in people pair out of their own choice.  
2) Kinship linkage, e.g. members of a family, these are cases where linkages are not 
because of the choice of either of the partners rather the relationship itself is existent 
by nature or can be referred as predestined. 
3) Experimental linkage, e.g. are the ones that is created in a laboratory, and finally  
4) Yoked linkage, The last type refers to cases when two people who have never 
actually interacted or even aware of the other yet share a common experience or have 
been exposed to similar stimuli; for example, two patients of the same physician.  
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Irrespective of the dyad type (once the pairing has taken place owing to any reason as 

described in the previous paragraph) the source of nonindependence can be because of any of 

the following four reasons.-  

1) Compositional effect or Assortative – In this case the two dyad members have 
similarity (e.g. education level, age, socioeconomic status, religion, and so on) even 
before they were paired together. 

2) Partner effect – This is the case if the characteristic or behavior of one of the dyad 
partner affects his or her partner’s outcomes. 

3) Mutual influence – This is the case when both the dyadic partners affect each other’s 
outcomes 

4) Common fate – It is the case when both the dyad members are exposed to the same 
causal factors. Like roommates or residents of a colony; where level of care for issues 
like hygiene or environment shall affect their health and satisfaction.  

 

At this stage, it is worth clarifying that the focal relationship between the buy-seller 

dyads, which is being studied in this chapter, and the next one are essentially about the 

partner effect. For, ultimately this dyadic study has been designed for or is concerned with 

buyer’s loyalty. Nevertheless, the relational antecedents and the mediators being focussed on 

are either compositional or mutual in nature. Moreover, it is also important to note that, very 

often the buyer-seller relationship is a case of voluntary linkage. Of course, the members of a 

buyer-seller dyad may have other possible linkages, but in this study, those aspects have been 

ignored. 

Table 5.16: Distinguishable and Indistinguishable Members 
(Source Kenney et al. 2006) 

Dyads with distinguishable members  Dyads with indistinguishable members 
Husband and wife  Gay couple 
Boss and employee  Co-workers 

Older and younger siblings  Twins 
Person and his or her best friend  Best friends (mutually chosen) 

Winner and loser  Opponents 
Parent and child  Roommates 

Waiter and customer  Pen pals 
Teacher and student  Study partners 
Sadist and masochist  Business partners 

First and second author  Colleagues 
Pet owner and pet  Acquaintances 

 

5.2.2 Distinguishability - It concerns with whether the dyad partners can be 

considered distinguishable based on some meaningful factor that can be used to order the two 
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persons involved. Distinguishability is critical because the data-analytic techniques 

appropriate for distinguishable dyads may not be appropriate for indistinguishable dyads. 

Some examples for both the cases have been furnished in the Table 5.16. The focal 

relationship being studied, there exists a meaningful factor to distinguish the dyad members. 

Hence, the study methodology to be adopted in this case shall be those applicable for 

distinguishable dyads. Moreover, this aspect shall be further clarified when discussing the 

sampling and data collection procedure in section 5.3. 

 

5.2.3 Types of dyadic variables - The nature of the independent variable plays an 

important role in determining the appropriate data-analytic approach for dyadic analysis of 

the data. Kenney et al. (2006) talked about three possible distinctions in this regard; these are 

between-dyads, within-dyads, and mixed variables. The following is a short account of the 

same - 

• Between-dyads - Scores on a between-dyads variable differ from dyad to dyad, but 
not within a dyad, and thus both members have identical scores on the variable e.g. 
length of a couple’s marriage. 

• Within-dyads - The two scores of a within-dyads variable differ between the two 
members within a dyad, but when averaged across the two dyad members, each dyad 
has an identical average score. Gender is a prototypical within-dyads variable in 
heterosexual couples. 

• Mixed variables - The third type of variable in dyadic research is a mixed independent 
variable in which variation exists both within the dyads and between dyads. Age is an 
example of a mixed independent variable in marital research because the two spouses’ 
ages may differ from one another, and, in addition, some couples on average may be 
older than others. 

 

The last category is a relatively new concept. This study measures the dyad partner’s 

perception. Hence, the independent variables are indeed mixed in nature. This was 

anticipated while designing the present study and the same was corroborated after collection 

of the data. Thus, analysis of data and particularly the model testing (presented in the next 

chapter) required consideration for this type or nature of data. Further discussion in this 

regard shall be made in the next chapter.  

 

5.2.4 The Dyadic study designs - Broadly speaking the dyadic study designs may be 

of many different types based on the context of the study. The following are three most often 

encountered classes of dyadic study designs - standard dyadic design, the Social Relations 
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Model (SRM) design, and the one-with-many design. The Figure 5.1 illustrates the basic 

structure of these designs.  

 

Figure 5.1: Classes of dyadic study designs (Source: Kenny et al. 2006) 

 
• Standard Dyadic Design – is one in which each person being studied is a member of 

one and only one dyad. The standard designs are reciprocal i.e. both persons are 
measured, and, at least for some of the variables, both are measured on the same 
variables.  

• One-with-many Design - each person is paired with multiple others, but these others 
are not paired with any other persons. However, with this design the data may not be 
reciprocal. 

• SRM Design – each person is paired with multiple others, and each of these others is 
also paired with multiple others i.e. a group of persons rate or interact with each other. 
This is basically a round-robin design and is inherently reciprocal i.e. all the 
observations, for all permutation of the members, are gathered. Thus, each person 
being studied serves as both the actor and the partner at different stages of data 
collection. 

 

In summary, the following may be said regarding the dyadic study design adopted for 

this thesis. It is a nomothetic study of voluntary and distinguishable dyads for mixed 

independent variables through a standard dyadic design. The term nomothetic signifies that 

dyads of buyers and sellers have been used as the units of the analysis. The particular 

linkages studied were voluntary in nature rather than simulation or otherwise. It has already 

been discussed above that the partners of buyer-seller dyads are distinguishable. Moreover, 

since the buyer’s loyalty is the outcome on which the study focuses on, the sellers are the 

actors and the buyers are the partners. Since the independent variables are mixed in nature, 

APIM (Actor-Partner Interdependence model) shall be used for model testing. More on 

APIM shall be presented in the next chapter. Finally, the study is standard dyadic in design 

because each member dyad (respondent buyer or seller) being studied is a member only in 

any one of the dyads but not more than one. Moreover, for collection of data the pair of 

dyadic measurement instrument developed in the last chapter (for buyer-seller dyads) were 
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used (refer Appendix 5a). In addition, it is also worth noting here that almost all the variables 

being measured through these paired set of instrument were reciprocal, excepting six scale 

items of the Buyer’s DRFO scale. With this abridged background information about the 

dyadic analysis of data and the rationale for adopting the dyadic design, we now proceed to 

the next section. In the following section, the strategy adopted for selection of the dyadic 

sample and data collection procedure has been elaborated along with the reasons there of.  

 

5.3 Sampling, Data Collection and Research Methodology 

There are many practical barriers in making a dyadic study operational (Kenny et. al. 

2006). In the previous section, too it has been reported that when the sellers of financial 

services were required to share the contact details of one of their most preferred customers, 

the results were not very encouraging. Moreover, when one talks about the buyers and sellers 

of financial services, it is nearly impossible to define the sampling frame. Hence, random 

sampling is almost ruled out (Baker, 2002). Out of the many non-random sampling processes 

available, the following strategic mix was adopted for sampling. Quota and convenient 

sampling was adopted for selection of the sellers. Then, based on the input received from the 

sellers, snowball sampling was done, for selecting the buyers. The selection of these 

techniques was guided by the intent to overcome practical issues related with dyadic 

collection of data without diluting the theoretical prescriptions. The reasons for selecting the 

quota and convenient sampling for the sellers were to cover data collection with minimum 

effort and with least time. Though convenient sampling is not generally recommended for 

causal research, this limitation was partially overcome with help of the quota sampling. The 

snowball sampling for the selection of buyers further eliminated the selection bias (Malhotra, 

2008). 

 

It has already been stated above that the buyer-seller dyads are the units of analysis in 

this study. And standard dyadic study design has been adopted. Thus, the data collection was 

divided into two stages. In first stage of the sampling, the researcher paid several visits to all 

the insurance branch offices of different insurance companies located in Rourkela and 

Bhubaneswar. The selection of these two cities was guided by the opinion of experts. These 

two were considered to be, the leading and most competitive markets in the state of Orissa for 
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financial services. Thus, the buyers of these two cities were assumed to be more informed 

and disposed with maximum alternatives regarding various financial services. Further, based 

on the later it was also assumed that buyer’s loyalty in these markets will be guided more by 

relational factors than any other; since, this is supposed to be the case in any market having 

near perfect competition (Sheth and Parvatiyar, 1999 and Hunt et al, 2006). At the time of 

visit to the branch offices, the researcher approached all the sellers present in the office at that 

time. Prior to filling of the survey instruments, they were informed about the purpose of the 

survey and were first asked to share the name of one of their most preferred customer who 

belonged to respective cities. Then the contact details of the customer were sought for. The 

seller was asked to fill up rest of the questionnaires only if he or she was convinced and 

trusted the researcher to share the customer’s contact details. Following the steps described 

above, the process was continued until 200 sellers’ survey instruments were collected (100 

each from both the cities).  

 

In the second stage, these survey instruments collected from the sellers were given a 

code number each. A list of the buyers / most preferred customers was then prepared, and the 

later were then contacted physically. Probably this was the most crucial as well as the most 

strenuous activity of this thesis. After a great deal of effort, all but three of the buyer’s survey 

instruments were filled up. During filling of the questionnaires in all the cases (i.e. both for 

buyers and sellers) the researcher was himself present. Moreover, before leaving the place, it 

was ensured that there were no missing data. Thus, at the end of data collection, there were 

197 dyadic pairs of filled up survey instruments. A sample of 197 dyads was considered 

adequate for the dyadic analysis of the data, because of the following 1) sample size 25 is the 

minimum requirement (Kenny et. al. 2006). 2) Moreover, as SEM was to be employed, a 

sample size of 150 is again considered sufficient (Hair et al. 2006). Before proceeding 

further, the following is an overview of the demographic details of the respondents (i.e. seller 

and buyer dyads), considered for analysis in this chapter and the following one (Table 5.1 

part 1 and 2).  Part1 treats buyers and sellers as two different groups, but in part 2 dyadic 

comparisons have been done. Referring to part 1 of the Table, we may conclude that – 1) 

Majority of the respondents were between 20 to 50 years of age. 2) Most of the respondents 

were male. 3) Majority of the respondents were having annual income below four lakh. 4) 

Majority of the respondents’ educational qualification is up to graduation level, and 5) 

majority of the respondents had four or less numbers of dependents.  
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Table 5.1 (part1): Demographic outline of the Buyers and Sellers considered 
for DRFO scale finalization and model exploration 

(seller) Years <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 Total 
%   32.0 34.0 26.9 7.1   100 

 (buyer) Years <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 Total 
% 1.0 24.9 41.1 20.3 10.2 2.5 100 

(seller) Cate. Male Female Total 
% 82.2 17.8 100 

 (buyer) Cate. Male Female Total 
% 86.3 13.7 100 

 (seller) Rs. 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh Total 
% 29.4 46.2 17.8 3.0 2.0 1.5 100 

 (buyer) Rs. 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh Total 
% 31.5 35.5 20.3 7.1 4.1 1.5 100 

(seller) Degree 10 th 12 th Diploma Graduate PG / PGD Doctorate Total 
% 4.6 19.8 0.5 57.9 17.3   100 

(buyer) Degree 10 th 12 th Diploma Graduate PG / PGD Doctorate Total 
% 7.1 14.7 8.6 53.8 14.2 1.5 100 

(seller) Nos. 1 2 3 4 5 6 Total 
% 14.2 21.8 24.9 22.3 12.2 4.6 100 

 (buyer) Nos. 1 2 3 4 5 6 Total 
% 15.2 22.3 26.4 20.3 8.1 7.6 100 

Notes: Cate. – Category, Lakh – 1 lakh = 1,00,000, Rs. – Indian currency 

Table 5.1 (part2): The Comparative Demographics of Buyer-Seller dyadic 
partners, considered for DRFO scale finalisation and model exploration 

Age Frequency % Gender Frequency % 
Similar 67 34 Same gender dyads 149 76 
Seller is older in age 59 30 Seller is female buyer is male 28 14 
Buyer is older in age 71 36 Seller is male buyer is female 20 10 
Total 197 Total 197 
Education level Annual Income 
Same 71 36 Similar 55 28 
Seller is more educated 69 35 Sellers income is more 69 35 
Buyer is more educated 57 29 Buyers income is more 73 37 
Total 197 Total 197 
Number of Dependents   
Same 55 28   
Seller has more 75 38   
Buyer has more 67 34   
Total 197   
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  Table 5.1 (part2) shows that, except gender, in rest of the demographic traits the 

buyer-seller dyads are similar to each other only in 30% (approximate) cases. This finding is 

interesting because the buyers were selected through snow ball sampling procedure. And, 

sellers had been asked – “Please think for a moment and let us know the name of the 

customer whom you prefer the most for business or with whom you have closest relationship 

in business” Hence, the findings indicate that, at least from seller’s point of view, for a close 

professional relationship, the demographic traits are of little significance. Rest of this section 

outlines the methodology followed for analysis of the data. 

 

5.3.1 Methodology of Data Analysis - To begin with, normality of the data collected 

is ascertained in section 5.4. After necessary data transformation, various types of analysis 

conducted with the data have been reported in the following four sections. Broadly, they can 

be divided into two groups, - non-dyadic analysis and the dyadic analysis. Non-dyadic 

analysis, described in section 5.5, redefines DRFO dimensions of buyers and sellers with help 

of EFA, and furnishes the scale reliabilities. This step was considered because 1) owing to 

data transformation some refinement with respect to the dimensions of DRFO was 

anticipated; 2) more important is that, we are having dyadic data at our disposal, unlike in 

chapter four. Then, in the sections 5.6 and 5.7 respectively, the dyadic data collected from the 

buyers and the sellers, have been analysed for assessment of actor effects. Each of these two 

sections explores the relationships among the relational constructs as well as the scale items 

being studied. These two sections have been divided into four sub-sections, namely – 

conceptual model, CFA, Model fitness, and comparative account of different Actor Effect 

Models. After reporting the non-dyadic analysis in the above mentioned three sections, 

certain aspects of the dyadic analysis conducted has been presented in sections 5.8. Before 

conclusion, the penultimate section presents support for the actor and partner effects of the 

research model, using ANN (artificial neural network) analysis.  

 

5.4 Data Normalisation 

All quantitative analyses are based on certain assumption about the nature of the data. 

The most fundamental of those assumptions concerning multivariate analysis is the normality 

of data (Hair et al. 2006). Normality of the data refers to normal distribution of each of the 

variables being studied. Moivre and Laplace used this distribution in the 1700's (Wikipedia, 
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2010). In the early 1800's, German mathematician and physicist Karl Gauss used it to analyze 

astronomical data, (hence, it is also known as Gaussian distribution). The Following are the 

Characteristics of any Normal Distribution – a) Bell-shaped curve (so it sometimes is referred 

to as the "bell curve“), b) Unimodal (i.e. peak is at the mean), and c) Symmetric about the 

mean (i.e. Mean = Median = Mode).  

 

If the data to be analysed deviates significantly from the normality assumption then 

the resulting statistical analysis of such data is considered invalid. In this sense, 

philosophically speaking, the normal distribution represents one of the empirically verified 

elementary "truths about the general nature of reality". Hence, its status can be compared to 

one of fundamental laws of natural sciences (Hill & & Lewicki, 2007). The Normal 

distribution is very important in statistics because many variables are normally (or 

approximately normally) distributed. In addition, many statistical procedures are based on the 

assumption of normally distributed data. Particularly in management sciences, the normal 

distribution is considered to be the descriptive model that describes real world situations. Of 

course there could be several reasons for non normality of the data. Owing to the sampling 

procedure used in the study, the normality of the data was tested. To test the normality of the 

data, there are several alternative strategies available. In this study, the normality was tested 

with the help of SPSS 16.0. The findings have been furnished in Appendix – 5b. It was 

evident that some of the variables of the data were not normal. The overall test of 

multivariate normality, measured through Kolmogorov-Smirnov and Shapiro-Wilk Sig, were 

also found to be non-significant (i.e. less than 0.05). Thus, it was found that the data was not 

normally distributed. In case one has non-normal data, there are several remedies; but 

broadly, these can be classified under the following three general choices -  

• First, one can use some alternative "nonparametric" test (or so-called "distribution-

free test); but this is often inconvenient because such tests are typically less powerful 

and less flexible in terms of types of conclusions that they can provide.  

• Alternatively, in many cases, one can still use the normal distribution-based test if one 

makes sure that the size of the sample is large enough. The later is based on the 

central limit theorem (CLT) proposed by Pólya in 1920 (Wikipedia, 2010). The 

theorem states that, as the sample size increases, the shape of the sampling 

distribution (i.e., distribution of a statistic from the sample) approaches normal shape, 
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even if the distribution of the variable in question is not normal. And, the CLT is 

largely responsible for the popularity of tests that are based on the normal function.  

• Finally, one may adopt certain techniques for transforming the data that may make it 

fit the normality assumptions better. To transform the data, one performs a 

mathematical operation on each observation to achieve normality and then uses these 

transformed numbers or data points in the statistical tests. 

Out of the above choices, this study already had a large enough sample (as prescribed 

by CLT). Yet, to improve it further, the last of the three alternatives too was exercised. A 

general discussion about data transformation strategies and the key findings with regard to 

the results of various transformation techniques employed has been furnished in the 

Appendix-5b. Based on the findings, it was evident that when the Box-Cox transformation 

(with help of Statistica 8.0) was conducted on the reflected data points, it yielded most 

satisfactory results. Rest of the analysis and the inference have been drawn in this chapter as 

well as in the following one, using the transformed data. 

 

5.5 Refinement of DRFO dimensions and Scale Reliabilities  

This section consists of the following three sub-sections. To begin with, under the 

following two sub-sections (i.e. 5.5.1 and 5.5.2), the DRFO dimensions respectively of 

buyers and sellers have been explored again (the rationale has been discussed in 5.3.1). Later 

on, under section 5.5.3, the reliabilities of these refined scales have been presented.  

 

5.5.1 EFA of buyer’s initial DRFO - To refine buyer’s DRFO scale developed in the 

chapter-4, all the 22 items of the scale were again subjected to an EFA. The following is a 

brief account of the key statistics and findings. The Kaiser-Meyer-Olkin measure of sampling 

adequacy was found to be very good at 0.913. Similarly, Bartlett's Test of Sphericity too was 

found to be significant. The measures of sampling adequacy (MSA) for each of the items too 

were found to be very good (the highest and lowest MSA respectively being .956 and .858). 

The communalities were extracted using Principal Component Extraction Analysis (PCA). 

All the item communalities excepting one scale item i.e. bcop3 were found to be above .5. 

The highest communality was .726. Using the formula, Eigenvalues greater than 1 a total of 4 

factors or dimensions were identified. And, these 4 factors explained 62.87% of cumulative 
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variance. Finally, the factors extracted were subjected to Varimax rotation with Kaiser 

Normalization and the findings have been furnished in Table 5.2. At this stage, the intention 

was not to explore the relationships among the variables rather it was to develop a model that 

shall be verified empirically. Thus, in the said Table, all the items having a factor loading 

above 0.6 have been reported along with their communalities.  

Table 5.2: Rotated Component Matrix and Buyer’s Refined DRFO Scale 

Rotated Component Matrix 
  

Factors loadings and 
Communalities (Comnl.) 

Codes Scale item details F1 F2 F3 F4 Comnl. 

bcom1 
S/he keeps me informed about the performance of 
my investment 0.72       0.62 

btru4 My agent is concerned about my welfare 0.70       0.65 
bcomt1 My relation with this agent is very important to me 0.67       0.61 
btru2 I am confident that this agent is truthful to me 0.66       0.70 
btru1 My agent is honest to me 0.65       0.73 

btru3 
My agent, always shares his / her best judgment 
with me 0.62       0.63 

bsv2 
I am similar to my agent with respect to Ethnic 
background   0.83     0.70 

bsv4 I am similar to my agent with respect to Attitude   0.79     0.68 

bsv3 
I am similar to my agent with respect to 
Mannerisms   0.78     0.69 

bsv1 
I am similar to my agent with respect to 
Personality   0.74     0.67 

bcom3 
S/he Knows me personally relatively well (e.g. 
family, pastimes...)   0.60     0.68 

bcop1 
I believe cooperation is a characteristic of our 
relationship     0.72   0.62 

bcop2 
I'm generally flexible when my agent needs me to 
be     0.70   0.61 

bcom5 My communication with him / her is frequent     0.64   0.59 
bkp3 S / he is a reliable person       0.67 0.64 
bkp2 My agent can be described as trustworthy       0.61 0.63 

Notes: Extraction Method: Principal Component Analysis. Rotation Method: Varimax with 
Kaiser Normalization. Rotation converged in 7 iterations. The scale items coded bcom4, 
bkp1, bcop3, bcom2, bcomt2, bcomt3 (i.e. a total of 6) were pruned owing to low factor 
loadings on their respective factors. 
 

This exploratory factor analysis resulted in parsimony as six scale items were pruned 

from the buyer’s DRFO scale. However, total number of factors remained the same. Factor 1, 

based on the constituent items and the communality, can be named as ‘trust’. This is the most 

important factor for the buyers and it explains 42.35% of all variance. The total variance 
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explained by the 4 factors being 62.87%, ‘trust’ alone explains 67.36% of all the explained 

variance.  The statistics shows for the buyers, it is very important that the seller should be 

perceived as honest and truthful (ref btru1 & btru2). Yet, based on the statistics for bcom1 

and btru3, it can be generalised that the sellers need to be more frequent in updating the buyer 

regarding the performance of the investments; so that the buyers would perceive that the 

seller is indeed sincere and is sharing his/her best judgement. The second most important 

factor is ‘shared value’ and it explains 10.5% of the total variance. ‘Shared values’ in terms 

of ethnic background is patronised more than others. Here familiarity i.e. personal closeness 

(bcom3), on part of the seller is appreciated as well. The third and fourth factors in order of 

importance happen to be respectively ‘co-operation’ and ‘promise keeping by the seller’. 

Both the factors explained about 5% of total variance. The respective Cronbach's Alphas of 

the four factors or dimensions extracted have been discussed in sub-section 5.5.3. At this 

stage, let us move on to the next sub-section to analyse the sellers’ data. However, one must 

note here that effort for data reduction yielded results and the resultant DRFO scale for the 

buyers retained only 16 scale items. 

 

5.5.2 EFA of seller’s initial DRFO – In this sub-section, the seller’s initial DRFO 

scale has been refined by adopting the steps followed in 5.5.1 for refinement buyers’ initial 

DRFO scale. For the purpose, all the 16 items of the said scale were subjected to an EFA. 

The following is a brief account of the key statistics and findings. The Kaiser-Meyer-Olkin 

measure of sampling adequacy was found to be very good at 0.799. Similarly, Bartlett's Test 

of Sphericity too was found to be significant. The measures of sampling adequacy (MSA) for 

each of the items too were found to be good (the highest and lowest MSA respectively being 

.877 and .696). The communalities were extracted using Principal Component Extraction 

Analysis (PCA). All the item communalities excepting three scale items i.e. bcop3 were 

found to be above .5. The highest communality was .726. Using the formula, Eigenvalues 

greater than 1 a total of 4 factors or dimensions were identified. And these 4 factors explained 

56.36% of cumulative variance. Finally, the factors extracted were subjected to Varimax 

rotation with Kaiser Normalization and the findings have been furnished in Table 5.3. At this 

stage the intention was not to explore the relationship among the variables, rather was to 

develop a model that shall be verified empirically. Thus, in the said Table, all the items 

having a factor loading above 0.6 have been reported along with their communalities.  
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Table 5.3: Rotated Component Matrix and Seller’s Refined DRFO Scale 

Rotated Component Matrix 
Factors loadings and 

Communalities (Comnl.) 
  

Codes Scale item details 1 2 3 4 Comnl. 

ssv3 
I am similar to my customer with respect to 
Mannerisms 0.81    0.67 

ssv4 
I am similar to my customer with respect to 
Attitude 0.79    0.67 

ssv1 
I am similar to my customer with respect to 
Personality 0.78    0.64 

ssv2 
I am similar to my customer with respect to 
Ethnic background 0.77    0.65 

scop1 
I believe cooperation is a characteristic of our 
relationship  0.72   0.55 

scom5 My communication with him / her is frequent 
 0.68   0.51 

scom1 
I keep him/her informed about performance of 
the investment  0.67   0.55 

stru2 
I am confident my customer thinks I am 
truthful  0.63   0.52 

stru3 
I always share my best judgment with my 
customer   0.68  0.49 

scop2 
S/he is generally flexible when I need him / her 
to be   0.67  0.56 

stru4 I am concerned about my customer’s welfare   0.64  0.45 

scom3 
I Know him/her personally relatively well (e.g. 
family, pastimes...)    0.76 0.67 

scom2 I Know his / her financial needs    0.69 0.55 
scomt3 I feel a sense of belongingness to this customer 

   0.68 0.58 
Note: Extraction Method: Principal Component Analysis.   Rotation Method: Varimax with 
Kaiser Normalization. Rotation converged in 6 iterations. The scale items coded scomt2, 
scop3 (i.e. a total of 2) were pruned owing to low factor loadings on their respective factors.
      

This exploratory factor analysis also resulted in a more parsimonious seller’s DRFO 

scale as two scale items were pruned. The total number of factors now became four (i.e. same 

as the buyers). Factor one, based on the constituent items and the communality, can be named 

as ‘shared value’. This is the most important factor for the sellers and it explains 27.94% of 

all variance. The total variance explained by the 4 factors being 56.36%, ‘shared value’ alone 

explains 49.57% of all the explained variance. The ‘shared values’ in terms of mannerism and 

attitude are more important to the sellers than others (refer sv3 & sv4). The second most 

important factor is named as ‘cooperation’ and it explains 12.56% of the total variance. This 

naming is based on the scale items’ details and their statistics. It may be generalised here that 

the sellers believe it is frequent and frank communication (refer scom5, scom1 and stru2) 

which engenders cooperation. The third was named as ‘trust’ to keep similarity among the 
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factor names being assigned to the DRFO dimensions of the buyers and sellers. But this 

factor is essentially about ‘trust winning behaviour’ on part of the seller (refer stru3, stru4 and 

scop2). This factor explained 8.7% of the total variances. Finally, the fourth factor was 

named as ‘communication’ though it could have been more apt to call it ‘personal and 

professional interaction’. The former was selected following the same logic cited above, i.e. 

the one that has been used for naming of the third factor. The fourth factor explained 7.1% of 

total variances. The respective Cronbach's Alphas of the 4 four factors or dimensions 

extracted have been discussed in the next sub-section.  

 

After data transformation, when the EFA was conducted for the DRFO dimensions in 

the last two sub-sections, it was revealed that, both the buyers and sellers have become more 

like each other in terms of their DRFO dimensions. Of course, there are some notable 

differences among them, like, for the buyers, promise keeping behaviour of the seller was a 

dimension, but communication, though important, was not an explicit dimension. The reverse 

was true for the sellers. Despite these differences, the similarities and/or complimentary 

aspects of the respective DRFO dimensions of buyers and sellers support the theoretical 

assumption regarding their dyadic nature. The analyses also found that there are as many as 

three common factors which were identified as - trust, shared value, and cooperation. The 

concluding remarks in this regard shall be made in the last chapter. Now let us check the 

scale reliabilities. 

 

5.5.3 Scale Reliabilities - The reliabilities of the scales, based on the dyadic data 

collected from the buyers and sellers, have been presented. These scale reliabilities were 

calculated using SPSS 16.0. The methodology adopted for calculation and interpretation of 

the reliabilities is similar to the one described and followed in the chapter 4. In the Table 5.4, 

the Cronbach’s alpha values for 16 scales or sub-scales have been furnished. The upper eight 

belong to the buyers dyadic survey instrument where as the rest belong to sellers. Again, 

within each group the scales have been highlighted but the DRFO sub-scales for respective 

factors or dimensions have not been highlighted. The scale and subscale Cronbach’s alpha 

values reveal the following. The scales for the buyers are, in general, good with just two sub-

scales falling in the acceptable range. On the other hand, the seller scale and sub-scales can, 

in general, be described as average. Because out of the four scales, two were in the range of 
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acceptability whereas other two can be assumed as bordering acceptable range on the lower 

side. Similarly, out of the four sub-scales, just one was found to be in the range of good. 

However, of the rest three, two sub-scales were found to be questionable and just one was 

found to be poor.  

Table 5.4: Reliability Statistics of the Refined DRFO scales & sub-scales 

Reliability Statistics of the scales and the 
sub-scales 

Cronbach's 
Alpha 

Interpretation of the 
Cronbach's Alpha 

values 

No of 
Items 

Buyer’s dyadic Relational satisfaction Scale 0.927 Excellent 3 
Buyer’s dyadic relational loyalty Scale 0.813 Good 3 
Buyer’s DRFO Scale 0.893 Good 16 
Buyer’s DRFO F1 (trust subscale) 0.857 Good 6 
Buyer’s DRFO F2 (shared value subscale) 0.851 Good 5 
Buyer’s DRFO F3 (co-operation subscale) 0.712 Acceptable 3 
Buyer’s DRFO F4 (keeping promise subscale) 0.732 Acceptable 2 
Buyer’s dyadic loyalty and satisfaction scale 0.854 Good  6 
Seller’s dyadic Relational satisfaction Scale 0.747 Acceptable 3 
Seller’s dyadic relational loyalty Scale 0.684 Questionable 3 
Seller’s DRFO Scale 0.791 Acceptable 14 
Seller’s DRFO F1 (shared value subscale) 0.817 Good 4 
Seller’s DRFO F2 (cooperation subscale) 0.660 Questionable 4 
Seller’s DRFO F3 (trust subscale) 0.552 poor 3 
Seller’s DRFO F4 (Communication subscale) 0.647 Questionable 3 
Seller’s dyadic loyalty and satisfaction scale 0.657  Questionable  6 

 

Overall, the scales and subscales are having Cronbach’s alpha values above .55. 

Hence they can be considered as reliable. Encouraged by this finding, the dyadic data 

collected from the buyer’s and the seller’s were next subjected to CFA and SEM. The 

following two sections (i.e. 5.6 & 5.7) respectively present the said analysis for buyers and 

sellers relational survey data. At this stage, one must note here that despite using dyadic data, 

the analysis in these two sections cannot be referred to as example of true dyadic studies. 

This is because; the analyses of this chapter shall be carried out separately for buyers and 

sellers (i.e. actor-partner effects are not being studied yet). Thus, these two sections shall 

explore evidence in support of the actor effects only. The intention is to establish 

relationships among different factors belonging to either of the dyadic partners. Hence, one 

may later on proceed to test more complex (dyadic) models that shall combine the factors 

belonging to both the dyad partners, by simultaneous use of buyers’ and sellers’ data. 
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5.6 CFA & SEM for the constructs of Buyer’s Actor Effect Models  

In this section, the relational data gathered from the buyers, following the procedure 

elaborated in section 5.3, has been analysed with AMOS 16.0. Of course the data points had 

been transformed prior to the beginning of the analysis. To begin the process in section 5.6.1, 

the different conceptual models consisting of buyer’s relational antecedents and the outcomes 

have been outlined. These models have been developed based on the buyer’s actor effects 

from the research model and the rival models 1, 2 and 3 (refer chapter – 3). A total of eight 

constrained models for buyers’ actor effect were developed and shall be referred to as BAEM 

1 to 8. A summary discussion about the BAEMs has also been furnished in this subsection. 

Then, in the section 5.6.2, the findings of the CFA for the constructs of BAEM-1 have been 

presented. Next, the SEM model testing has been reported in 5.6.3 for the BAEM-1. 

Thereafter, using a specification search the most parsimonious model for the said constrained 

model was found out. Finally, this parsimonious model, thus developed, was tested using 

SEM. Following the series of steps described for section 5.6.2 and 5.6.3, the BAEM-2 to 8, 

were also tested. Thus, in total, 15 sets of model fitness indicators were obtained for as many 

BAEMs. There were in all 15 models tested because, for the BAEM-6, no parsimonious 

models could be found. In the section 5.6.4; the key findings of all the BAEMs test indicators 

have been summarised and compared to select the best fitting BAEM. 

 

5.6.1 The conceptual BAEMs - The Figure 5.2 outlines the eight conceptual BAEMs 

(constrained models) that have been referred above. These eight models (each having 4 

models) can be classified into two broad groups  – 1) in the initial four the latent variable 

BDRFO (buyer’s dyadic relational factor orientation) has not been specified, 2) whereas, in 

the rest there is a latent variable BDRFO. Rest of the section presents the construct 

summaries of the eight rival BAEMs (Table 5.5). For each of the eight constrained models 

the respective most parsimonious models will be searched with help of the AMOS 16.0. 
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Figure 5.2: Conceptual BAEMs 

 

Note: BDR stands for Buyers dyadic Relational. In each of the conceptual models, only the 
latent variables have been shown. For the observed variable, one may simultaneously refer 
the Table 5.2 and 5.4. Alternatively, refer Table 5.6 for the scale item codes for each of the 
latent variables. A summary account of these rival models has been furnished in Table 5.5.  

 



105 
 

Table 5.5: Summary account of the rival Buyer’s Actor Effect Models (BAEMs) 

Note: Construct summaries for the conceptual models presented in Figure 5.2. 

Using these conceptual models, the CFA and SEM testing were carried out. However, 

one must note that the Figure 5.2 is illustrative. The actual SEM model specifications have 

been furnished later.  

 

5.6.2 CFA of relational constructs of BAEM-1 – The directionality and the 

relationships among, the relational constructs’ of the buyer’s were explored using CFA. The 

choice of CFA for the factor analysis was owing to this reason that, a SEM for model testing 

would follow it. To conduct the CFA, all the buyer’s relational constructs along with their 

indicator variables were entered in to AMOS 16.0 simultaneously.  The Table 5.6 shows the 

factors and their variables. Next, all the latent variables were correlated with each other as 

shown in the Figure 5.3. Then CFA was conducted with partial least square method. This 

method was chosen rather than the ‘maximum likely hood’ or any other as the data does not 

have multivariate normality.  

Model 
Name 

Model 
specification 

type 
Rival BAEMs and their summary 

BAEM 1 Constrained 
This model proposes that the dimensions of ‘buyer’s DRFO’ 
affect ‘BDR satisfaction’, and in turn, both these factors affect 
‘BDR loyalty’. 

BAEM 2 Constrained This model proposes that the dimensions of ‘buyer’s DRFO’ 
affect ‘BDR satisfaction and loyalty’. 

BAEM 3 Constrained 
This model proposes that the dimensions of ‘buyer’s DRFO’ 
affect ‘BDR satisfaction & trust’, and in turn, both these factors 
affect ‘BDR loyalty and co-operation’. 

BAEM 4 Constrained 
This model proposes that the dimensions of ‘buyer’s DRFO’ 
affect ‘BDR satisfaction & trust’, and in turn, both these factors 
affect ‘BDR loyalty’. 

BAEM 5 Constrained This model proposes that the ‘buyer’s DRFO’ affects ‘BDR 
satisfaction’, and in turn both these factors affect ‘BDR loyalty’. 

BAEM 6 Constrained This model proposes that the ‘buyer’s DRFO’ affects ‘BDR 
satisfaction and loyalty’. 

BAEM 7 Constrained 
This model proposes that the ‘buyer’s DRFO’ affects ‘BDR 
satisfaction & trust’, and in turn both these factors affect ‘BDR 
loyalty and co-operation’. 

BAEM 8 Constrained 
This model proposes that the ‘buyer’s DRFO’ affect ‘BDR 
satisfaction & trust’, and in turn both these factors affect ‘BDR 
loyalty’. 
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Table 5.6: Buyer’s Latent variables, their codes 
and the respective scale item codes 

Trust (tru) 

bcom1 
Cooperation (cop) 

bcop1 
btru4 bcop2 
bcomt1 bcom5* 
btru2 Keeping promise 

(KP) 
bkp3 

btru1 bkp2 
btru3 

Buyers Relational 
Satisfaction (brsat) 

brsat1 

Shared value 
(sv) 

bsv2 brsat2 
bsv4 brsat3 
bsv3 

Buyers Loyalty (bloy) 
bloy3 

bsv1 bloy2 
bcom3* bloy1 

Note – Refer, Table 5.2 for the scale items; Variables having (*) mark beside them have been 

dropped based on the initial CFA.  

 

Based on the initial results, two variables (i.e. bcom3 & bcom5) were pruned for 

having Standardized Residual Covariances above 4. This modification was considered minor 

as it meant a drop of only 2 variables out of 22 measured items of the CFA. Hair et al. (2006) 

have opined that, dropping of more than 2 items for every 15 measured items in CFA or SEM 

has to be considered as a major change. The later would have required a new sample, but in 

this case we had only a minor change and thus the analysis was continued with the same 

sample. After dropping those two items, the CFA was rerun. This time all the Standardized 

Residual Covariances were found to be within the range +4 and -4 (as it is recommended to 

be). Rather a visual inspection showed that most of them were found to be within the range 

+2 and -2 (refer Appendix 5c). Moreover, it was found that all the items retained loaded 

highly on their corresponding factors, confirming the unidimensionality of the constructs 

(refer Figure 5.3). The standardised regression weights and the correlation among various 

factors of the CFA have been furnished in the Table 5.7.  

Table 5.7: The estimates of standardized regression weights and the 
correlations among various factors of the CFA model for BAEM-1 

Standardized Regression Weights Estimate Correlations: Estimate 
bloy1 <--- bloy 0.88 sv <--> kp 0.51 
bloy2 <--- bloy 0.88 sv <--> cop 0.57 
bloy3 <--- bloy 0.73 brsat <--> kp 0.69 
brsat3 <--- brsat 0.92 bloy <--> sv 0.68 
brsat2 <--- brsat 0.96 cop <--> kp 0.60 
brsat1 <--- brsat 0.85 bloy <--> tru 0.79 
btru2 <--- tru 0.88 brsat <--> sv 0.69 
btru3 <--- tru 0.80 bloy <--> brsat 0.76 
btru4 <--- tru 0.82 bloy <--> kp 0.63 
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bcomt1 <--- tru 0.73 tru <--> cop 0.74 
bsv1 <--- sv 0.73 brsat <--> tru 0.85 
bsv2 <--- sv 0.73 tru <--> sv 0.69 
bsv3 <--- sv 0.86 bloy <--> cop 0.56 
bsv4 <--- sv 0.88 brsat <--> cop 0.74 
bcop1 <--- cop 0.71 tru <--> kp 0.79 
bcop2 <--- cop 0.72       
btru1 <--- tru 0.89       
bcom1 <--- tru 0.67       
bkp2 <--- kp 0.80       
bkp3 <--- kp 0.80       

Note: refer Tables 5.2 and 5.6 for the scale items and the factor codes   

Figure 5.3: Confirmatory Factor Analysis of BAEM-1 

 
Note: refer Tables 5.2 and 5.6 for the scale items and the factor codes 

 

At this point, the fitness of the resultant CFA model was assessed. The indicators 

statistics were found to be as follows – Chi-square = 244, Degrees of freedom (df) = 155 

(chi-square / df is <2, thus acceptable).  The probability level was = .000 (below .05, hence 
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indicated that the departure of the data from the model is significant). Similarly, the RMSEA, 

GFI, CFI were respectively 0.054 (below .08, hence acceptable); 0.875 (it is almost .9 hence 

acceptable); and .683 (hence, poor). Based on these indicators, the model appears to be an 

average one. Yet, as stated above, the data did not meet multivariate normality assumption; 

so the fit of CFA models was assessed using the Bollen-Stine bootstrap p. The Bollen-Stine 

bootstrap is a bootstrap modification of model chi-square, used to test model fit, adjusting for 

distributional misspecification of the model (i.e. adjusting for lack of multivariate normality). 

If ‘Bollen-Stine bootstrap’ p < .05, the model is rejected. Testing the null hypothesis that the 

model is correct, Bollen-Stine bootstrap p was found to be = .108 (hence the model is 

acceptable). Thus, based on the above discussion the CFA model was considered robust and 

the results suggest that there are strong correlations among the factors. So in the next stage 

the refined BAEM-1’s fitness was tested.  

 

5.6.3 Model Fitness of the BAEM-1 - To test the model fitness, the antecedent 

factors (i.e. Trust - tru; Shared value – sv; and Co-operation – cop; and keeping promise – 

kp) were correlated. Then between these four antecedents and the consequent factors (i.e. 

Satisfaction – brsat; and Loyalty -bloy) dependence relationship was set. However, this time 

the maximum likelihood method was adopted for model estimation, as Bollen-Stine bootstrap 

was to be used for model’s probability assessment. The model fitness indicators were found 

to be as follows – Chi-square = 283, Degrees of freedom (df) = 155 (chi-square / df is <2, 

thus acceptable).  The Bollen-Stine bootstrap p = .074 (above .05, hence indicated that the 

departure of the data from the model is not significant). Moreover, the RMSEA, GFI, CFI 

were respectively 0.065 (below 0.08, hence acceptable); 0.877 (it is almost 0.9 hence 

acceptable); and .949 (above 0.9 hence, acceptable). In addition, all the Standardized 

Residual Covariances were found to be within the range +2 and -2. Based on the above 

reported fitness indicators the model was considered robust. Next, a specification search was 

carried out and it was found that all the correlations among the antecedent constructs are non-

optional. However, some of the dependence relationships were optional. The non-optional, 

correlations and dependence relationships have been represented in the Figure 5.4 through 

bold lines among the factors. Existence of optional relationships indicated that the BAEM-1 

is probably not parsimonious. However, removal of the optional relationships did not 

improve the fitness indicators significantly (refer 5.6.4). Yet, it indicated that BDR 

satisfaction is not a mediating factor between the dimensions of ‘buyer’s DRFO’ and BDR 
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loyalty. Finally, based on the recalculated standardised regression weights and correlations 

furnished in the Table 5.8, it can be concluded that. Among the factors of the BAEM-1, there 

exists adequate actor effect.  

Table 5.8: The recalculated standardised regression weights and correlations 
for the factors of BAEM-1 

Standardized Regression Weights Estimate Correlations Estimate 
bloy1 <--- bloy 0.84 sv <--> kp 0.40 
bloy2 <--- bloy 0.87 sv <--> cop 0.46 
bloy3 <--- bloy 0.67 cop <--> kp 0.60 
brsat3 <--- brsat 0.92 tru <--> cop 0.71 
brsat2 <--- brsat 0.96 tru <--> sv 0.63 
brsat1 <--- brsat 0.85 tru <--> kp 0.76 
btru2 <--- tru 0.87       
btru3 <--- tru 0.77       
btru4 <--- tru 0.79       
bcomt1 <--- tru 0.66       
bsv1 <--- sv 0.74       
bsv2 <--- sv 0.74       
bsv3 <--- sv 0.85       
bsv4 <--- sv 0.83       
bcop1 <--- cop 0.68       
bcop2 <--- cop 0.68       
btru1 <--- tru 0.85       
bcom1 <--- tru 0.65       
bkp2 <--- kp 0.78       
bkp3 <--- kp 0.75       

Note: refer Tables 5.2 and 5.6 for the scale items and the factor codes 

 

5.6.4 A comparative account of the fifteen BAEMs - As mentioned in the section 

5.6, following a procedure similar to the one described in the above two sub-sections, other 

seven constrained BAEMs and the parsimonious models for all were searched and analysed 

(the same has been presented in Appendix-5d). The Table 5.9 summarises the key findings. A 

comparative account of 15 BAEMs – SEM fitness indicators, shows that the ‘BAEM-5 

parsimonious model’ fits the data well and has the best statistics among all. This model has 

been presented in the Figure 5.4. Therefore, out of all the BAEMs, only the later was retained 

for dyadic model exploration (discussed in next chapter); whereas rest of the BAEMs were 

rejected from further analysis.  
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Table 5.9: Model fitness indicators for the fifteen rival BAEMs 

Model 
Name 

Model 
specificati
on  type 

Chi-
square 
( C ) 

degrees of 
freedom 

(df) C/df BSP RMSEA GFI CFI AIC 
extra 

comments 
BAEM-1 Cons. 283.4 155 1.8 0.074 0.065 0.88 0.95 393.42 
BAEM-1 Pars. 287.2 159 1.8 0.078 0.064 0.87 0.95 389.19 2* 
BAEM-2 Cons. 436.8 160 2.7 0.002 0.094 0.81 0.89 536.84 1* 
BAEM-2 Pars. 439.2 162 2.7 0.002 0.093 0.81 0.89 535.22 1* 
BAEM-3 Cons. 309.7 152 2 0.018 0.073 0.86 0.94 425.75 1* 
BAEM-3 Pars. 310.1 153 2 0.018 0.072 0.86 0.94 424.08 1* 
BAEM-4 Cons. 312.4 154 2 0.018 0.072 0.86 0.94 424.45 1* 
BAEM-4 Pars. 313.3 155 2 0.018 0.072 0.86 0.94 423.33 
BAEM-5 Cons. 294.9 163 1.8 0.070 0.064 0.87 0.95 388.88 
BAEM-5 Pars. 295.9 164 1.8 0.066 0.064 0.87 0.95 387.91 
BAEM-6 Cons. 446.7 165 2.7 0.002 0.093 0.80 0.89 536.68 
BAEM-6 Pars. NA 
BAEM-7 Cons. 294.5 161 1.8 0.056 0.065 0.87 0.95 392.50 1* 
BAEM-7 Pars. 295.7 162 1.8 0.050 0.065 0.87 0.95 391.74 1* 
BAEM-8 Cons. 294.5 162 1.8 0.056 0.065 0.87 0.95 390.52 1* 
BAEM-8 Pars. 295.8 163 1.8 0.058 0.064 0.87 0.95 389.80 

Notes: Cons.- constrained; and Pars.- most parsimonious; BSP- Bollen-Stine bootstrap p; 
RMSEA- root mean square error of approximation; GFI- goodness of fit index; AIC- Akaike 
information criterion; CFI- comparative fit index; *- Number of regression weights > 1. 

 

5.7 CFA & SEM for the constructs of Seller’s Actor Effect Models 

In this section, the relational data gathered from the sellers, following the procedure 

elaborated in section 5.3, has been analysed with AMOS 16.0. Of course, the data points had 

been transformed prior to the beginning of the analysis. To begin the process, in section 5.7.1, 

the different conceptual models consisting of seller’s relational antecedents and the outcomes 

have been outlined. These models have been developed based on the seller’s actor effects 

from the research model and the rival models 1, 2 and 3 (refer chapter – 3). All total eight 

constrained models for sellers’ actor effect were developed and shall be referred to as SAEM 

1 to 8. A summary discussion about the SAEMs has also been furnished in this subsection. 

Then in the section 5.7.2 the findings of the CFA for the constructs of SAEM-1 has been 

presented. Next, the SEM model testing has been reported in 5.7.3 for the SAEM-1. 

Thereafter using a specification search the most parsimonious model for the said constrained 

model was found out. Finally, this parsimonious model thus developed was tested using 

SEM. Following the series of steps described for section 5.7.2 and 5.3.3, the SAEM-2 to 8, 



111 
 

were also tested. Thus, in total 15 sets of model fitness indicators were obtained for as many 

SAEMs. There were 15 models that were tested because, for the SAEM-6, no parsimonious 

models could be found. In the section 5.7.4; the key findings of all the BAEMs test indicators 

have been summarised and compared; to select the best fitting BAEM. 

Figure 5.4: Structural Equation Model BAEM-5 (Parsimonious) 

 

Note: refer Tables 5.2 and 5.6 for the scale items and the factor codes 

 

5.7.1 The conceptual Models for SAEM - The Figure 5.5 outlines the eight 

conceptual SAEMs (constrained models) that have been referred above. These eight models 

(each having 4 models) can be classified into two broad groups  – 1) in the initial four the 

latent variable BDRFO (buyer’s dyadic relational factor orientation) has not been specified, 

2) whereas, in the rest there is a latent variable BDRFO. Rest of the section presents the 

construct summaries of the eight rival BAEMs (refer Table 5.10). For each of the eight 

constrained models the respective most parsimonious models will be searched with help of 

the AMOS 16.0. 
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Figure 5.5: Conceptual SAEMs 

 

Note: SDR stands for Sellers Dyadic Relational. In each of the conceptual models, only the 
latent variables have been shown. For the observed variable, one may simultaneously refer 
the Table 5.3 and 5.4. Alternatively, refer Table 5.11 for the scale item codes for each of the 
latent variables. A summary account of these rival models has been furnished in Table 5.10. 
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Using these conceptual models, the CFA and SEM testing were carried out. However, 

one must note that the Figure 5.5 is illustrative. The actual SEM model specifications have 

been furnished later.  

Table 5.10: Summary account of the rival Seller’s Actor Effect Models (SAEMs) 

Note: Construct summaries for the conceptual models presented in Figure 5.5. 

5.7.2 CFA of the relational constructs of SAEM-1 - The directionality and the 

relationships among, the relational constructs’ of the seller’s were explored using CFA. The 

choice of CFA for the factor analysis was owing to this reason that, a SEM for model testing 

would follow it. To conduct the CFA, all the buyer’s relational constructs along with their 

indicator variables were entered in to AMOS 16.0 simultaneously.  The Table 5.11 shows the 

factors and their variables. Next, all the latent variables were correlated with each other as 

shown in the Figure 5.6. Then CFA was conducted with partial least square method. This 

method was chosen rather than the ‘maximum likelihood’ or any other as the data does not 

have multivariate normality. 

 

Model 
Name 

Model 
specification 

type 
Rival SAEMs and their summary 

SAEM 1 Constrained 
This model proposes that the dimensions of ‘seller’s DRFO’ 
affect ‘SDR satisfaction’, and in turn, both these factors affect 
‘seller’s perception of BDR loyalty’. 

SAEM 2 Constrained This model proposes that the dimensions of ‘seller’s DRFO’ 
affect ‘SDR satisfaction and seller’s perception of BDR loyalty’. 

SAEM 3 Constrained 
This model proposes that the dimensions of ‘seller’s DRFO’ 
affect ‘SDR satisfaction & trust’, and in turn, both these factors 
affect ‘seller’s perception of BDR loyalty and SDR co-operation’. 

SAEM 4 Constrained 
This model proposes that the dimensions of ‘seller’s DRFO’ 
affect ‘SDR satisfaction & trust’, and in turn, both these factors 
affect ‘seller’s perception of BDR loyalty’. 

SAEM 5 Constrained 
This model proposes that the ‘seller’s DRFO’ affects ‘SDR 
satisfaction’, and in turn both these factors affect ‘seller’s 
perception of BDR loyalty’. 

SAEM 6 Constrained This model proposes that the ‘seller’s DRFO’ affects ‘SDR 
satisfaction and seller’s perception of BDR loyalty’. 

SAEM 7 Constrained 
This model proposes that the ‘seller’s DRFO’ affects ‘SDR 
satisfaction & trust’, and in turn both these factors affect ‘seller’s 
perception of BDR loyalty and SDR co-operation’. 

SAEM 8 Constrained 
This model proposes that the ‘seller’s DRFO’ affect ‘SDR 
satisfaction & trust’, and in turn both these factors affect ‘seller’s 
perception of BDR loyalty’. 
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Table 5.11: Seller’s latent variables, their codes 
and the respective scale item codes 

Shared value 
(sv) 

ssv3 
Communication (com) 

scom3 
ssv4 scom2 
ssv1 scomt3 
ssv2   

cooperation 
(cop) 

scop1 relational satisfaction 
(srsat) 

srsat1* 
scom5 srsat2 
scom1 srsat3 
stru2   

Trust 
stru3 Seller’s perception 

about buyer’s loyalty 
(sloy) 

sloy1* 
scop2 sloy2 
stru4 sloy3 

Note – Refer Table 5.3 for the scale items; Variables having (*) mark beside them have been 
dropped based on the initial CFA. 

 

Based on the initial results, two variables (i.e. srsat1 & sloy1) were pruned for having 

Standardized Residual Covariances above four. This modification was considered minor as it 

meant a drop of only 2 variables out of 20 measured items of the CFA. Hair et al. (2006) have 

opined that, dropping of more than 2 items for every 15 measured items in CFA or SEM has 

to be considered as a major change. The later would have required a new sample; but in this 

case we had only a minor change and thus we continued with the same sample. After 

dropping those two items, the CFA was rerun. This time all the Standardized Residual 

Covariances were found to be within the range +4 and -4 (as it is recommended to be). Rather 

a visual inspection showed that most of them were found to be within the range +2 and -2 

(refer Appendix 5e). Moreover, it was found that all the items retained loaded highly on their 

corresponding factors, confirming the unidimensionality of the constructs (refer Figure 5.6). 

The standardised regression weights and the correlations among the various factors of the 

CFA have been furnished in the Table 5.12. 

Table 5.12: The estimates of standardized regression weights and the 
correlations among various factors of the CFA model for SAEM-1 

Standardized Regression Weights Estimate Correlations Estimate 
srsat2 <--- srsat 0.85 srsat <--> sloy 0.51 
srsat3 <--- srsat 0.80 sv <--> sloy 0.40 
ssv1 <--- sv 0.71 sv <--> trust 0.45 
ssv2 <--- sv 0.76 trust <--> cop 0.58 
ssv3 <--- sv 0.75 cop <--> com 0.42 
ssv4 <--- sv 0.82 srsat <--> sv 0.47 
stru3 <--- trust 0.58 srsat <--> trust 0.71 
stru4 <--- trust 0.61 srsat <--> cop 0.45 
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scop2 <--- trust 0.70 srsat <--> com 0.51 
scom5 <--- cop 0.79 trust <--> sloy 0.64 
scom2 <--- com 0.60 cop <--> sloy 0.58 
scom3 <--- com 0.78 com <--> sloy 0.46 
scomt3 <--- com 0.59 sv <--> cop 0.22 
scom1 <--- cop 0.62 sv <--> com 0.42 
scop1 <--- cop 0.61 trust <--> com 0.61 
sloy2 <--- sloy 0.61       
sloy3 <--- sloy 0.75       
stru2 <--- cop 0.53       

Note: Refer Tables 5.3 and 5.11 for the scale items and the factor codes 

Figure 5.6: Confirmatory Factor Analysis of SAEM-1 

 

Note: Refer Tables 5.3 and 5.11 for the scale items and the factor codes 

At this point, the fit of the resultant CFA model was assessed. The model fitness 

indicators were found to be as follows – Chi-square = 148.9, Degrees of freedom (df) = 120 

(chi-square / df is <2, thus acceptable). The probability level was = .038 (below .05, hence 

indicated that the departure of the data from the model is significant). Similarly, the RMSEA, 

GFI, CFI were respectively 0.035 (is below .05, hence very good); 0.919 (is above .9 hence 

acceptable); and .865 (almost 0.9 hence, acceptable). Based on these indicators, the model 

appears to be OK. Yet, as stated above, the data did not meet multivariate normality 

assumption; so the fit of CFA models was assessed using the Bollen-Stine bootstrap p. 
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Testing the null hypothesis that the model is correct, Bollen-Stine bootstrap p was found to be 

= .180 (is above 0.05, hence the model is acceptable). Thus based on the above discussion the 

CFA model was considered robust and the results suggest that there are strong correlations 

among the factors. So in the next stage the conceptual model’s fitness was tested. 

 

5.7.3 Model Fitness of the SAEM-1 - To test the model fitness, the antecedent 

factors (i.e. Shared value – sv; and Co-operation – cop; Trust; and communication – com) 

were correlated. Then between these four antecedents and the consequent factors (i.e. 

Satisfaction – srsat; and Loyalty -sloy) dependence relationship was set. However, this time 

the maximum likelihood method was adopted for model estimation, as Bollen-Stine bootstrap 

was to be used for model’s probability assessment. The model fitness indicators were found 

to be as follows – Chi-square = 169, Degrees of freedom (df) = 120 (chi-square / df is <2, 

thus acceptable).  The Bollen-Stine bootstrap p = .118 (above .05, hence indicated that the 

departure of the data from the model is not significant). Moreover, the RMSEA, GFI, CFI 

were respectively 0.046 (below 0.05, hence very good); 0.916 (is above 0.9 hence 

acceptable); and .947 (above 0.9 hence, acceptable). In addition, all the Standardized 

Residual Covariances were found to be within the range +2 and -2. Based on the above 

reported fitness indicators the model was considered robust. Next, a specification search was 

carried out and it was found that all the correlations among the antecedent constructs are non-

optional. However, some of the dependence relationships were optional. The non-optional, 

correlations and dependence relationships have been represented in the Figure 5.7 through 

bold lines among the factors. Existence of optional relationships indicated that the model is 

probably not parsimonious. However, removal of the optional relationships did not improve 

the fitness indicators significantly (refer 5.7.4). Yet it indicated that SDR satisfaction is not a 

mediating factor between the dimensions of ‘seller’s DRFO’ and ‘seller’s perception of BDR 

loyalty’. Finally, based on the recalculated standardised regression weights and correlations 

furnished in the Table 5.13 it can be concluded that. Among the factors of the SAEM-1, there 

exists adequate actor effect.  

Table 5.13: The recalculated standardized regression weights and correlations 
for the factors of SAEM-1 

Standardized Regression Weights Estimate Correlations  Estimate 
srsat2 <--- srsat 0.84 sv <--> trust 0.45 
srsat3 <--- srsat 0.80 trust <--> cop 0.62 
ssv1 <--- sv 0.67 cop <--> com 0.39 
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ssv2 <--- sv 0.74 sv <--> cop 0.27 
ssv3 <--- sv 0.73 sv <--> com 0.42 
ssv4 <--- sv 0.77 trust <--> com 0.59 
sloy2 <--- sloy 0.55 
sloy3 <--- sloy 0.68 
stru3 <--- trust 0.55 
stru4 <--- trust 0.54 
scop2 <--- trust 0.67 
scom5 <--- cop 0.68 
scom2 <--- com 0.56 
scom3 <--- com 0.75 
scomt3 <--- com 0.56 
scom1 <--- cop 0.52 
scop1 <--- cop 0.63 
stru2 <--- cop 0.54 

Note: Refer Tables 5.3 and 5.11 for the scale items and the factor codes 

5.7.4 A comparative account of the fifteen SAEMs - As mentioned in the 5.7, following a 

procedure similar to the one described in the above two sub-sections the other seven 

constrained SAEMs were analysed (and the same has been presented in Appendix- 5f). The 

Table 5.14 summarises the key findings.  

Table 5.14: Model fitness indicators for the fifteen rival SAEMs 

Model 
Name 

Model 
specifica
tion type

Chi-
square 
( C ) 

degrees of 
freedom 

(df) C/df BSP RMSEA GFI CFI AIC 
Extra 

comments 
SAEM-1 Cons. 169.2 120 1.4 0.118 0.046 0.92 0.95 271.20 
SAEM-1 Pars. 183.6 127 1.4 0.088 0.048 0.91 0.94 271.64 2* 
SAEM-2 Cons. 210.4 125 1.7 0.016 0.059 0.89 0.91 302.43 1* 
SAEM-2 Pars. 210.8 127 1.7 0.018 0.058 0.89 0.91 298.77 1* 
SAEM-3 Cons. 179.9 117 1.5 0.032 0.052 0.91 0.93 287.93 
SAEM-3 Pars. 181.4 119 1.5 0.034 0.052 0.91 0.93 285.41 
SAEM-4 Cons. 191.8 122 1.6 0.028 0.054 0.91 0.92 289.80 
SAEM-4 Pars. 192.7 123 1.6 0.028 0.054 0.91 0.92 288.70 
SAEM-5 Cons. 177.9 128 1.4 0.128 0.045 0.91 0.95 263.88 
SAEM-5 Pars. 179.1 129 1.4 0.130 0.045 0.91 0.95 263.11 
SAEM-6 Cons. 214.0 130 1.6 0.020 0.057 0.89 0.91 296.03 
SAEM-6 Pars. NA 
SAEM-7 Cons. 173.3 126 1.4 0.112 0.044 0.91 0.95 263.34 1* 
SAEM-7 Pars. 174.1 127 1.4 0.128 0.043 0.91 0.95 262.09 
SAEM-8 Cons. 177.8 127 1.4 0.102 0.045 0.91 0.95 265.75 
SAEM-8 Pars. 178.7 128 1.4 0.112 0.045 0.91 0.95 264.66 

Notes: Cons.- constrained; and Pars.- most parsimonious; BSP- Bollen-Stine bootstrap p; 
RMSEA- root mean square error of approximation; GFI- goodness of fit index; AIC- Akaike 
information criterion; CFI- comparative fit index; *- Number of regression weights > 1. 
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The comparative account of fifteen SAEMs’ – SEM fitness indicators, shows that the 

‘SAEM-7 parsimonious model’ fits the data well and has the best statistics among all. This 

model has been presented in the Figure 5.7. Hence, out of all the SAEMs, only the later was 

retained for dyadic model exploration (discussed in next chapter); whereas rest of the SAEMs 

were rejected from further analysis.  

Figure 5.7: Structural Equation Model BAEM-7 (Parsimonious) 

 

Note: Refer Tables 5.3 and 5.11 for the scale items and the factor codes 

 

5.8 Searching support for the research Model using ANN 

In the above two sections, evidence for existence of the actor effects among the 

relational factors of buyers and sellers has been explored. Then, based on the findings, the 

BAEM-5 and SAEM-7 (in their most parsimonious forms) were retained. In the next chapter, 

using these two, the Actor-Partner effects will be searched and dyadic model testing will be 

carried out. But before that, in this penultimate section of the current chapter, support of the 

research model was sought using the ANN. Thus, with this section, one may say that the 

dyadic analysis of the data has begun. However, prior to dyadic analysis of data, it is 

recommended to provide evidence of dyadic correlation. However, this issue will be dealt in 

details in the next chapter.  
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The ANN is one of the soft computing techniques (Marija, 2009). In search of support 

for the research model based on the dyadic data, the multilayered perceptron (MLP) 

procedure of the SPSS 16.0 has been used. The MLP procedure produces a predictive model 

for one or more dependent (target) variables based on values of the predictor (independent) 

variables. The following steps were followed while conducting the 10 ANN, and the key 

findings have been summarised in the Table 5.15. To begin with, the random seed was set so 

as to replicate the analysis exactly. Next the predictor variables and the target variables were 

selected. Then, in the partition option, the relative numbers for training, testing, and holdout 

samples were set respectively set as 7, 2, and 1. This was to specify that 70%, 20%, and 10% 

of the total sample would randomly be picked by the software for training, testing and final 

validation of the model. The model architecture was set as follows – A) one hidden layer, the 

number of units of the layer were automatically selected by the software, and the activation 

function set for the hidden layer was ‘hyperbolic tangent’; B) for the output layer the 

activation function set was ‘softmax’. Next, the training was done through batch processing 

mode. Finally, the from the output option the model summary was selected. Each of the ANN 

analysis was conducted for 15 times and the network model having best result for holdout 

sample has been reported. 

Table 5.15: Findings of the ANN Model testing 
ANN Prediction of 

Independent to Dependent 
Training 
Sample 

Testing 
Sample 

Holdout 
Sample 

Type of the 
relationship 

Status of 
support was 

 Factors APIC* APIC* APIC* Being Tested found to be 
Seller’s DRFO to srsat 15.4% 13.6% 6.2% Actor effects Very Strong 
Seller’s DRFO to sloy 32.6% 30.3% 23.7% Actor effects Weak 

srsat to sloy 40.4% 37.5% 22.7% Actor effects Weak 
Buyer’s DRFO to brsat 23.7% 17.5% 9.3% Actor effects Very Strong 
Buyer’s DRFO to bloy 30.2% 37.3% 17.9% Actor effects Weak 

brsat to bloy 37.9% 30.4% 16.7% Actor effects Weak 
Seller’s DRFO to brsat 24.1% 27.1% 8.8% Partner effects Very Strong 

srsat to brsat 27.1% 29.6% 18.2% Partner effects Strong # 
Seller’s DRFO to bloy 39.2% 34.4% 17.6% Partner effects Strong # 

srsat to bloy 42.1% 45.2% 21.2% Partner effects Weak 
*APIC - Average Percent Incorrect Predictions 
# for interpretation of relationships in case of partner effects marginal liberty is taken. 
Otherwise in general any error more than 10% in ANN is indicative of poor results. 
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The above ANN analyses were designed to predict one of the dependent factors based 

on the values of any one of the independent factors of the research model. Six of the models 

were for actor effects and four were for partner effects. Among all the ANN models being 

tested, it was found that using the values of the predictors and the model option selected more 

than 76.3% of the targets were predicted correctly even in the worst result. In the best-case 

scenario, the ANN model had an error percentage equal to 6.2. It means that, more than 3 out 

of 4 cases of all the predictions could be made accurately. The same can be taken as an 

alternative indication for relationships among the factors being studied. However, with ANN 

models, error percentage above 10% is generally taken with caution. Thus, in the last column 

of the Table 5.15, interpretive comments have been provided and the same has also been 

clarified in the notes attached to the Table. Overall, based on the ANN findings, one can 

assume support for the research model (i.e. existence of dyadic relationships among the 

relational factors of buyer-seller dyads). 

    

5.9 Conclusion 

In this chapter, an overview of the dyadic data analysis (DDA) methodology has been 

furnished. Then the dyadic data collection procedure and the findings of various requisite 

analyses prior to the dyadic analysis have been furnished. Primary among these analyses are 

the refinement of the DRFO dimensions, and assessment of the actor effects. Finally, with 

help of the dyadic data support for the research model was explored using ANN. Based on 

the findings and discussions of this chapter, the relationship among the buyer-seller dyads has 

been further analysed in the next chapter.  
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Dyadic Data Analysis and APIM Testing 

 

6.1 Introduction 

The four generic models, to be explored, for developing ‘a dyadic relational factors 

model for buyer-seller relationship success - in retail selling of financial services’, had been 

outlined in chapter-3. Based on these generic models, the most constrained and most 

parsimonious specifications for buyers and sellers actor effect model were developed and 

were tested in the chapter-5. Based on those findings, in this chapter, a dyadic exploration 

will be undertaken to develop the said model. To begin with, there is an overview of 

operational issues related to dyadic analysis of mixed variable data. Next, several dyadic rival 

models to be tested in this chapter were developed and analysed. Then the key findings of 

dyadic data analysis have been reported. Finally, the best model was selected amongst the 

rival model specifications, after comparing their model fitness indicators. The chapter 

culminates with a discussion of the dyadic model thus developed. Accordingly, rest of this 

chapter has been divided into the following sections. The following section (i.e. 6.2) gives a 

brief theoretical overview of APIM. Next, in section 6.3, the methodology followed in this 

chapter has been outlined. Then, in section 6.4, the findings of the analyses conducted to 

ascertain, 1) the nonindependence of the data (through CCA), and 2) the distinguishability of 

the dyads (based on CFA of dyadic factor pairs), have been furnished. Thereafter, in section 

6.5, the findings of model testing has been reported and compared to select the best model. 

Finally, before conclusion, there is section 6.6, which discusses the model thus developed.  

 

6.2 The Concept of APIM  

People involved in dyadic relationships (or even brief dyadic interactions) can and 

often do, influence each other’s thoughts, emotions, and behaviours. This certainly occurs in 

romantic relationships, where the potential for mutual influence may be the quintessential 

feature of closeness in relationships. Mutual influence is also present in other types of dyadic 

relationships, such as friendships and work relationships (Kenny et al., 2006). In the review 

of literature, (chapter-2) enough citations have been provided in support of the dyadic nature 

of the buyer-seller relationships. It had also been established that not much empirical studies 

are there which have focused on this aspect. Moreover, in the chapter-5 a brief discussion has 



123 
 

been furnished about why (probably) there is a lack of such studies. Thus, before moving on 

to a dyadic analysis of the data gathered from the buyers and the sellers, rest of this section 

shall provide a brief account of APIM. 

 

The focus of APIM, as the name suggests is on estimation of actors and partners 

effects. Following Kenny et al., (2006), we may define that, an actor effect occurs when a 

person’s score on a predictor variable affects that same person’s score on an outcome 

variable. And a partner effect occurs when a person’s score on a predictor variable affects his 

or her partner’s score on an outcome variable. It is worth noting here that an actor effect is 

like an intrapersonal effect because it refers to one person and a partner effect is like an 

interpersonal effect in that it refers to two persons. Thus, in the context of the present study, 

effect of a seller’s DRFO on his/her own relational satisfaction, as well as effect of these two 

on his/her perception about buyer’s loyalty towards the former is referred to as the actor 

effect. Similarly, the effect of a buyer’s DRFO on his/her own relational satisfaction, as well 

as the effect of these two on his/her perception about loyalty towards the seller is also 

referred to as the actor effect. On the other hand, the effect of the buyer’s or seller’s DRFO 

on the relational satisfaction of the dyadic partner is called a partner effect. Similarly, the 

effect of the buyers /sellers relational satisfaction on the loyalty perception of the buyer 

towards the seller is also referred to as the partner effect. The Figure 6.1 provides a schematic 

representation of a generic APIM.  

Figure 6.1: Generic APIM 

 
 

The Figure 6.1 depicts there are two dyad members and two variables, X and Y, for 

each. The two X scores denoted as X1 and X2 and the two Y scores have been denoted as Y1 

and Y2. It is assumed that X causes, or is antecedent to, Y. A person’s own X affects his or 

her own Y, and the effects of X1 on Y1 and of X2 on Y2 are called actor effects. Actor 

effects have been symbolized by ‘a’ in the Figure. Similarly, a person’s X affects his or her 

partner’s Y; and the effects of X1 on Y2 and of X2 on Y1 are called partner effects. Partner 
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effects have been symbolized by ‘p’ in the Figure 6.1. In addition, there are two correlations 

in the model. The two X’s have been correlated, represented by the curved line on the left. 

Such a correlation takes care of any compositional effect (see Chapter-5) that might exist. 

The second correlation is the residual nonindependence in the outcome scores (Y’s), which is 

represented by the correlation between E1 and E2. This represents the nonindependence not 

explained by the APIM. The APIM is increasingly being used in the social sciences. For a 

detailed list of examples, investigators and the varied topics being researched one may refer 

Kenny et al. (2006). But, in spite of its Scope APIM has seldom been used in marketing 

context, this is one of the major contribution of this study.  

 

However, before embarking on any dyadic analysis and so before APIM, one must 

explore and report the findings of nonindependence and distinguishability (for overviews of 

these two terms please refer Chapter-5). If the researcher fails to establish nonindependence, 

then neither APIM nor any other dyadic analysis is recommended. On the other hand if the 

researcher fails to establish distinguishability, then a suitable adaptation of the APIM is 

recommended. In this study based on the data, as we shall see later, both nonindependence 

and distinguishability were established. However, before that the following section elaborates 

the methodology followed in this chapter. 

 

6.3 Methodology adopted for DDA and APIM Testing 

The dyadic data gathered from the 197 buyer-seller dyads (chapter-5) has been 

subjected to DDA and has been used for the APIM, in this chapter. Embarking on the dyadic 

analysis of data, there is an account of the findings of the CCA (canonical correlation 

analysis) conducted in the section 6.4. It was done to explore the existence of 

nonindependence. This section also reports the findings of the CFA conducted dyadic factor 

pairs to reaffirm distinguishability among the buyer-seller dyads. Then in the section 6.5 the 

findings of model testing has been reported and compared to select the best model. And, 

finally before conclusion there is section 6.6, which discusses the model thus developed. 

However, before moving on to the analysis and testing of the models; rest of this section 

provides an overview of the rival buyer-seller dyadic models (Figure 6.2) that shall be tested 

in this chapter. All rival dyadic models one must note here are just minor variants (or re-

specifications of the research model presented in the chapter-3).  
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6.3.1 Rival dyadic models to be tested - The Figure 6.2 outlines the five conceptual 

dyadic models that have been developed with minor modification of the two best fitting actor 

effect models identified in chapter-5. 

Figure 6.2: Rival dyadic APIM models to be tested 

 
Note: In each of the conceptual models, only the latent variables have been shown. For 
explanations, refer Table 6.1 and 6.2. 
 

All the models depicted in the Figure 6.2 have been titled as ‘RM case – number’ and 

within parentheses; the model specification type has been mentioned. The RM stands for ‘re-

specification of the Research Model’. Among the four constrained model cases, RM case 1 is 

the most constrained model. In the above diagrams, the actor effects have been shown 

through single headed arrows (continuous lines). However, the partner effects have been 

shown through single headed arrows (discontinuous lines). In each of the above models, there 

are three correlations. The double-headed arrows denote the correlations. In the conceptual 

models, the correlations among the consequent relational factors have been shown through 
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non-straight lines. This is because these correlations are actually among the error terms of 

respective factors. The later represents the nonindependence not explained by the APIM. The 

parsimonious models for each of the cases were searched for with help of the AMOS 16.0 

(software) by making the partner effects optional. This is because in the chapter-5 it has 

already been proven that there is existence of actor effects for both the buyers and the sellers. 

Rest of this sub-section has been concluded with the following two lists – 1) the abbreviated 

factors names that have been denoted in the conceptual models, and their respective full 

forms, and 2) the five Rival Dyadic Models and their respective summaries.   

 

Table 6.1: The latent variables of the rival dyadic APIMs 
Abbreviated 
factor name 

The detailed factor names (dimensions or factor codes)  
Please refer section 6.5 for the scale items of the factors  

BDRFO Buyer’s Dyadic Relational factor orientation (bsv, bcop, btru and bkp) 
SDRFO Seller’s Dyadic Relational factor orientation (ssv, scop, stru and scom) 
BDRS Buyer’s Dyadic Relational Satisfaction (brsat) 
SDRS Seller’s Dyadic Relational Satisfaction (srsat) 
BDRL Buyer’s Dyadic Relational Loyalty (bloy) 

SPBDRL Seller’s Perception about BDRL (sloy) 
Note: The scale item codes (or observed variable codes) for the factor codes of this table 
please refer Table 6.9. 

Table 6.2: A summary account of the rival dyadic APIMs 

Note: Construct summaries for the conceptual models presented in Figure 6.2 

Model 
Name 

Model 
specification 

type 
Rival dyadic Models construct summary 

RM case 
1 Constrained 

Actor effects among the antecedents and two consequents pairs of 
dyadic relational factors of buyer-seller dyads. In addition, partner 
effects among the antecedents and two consequents pairs; as well 
as partner effects among the two consequents. 

RM case 
2 Constrained 

Actor effects among the antecedents and two consequents pairs of 
dyadic relational factors of buyer-seller dyads. In addition, partner 
effects of all the seller’s relational factors on that of the buyer’s. 

RM case 
3 Constrained 

Actor effects among the antecedents and two consequents pairs of 
dyadic relational factors of buyer-seller dyads. And, partner effects 
among the antecedents and two consequents pairs. 

RM case 
4 Constrained 

Actor effects among the antecedents and two consequents pairs of 
dyadic relational factors of buyer-seller dyads. In addition, partner 
effects of seller’s relational antecedent factor on the buyer’s 
consequents. 

RM case 
5 Parsimonious 

Actor effects among the antecedents and two consequents pairs of 
dyadic relational factors of buyer-seller dyads. However, there is 
no partner effect. 



127 
 

After model testing and comparing the model fitness indicators for the above 

mentioned five conceptual models, the most robust ‘dyadic relational factors model for 

buyer-seller relationship success - in retail selling of financial services’ shall be identified. 

However, one must note that the Figure 6.2 is only illustrative. The actual SEM model 

specifications have been furnished later. Moreover, before concluding this section, one of the 

methodological issues, which require attention, is the data organisation adopted for the dyadic 

analysis.  

 

6.3.2 Organisation of data for the dyadic analysis - In chapter-5, it has been said 

that the present research is a nomothetic study of voluntary and distinguishable dyads with 

mixed independent variables, through a standard dyadic design. For standard dyadic design 

(Kenny et al., 2006) the data can be organised into any of the following three ways - 

individual, dyad, and pairwise (for more details one may refer the source). In the present 

study, the data organisation adopted was of dyad type. In the later case, there is a single unit 

or record for each of the dyads. Please refer Appendix – 6a for an example of a hypothetical 

dyad data structure. For rest of the analysis in this chapter, the dyad data structure was 

created by amalgamating the two data sets of 197 records respectively collected from the 

buyer-seller dyads. This was done manually with help of Microsoft Excel, before importing 

the same in to SPSS 16.0 or AMOS 16.0 for further analysis. Thus, the final data set had only 

197 records, but each of the records had dyadic data collected from a specific dyadic pair. 

Nevertheless, suitable coding had been done to distinguish the variables that respectively 

belonged to either of the dyadic partners.  

 

6.4 Analysis of nonindependence and distinguishability 

In this section, the findings of nonindependence and distinguishability analysis have 

been furnished, before moving on to the next one for dyadic model testing. The present 

section has been divided into two sub-sections. To begin with, the nonindependence has been 

analysed under 6.4.1, and then the distinguishability has analysed under 6.4.2. 

 

6.4.1 Canonical correlation analysis (CCA) - In all the analysis presented in the preceding 

chapters (excepting the section 5.8), the data analysis concerned with, variables of either of 
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the data sets, i.e., buyers’ or the sellers’. However, for dyadic analysis, variables from both 

data sets shall be used. To measure the degree of non-independence among the variables of 

the two data sets one can use Pearson product–moment correlation coefficient. However, it 

requires existence of one and only one distinguishable variable. In the present case, there are 

more than one distinguishing variable. Like, in terms of dyadic partners (i.e. buyers or sellers 

the data can be distinguished), in terms of the gender of either of the dyadic partners, the data 

can also be distinguished. Similarly, in terms of length of the relationships and other 

criterions too, it is possible to distinguish the data. Hence, the Pearson product–moment 

correlation coefficient cannot be used in this case. Thus, following Kenney et al. (2006), a 

CCA was conducted. The CCA intended to assess if there is any correlation between the two 

sets of variables gathered respectively from the buyers and the sellers. In other words, the 

findings of the CCA reveal the degree of interdependence between these two data sets. 

Hence, it will provide indication about the appropriateness of dyadic data analytic 

techniques’ adoption. A CCA value other than 0 (zero) suggests nonindependence. It is worth 

noting here that the correlation among the dyadic members can be either positive or negative. 

In the CCA conducted all the 20 variables of the BAEM-1 were treated as ‘dependent’ and all 

the 18 variables of the SAEM-1 were treated as ‘covariates’. It is also worth noting here that 

the results would be identical even if the dependents and the covariates selection had been 

reversed. The CCA was conducted with a SPPS syntax adopted from Sherry and Henson 

(2005). Rest of this sub-section summarises the key findings of the CCA in the five tables 

furnished below (Table 6.3 to 6.7).  

Table 6.3: Canonical correlation analysis findings 

The default error term in MANOVA has been changed from WITHIN CELLS to 
WITHIN+RESIDUAL.  Note that these are the same for all full factorial designs. 
* * * * * * * * * * * * * * * * A n a l y s i s   o f   V a r i a n c e * * * * * * * * * * * * * * 
       197 cases accepted. 
         0 cases rejected because of out-of-range factor values. 
         0 cases rejected because of missing data. 
         1 non-empty cell 
         1 design will be processed. 
* * * * * * * * * * * * * * * Analysis of Variance - Design   1  * * * * * * * * * * * * * 
 EFFECT .. WITHIN CELLS Regression 
 Multivariate Tests of Significance (S = 18, M = 1/2, N = 78 1/2) 
Test Name          Value        Approx. F       Hypoth. DF    Error DF        Sig. of F 
 Pillais                   2.55751          1.45741           360.00          3168.00             .000 
 Hotellings            3.66473          1.59936           360.00          2828.00             .000 
 Wilks                    .04838           1.53989           360.00          2190.61             .000 
 Roys                     .45888 



129 
 

 

Table 6.4: Canonical correlation analysis findings (Cont.) 

Variance in dependent variables explained by canonical variables 
 
CAN. VAR.  Pct Var DEP   Cum Pct DEP  Pct Var COV  Cum Pct COV 
        1             18.73626         18.73626          8.59763          8.59763 
        2             25.42626        44.16252         10.1808          18.77842 
        3              2.93012         47.09264           .86792          19.64634 
        4              6.05282         53.14546          1.58314         21.22948 
        5              3.68621         56.83167           .90498          22.13445 
        6              3.41792         60.24960           .72212          22.85657 
        7              4.03802         64.28762           .72845          23.58503 
        8              3.01426         67.30188           .45766          24.04268 
        9              4.78582         72.08769           .60888          24.65157 
       10             2.37488         74.46258           .19305          24.84462 
       11             3.63604         78.09862           .14629          24.99091 
       12             2.96005         81.05867           .10406          25.09497 
       13             2.39830         83.45698           .06007          25.15504 
       14             2.10341         85.56038           .04828          25.20332 
       15             1.66965         87.23003           .01427          25.21759 
       16             2.86186         90.09189           .02286          25.24045 
       17             2.30793         92.39982           .00388          25.24433 
       18             2.56533         94.96515           .00345          25.24778 

 

Table 6.5: Canonical correlation analysis findings (Cont.) 

Variance in covariates explained by canonical variables 
 
 CAN. VAR.   Pct Var DEP  Cum Pct DEP  Pct Var COV  Cum Pct COV 
        1                7.74736           7.74736         16.88332         16.88332 
        2                5.61818          13.36554         14.03126        30.91457 
        3                1.28028          14.64582          4.32227         35.23684 
        4                1.33688          15.98269          5.11129         40.34813 
        5                1.02592          17.00862          4.17886         44.52699 
        6                 .93272           17.94134          4.41475         48.94175 
        7                 .74513           18.68647          4.13046         53.07220 
        8                 .84976           19.53623          5.59675         58.66895 
        9                 .54627           20.08249          4.29363         62.96258 
       10                .24123           20.32372          2.96755         65.93013 
       11                .20644           20.53016          5.13096         71.06109 
       12                .17533           20.70549          4.98750         76.04859 
       13                .10834           20.81383          4.32529         80.37388 
       14                .08420           20.89803          3.66855         84.04243 
       15                .03282           20.93085          3.84016         87.88260 
       16                .02886           20.95971          3.61238         91.49497 
       17                .00726           20.96696          4.31391         95.80888 
       18                .00564           20.97260          4.19112        100.00000 
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Table 6.6: Canonical correlation analysis findings (Cont.) 

Dimension Reduction Analysis 
 
 Roots              Wilks L.                F       Hypoth. DF         Error DF        Sig. of F 
 1 TO 18              .04838          1.53989           360.00          2190.61            .000 
 2 TO 18              .08941          1.34909           323.00          2084.20            .000 
 3 TO 18              .14911          1.17852           288.00          1976.79            .029 
 4 TO 18              .21187          1.07831           255.00          1868.36            .203 
 5 TO 18              .28691           .98216           224.00          1758.91             .561 
 6 TO 18              .38027           .86854           195.00          1648.44             .897 
 7 TO 18              .48213           .75687           168.00          1536.95             .989 
 8 TO 18              .58825           .64399           143.00          1424.41            1.000 
 9 TO 18              .69355           .52738           120.00          1310.83            1.000 
 10 TO 18             .79465           .40031            99.00          1196.18            1.000 
 11 TO 18             .86496           .31247            80.00          1080.44            1.000 
 12 TO 18             .90122           .28506            63.00           963.56             1.000 
 13 TO 18             .93406           .24590            48.00           845.45             1.000 
 14 TO 18             .95805           .21237            35.00           725.97             1.000 
 15 TO 18             .98056           .14220            24.00           604.73             1.000 
 16 TO 18             .98901           .12855            15.00           480.74             1.000 
 17 TO 18             .99697           .06633             8.00           350.00              1.000 
 18 TO 18             .99866           .07900             3.00           176.00              .971 

 

Table 6.7: Canonical correlation analysis findings (Cont.) 

 Eigen values and Canonical Correlations 
  
Root No.     Eigenvalue    Pct.          Cum. Pct.    Canon Cor.       Sq. Cor 
        1           .84801       23.13968       23.13968         .67740         .45888 
        2           .66779       18.22214       41.36182         .63278         .40040 
        3           .42087       11.48430       52.84612         .54425         .29621 

 

The Table 6.3 provides the values for 4 multivariate tests (i.e. Pillai's trace, Hotelling-

Lawley trace, Wilks' lambda, and Roy's greatest root). The p-values associated with the F 

value of test statistics, is found to be less than 0.05 in all cases (refer Sig. of F). Hence, the 

null hypothesis that the two sets of variables are not linearly related is rejected. The findings 

furnished in Table 6.6 helps us to determine how many dimensions are required to describe 

the relationship between the two groups of variables. Again, based on the p-values associated 

with the F value of test statistics, we find that there are only three relevant dimensions. The 

Table 6.4 and Table 6.5 respectively furnish details about – ‘Variance in dependent variables 

explained by canonical variables’, and ‘Variance in covariates explained by canonical 
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variables’. Finally, in Table 6.7 the Eigenvalues and Canonical Correlations, associated with 

the three important dimensions have been presented. Now, based on the ‘Canon Cor. Values’ 

(which are nothing but Pearson correlations of the pairs of canonical variates), we find that all 

the correlations to be above 0.5. Cohen (1988) suggests that a correlation value of .5 is large, 

.3 is medium, and .1 is small, in case of dyadic data. Thus, the data gather from the buyer-

seller dyads; in light of the CCA, findings and the above discussion are found to be 

nonindependent. Therefore, with the present dyadic data set one can proceed with dyadic 

analysis and model testing. Next, the findings of distinguishability analysis conducted for the 

three-paired sets of dyadic relational factors of buyer-seller dyads have been reported. 

 

6.4.2 The analysis of distinguishability within the dyadic relational factors - 

Kenney et al (2006) have recommended that while working with distinguishable dyads, 

standard practice should be to begin with a test that demonstrates empirically that the dyadic 

partners are really distinguishable. If there is no statistical evidence that the members are in 

fact distinguishable, then they should be treated as if they were indistinguishable. In this sub-

section a CFA model for omnibus test of distinguishability, proposed by them has been 

adopted. Essentially, if dyad members were actually indistinguishable, then all of the 

following three conditions would necessarily hold true - 1) for each variable, the means for 

the two members would be the same. 2) For each variable, the variances for the two members 

would be the same; and 3) for each pair of variables, both the intrapersonal and the 

interpersonal correlations would be the same. The indicators of distinguishability were 

calculated through the above-mentioned CFA model. For a detailed report on this, please 

refer the Appendix-6b. In rest of this sub-section, only the variances and means calculated for 

each of the variables of the three paired sets of dyadic relational factors (of buyer-seller 

dyads), have been reported. This has been done to keep the process of distinguishability 

identification simple and the findings have been presented in the Table 6.8.   

 

Based on the findings reported in the Table 6.8, we find that, neither the variances nor 

the means for each of the variables of the three-paired sets of dyadic relational factors (of 

buyer-seller dyads) are same. Hence, it was empirically proven that the buyers and the sellers 

are distinguishable dyads. Finally, the overall findings of this section can be concluded as 

follows the data gathered from the buyer-seller dyads shows that the variables being 
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investigated are both nonindependent as well as disguisable. Thus, in the next section, the 

said data was used for testing the APIMs. The best fitting APIM was explored through eight 

rival models presented in section 6.3.1. 

Table 6.8: Comparisons of the variances and means of observed variables 

Seller’s Variable Estimate of Buyer’s Variables Estimate of 
Antecedent   Variances Means Antecedent Variances Means 

ssv1 0.171 0.488 bsv1 0.188 0.509 
ssv3 0.155 0.448 bsv3 0.152 0.429 
ssv2 0.169 0.445 bsv2 0.165 0.415 
ssv4 0.150 0.429 bsv4 0.119 0.356 
stru3 0.026 0.118 btru3 0.058 0.200 
stru2 0.020 0.099 btru2 0.031 0.126 
scop2 0.118 0.341 bcop2 0.178 0.484 
stru4 0.032 0.137 btru4 0.089 0.276 

scom1 0.080 0.264 bcom1 0.105 0.314 
scop1 0.047 0.181 bcop1 0.117 0.347 

scomt3 0.141 0.419 btru1 0.011 0.061 
scom2 0.231 0.628 bcomt1 0.055 0.193 
scom3 0.238 0.609 bkp2 0.112 0.336 
scom5 0.076 0.258 bkp3 0.087 0.269 

Seller’s Variables Estimate of Buyer’s Variables Estimate of 
Consequent -1  Variances Means Consequent -1 Variances Means 

brsat2 0.024 0.106 srsat2 0.006 0.041 
brsat3 0.017 0.085 srsat3 0.006 0.041 
brsat1 0.014 0.075 

Consequent -2 Variances Means Consequent -2 Variances Means 
bloy2 0.047 0.173 sloy2 0.058 0.210 
bloy3 0.09 0.288 sloy3 0.065 0.231 
bloy1 0.069 0.228 

Note: Refer Table 5.2 and 5.3 for the scale item details  

6.5 Exploration of the best fitting APIM 

In this section for all the rival models, the findings of models testing have been 

reported. But before proceeding to test the APIM structural models, the relationships among 

all the relational constructs’ of buyer-seller dyads were explored using CFA. To conduct the 

CFA all the relational constructs along with their indicator variables were entered in to 

AMOS 16.0. The Table 6.9 shows the factors and their variables. Next, all the latent variables 

were correlated with each other as shown in the Figure 6.3.  
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Table 6.9: The latent variables, their codes and the respective scale item codes 
– of the Dyadic APIMs 

Buyer’s dyadic relational 
Trust (btru) 

bcom1 
Seller’s dyadic relational 

Shared value (ssv) 

ssv3 
btru4 ssv4 

bcomt1 ssv1 
btru2 ssv2 
btru1 

Seller’s dyadic relational 
Trust (stru) 

stru3 
btru3 scop2 

Buyer’s dyadic relational 
Shared value (bsv) 

bsv2 * stru4 
bsv4 

Seller’s dyadic relational 
Communication (scom) 

scom3 
bsv3 scom2 
bsv1 scomt3 

Buyer’s dyadic relational 
Cooperation (bcop) 

bcop1 
Seller’s dyadic relational 

cooperation (scop) 

scop1 
bcop2 scom5 

Buyer’s dyadic relational 
Keeping promise (bkp) 

bkp3 scom1 
bkp2 stru2 

Buyers Relational 
Satisfaction (brsat) 

brsat1 Seller’s dyadic 
relational satisfaction 

(srsat) 

srsat2 
brsat2 srsat3 
brsat3  

Buyer’s dyadic relational 
Loyalty (bloy) 

bloy3 Seller’s perception of 
buyer’s dyadic relational 

loyalty (sloy) 

sloy2 
bloy2 sloy3 
bloy1  

Note: Refer Table 5.2 and 5.3 for the scale item details; Variables having (*) mark beside 
them have been dropped based on the initial CFA. 

Next, the CFA was conducted with ‘maximum likelihood’ method. The findings 

revealed that all the Standardized Residual Covariances are within the range +2 and -2 (refer 

Appendix 6c). It was also found that all the items loaded highly on their corresponding 

factors, confirming the unidimensionality of the constructs. The standardised regression 

weights and the correlations among the various factors of the CFA have been furnished in the 

Table 6.10. The results suggest that, there are strong correlations among the factors. But at 

this stage no inference were drawn. It shall be done in the next section based on the best 

fitting dyadic (APIM) model. Next, the fit of the CFA model was assessed. The model fitness 

indicators were found to be as follows – Chi-square = 889.04, Degrees of freedom (df) = 604 

(chi-square / df is <2, thus acceptable). The probability level was = 0.0 (below .05, hence 

indicated that the departure of the data from the model is significant). But, the data being 

analysed did not meet multivariate normality assumption; so the fit of CFA models was 

assessed using the Bollen-Stine bootstrap p. Testing the null hypothesis that the model is 

correct, Bollen-Stine bootstrap p was found to be = .068 (is above 0.05, hence the model is 

acceptable). Similarly, the RMSEA, GFI, CFI were respectively 0.049 (is below .05, hence 
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very good); 0.809 (below .9 but not very poor hence acceptable); and .919 (is above 0.9 

hence, acceptable).  

Figure 6.3: Confirmatory Factor Analysis for the Dimensions of the APIM 

 

Note: Refer Tables 5.2 and 5.3 for the scale item details and for latent variables Table 6.5 

Based on these indicators and the above discussion the CFA model was considered 

robust. Encouraged by these findings all the rival APIM models’ fitness were tested. In rest 

of this section, key finding of the rival APIM models’ fitness has been reported. 

Table 6.10: The estimates of standardized regression weights and the 
correlations among various factors of the CFA model for dyadic APIM 

Std. Reg. Weights * Esti. Std. Reg. Weights Esti. Correlations Esti. 
scom <--- 

sdrfo 
 

0.61 btru <--- 

bdrfo 
 

0.94 brsat <--> bdrfo 0.84 
stru <--- 0.98 bkp <--- 0.76 brsat <--> bloy 0.64 
scop <--- 0.34 bsv <--- 0.69 bloy <--> bdrfo 0.81 
ssv <--- 0.53 bcop <--- 0.75 sloy <--> srsat 0.49 
scop <--- 

sloy 
 

0.41 bloy3 <--- 
bloy 
 

0.67 srsat <--> sdrfo 0.80 
sloy3 <--- 0.65 bloy2 <--- 0.87 sloy <--> sdrfo 0.74 
sloy2 <--- 0.57 bloy1 <--- 0.84 brsat <--> sloy 0.38 
stru <--- 

srsat 
 

-0.05 brsat3 <--- 
brsat 
 

0.92 bdrfo <--> sdrfo 0.68 
srsat3 <--- 0.80 brsat1 <--- 0.85 bdrfo <--> sloy 0.44 
srsat2 <--- 0.84 brsat2 <--- 0.96 bdrfo <--> srsat 0.45 
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ssv4 <--- 

ssv 
 

0.77 btru2 <--- 

btru 
 

0.87 bloy <--> sloy 0.48 
ssv3 <--- 0.74 btru3 <--- 0.77 brsat <--> sdrfo 0.62 
ssv1 <--- 0.67 btru4 <--- 0.80 bloy <--> sdrfo 0.53 
ssv2 <--- 0.74 bcomt1 <--- 0.66 brsat <--> srsat 0.52 
stru2 <--- 

scop 
 

0.55 btru1 <--- 0.85 bloy <--> srsat 0.38 
scom1 <--- 0.52 bcom1 <--- 0.65 

  
 

  
  
  
  

scom5 <--- 0.66 bsv1 <--- 
bsv 
 

0.74 
scop1 <--- 0.64 bsv3 <--- 0.88 
stru3 <--- 

stru 
 

0.55 bsv4 <--- 0.80 
stru4 <--- 0.57 bkp2 <--- bkp 

 
0.77 

scop2 <--- 0.64 bkp3 <--- 0.76 
scomt3 <--- 

scom 
 

0.55 bcop1 <--- bcop 
 

0.67 
scom2 <--- 0.56 bcop2 <--- 0.69 
scom3 <--- 0.77    

Note: Std. Reg. Weights - Standardized Regression Weights; Esti. – Estimates; refer Tables 
5.2 and 5.3 for the scale item details and for latent variables refer Table 6.5 

6.5.1 The rival APIM models’ fitness - The fitness of rival APIM models were 

tested in two stages. In the first stage, one by one, all the four constrained rival models were 

entered in to AMOS 16.0. In addition, their model fitness indicators were assed. Next, (in the 

same stage) for each of the above four cases the partner effects were marked as optional and 

specification searches were carried out. This exercise resulted in identification of the most 

parsimonious model for each of the cases. But, it was found that all the parsimonious models 

thus developed are same as the RM case 5 (refer 6.3.1). So, in the second stage the model 

fitness indicators for the said parsimonious model were assessed. In the next section only the 

best fitting SEM model will be discussed, refer Appendix 6d, for rest of the analysis.  

Table 6.11: Model fitness indicators for the five rival dyadic APIMs 

Model 
Name 

Model 
specification 

type 

Chi-
square  
( C ) 

df C/df P BSP RMSEA GFI CFI AIC 

RM case 1 APIM1 Cons. 891.0 606 1.47 0 0.066 0.049 0.809 0.92 1085.0 
RM case 2 APIM1 Cons. 891.8 609 1.46 0 0.066 0.049 0.808 0.92 1079.8 
RM case 3 APIM1 Cons. 891.6 608 1.46 0 0.068 0.049 0.808 0.91 1081.6 
RM case 4 APIM1 Cons. 892.1 610 1.46 0 0.062 0.049 0.809 0.92 1078.1 
RM case 5 APIM Pars. 892.9 612 1.45 0 0.066 0.048 0.808 0.92 1074.9 

Note: Cons. – Model fitness indicators for the five APIM through SEM. Cons. - Constrained; 
Pars. – Parsimonious; df - degrees of freedom; P – Probability; BSP - Bollen-Stine bootstrap 
probability; RMSEA - root mean square error of approximation; GFI - goodness of fit index; 
CFI - comparative fit index; AIC - Akaike information criterion. 
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6.6 Discussion and Conclusion 

Let us look at the best fitting model developed in the previous section. The same has 

been presented in through the Figure 6.4. This Figure is the original SEM model for the best 

fitting Dyadic APIM model. From the said model, the recalculated standardised regression 

weights and correlations among the factors and variables have been reported in the Table 

6.12 (part 2). Similarly, the squared multiple correlations for different factors and variables 

have been presented in the table 6.12 (part 1). Based on these values, and the SEM model it 

can be found that there is evidence for existence of actor-partner correlation among the 

relational factors of the buyer-seller dyads. Yet, there are no partner effects. Using the same 

tabulated data, the inferences about the hypotheses has also been presented next. These 

hypotheses to be tested had been presented in the chapter-3. The final model developed based 

on the present study shall be furnished in chapter 8. 

 

Figure 6.4: The best fitting SEM among the dyadic APIM  

 

Note: for the latent variables refer Table 6.9; for the observed variables refer Table 5.2 & 5.3  
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Table 6.12 (part 1): The squared multiple correlations of the factors and 
variables of the best fitting dyadic APIM 

The Squared Multiple Correlations Variables Esti. 
Factors Esti. Variables Esti. Variables Esti. ssv1 0.45 

srsat 0.52 ssv2 0.54 scop2 0.42 bcom1 0.42 
sloy 0.49 scom3 0.58 scom5 0.44 bcop1 0.44 
bloy 0.64 bloy1 0.70 scop1 0.41 bsv3 0.78 
brsat 0.69 bloy2 0.76 scom2 0.32 bsv4 0.65 
scom 0.40 brsat3 0.84 scomt3 0.31 bsv1 0.55 
stru 0.90 brsat1 0.72 stru4 0.31 bcop2 0.47 
scop 0.50 brsat2 0.92 stru3 0.30 btru3 0.59 
ssv 0.28 bloy3 0.46 scom1 0.26 btru4 0.63 

bcop 0.56 sloy3 0.43 stru2 0.30 bcomt1 0.44 
bkp 0.58 sloy2 0.32 ssv3 0.54 btru2 0.75 
bsv 0.47 srsat3 0.63 ssv4 0.59 btru1 0.72 
btru 0.90 srsat2 0.70 bkp3 0.57 bkp2 0.59 

Note: Refer Tables 5.2 & 5.3 for the scale item details and for latent variables refer Table 6.5 

 

Table 6.12 (part 2): The standardized regression weights and the correlations 
among various factors of the best fitting dyadic APIM 

Std. Reg Weights Esti. Std. Reg Weights Esti. Std. Reg Weights Esti. 
srsat <--- 

sdrfo 

0.72 ssv4 <--- 

ssv 

0.77 btru2 <--- 

btru 

0.87 
sloy <--- 0.70 ssv3 <--- 0.74 btru3 <--- 0.77 
scom <--- 0.64 ssv2 <--- 0.74 btru4 <--- 0.80 
stru <--- 0.89 ssv1 <--- 0.67 bcomt1 <--- 0.66 
scop <--- 0.37 scom5 <--- 

scop 

0.67 btru1 <--- 0.85 
ssv <--- 0.53 stru2 <--- 0.55 bcom1 <--- 0.65 

scop <--- sloy 0.40 scom1 <--- 0.51 bsv1 <--- 
bsv 

0.74 
stru <--- srsat 0.08 scop1 <--- 0.64 bsv3 <--- 0.88 
btru <--- 

bdrfo 

0.95 scop2 <--- 
stru 

0.65 bsv4 <--- 0.80 
bkp <--- 0.76 stru3 <--- 0.55 bkp2 <--- bkp 0.77 
bsv <--- 0.68 stru4 <--- 0.56 bkp3 <--- 0.76 

bcop <--- 0.75 scomt3 <--- 
scom 

0.55 bcop2 <--- bcop 0.69 
brsat <--- 0.83 scom2 <--- 0.56 bcop1 <--- 0.67 
bloy <--- 0.80 scom3 <--- 0.76 bloy3 <--- 

bloy 
0.68 

 srsat3 <--- 
srsat 

0.80 bloy2 <--- 0.87 
Correlations Esti. srsat2 <--- 0.84 bloy1 <--- 0.84 

sdrfo <--> bdrfo 0.66 sloy3 <--- sloy 0.66 brsat1 <--- 
brsat 

0.85 
x <--> y 0.32 sloy2 <--- 0.57 brsat3 <--- 0.92 
x1 <--> y1 0.29  brsat2 <--- 0.96 

Note: Refer Tables 5.2 & 5.3 for the scale item details and for latent variables refer Table 6.5 
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Thus, in total, five conceptual dyadic models were analyzed (refer Figure 6.2). After 

comparing their model fitness indicators, the parsimonious conceptual dyadic model was 

found to be the best fitting model. So, based on it, the inferences about the hypotheses 

presented in chapter-3, have been discussed in the next sub-section. However, for the 

development of the final model, the most constrained conceptual dyadic model RM case 1 

(Figure 6.2) was adopted. This is because; a) in terms of the model fitness indicators all the 

five rival APIM models are very much similar to each other. b) Selection of the most 

constrained model would help one to understand and explain the actor-partner relationships in 

a better manner, and finally c) it helps to draw more numbers of practical implications as well 

as opens up more directions for future research (refer chapter-8). 

 

6.6.1 Inferences about the Hypotheses - A list of 15 hypotheses had been presented 

in chapter-3 based on the proposed research model. Those had been broadly grouped under 

three categories a) Actor effect, in a buyer-seller dyad (H1 to H6), b) Partner effect, in a 

buyer seller-dyad (H7 to H12), and c) Agreement between buyers and seller, in a buyer 

seller-dyad (H13 to H15). In light of the most robust dyadic APIM model found out (refer 

Figure 6.4) and the data furnished in (Tables 6.12 part 1 & 2) it is found that, out of the 15 

hypotheses, only 6 have supported, whereas the rest have been rejected. These are - 

Actor effect, in a buyer-seller dyad: 

H1: Buyer’s perception about his/her dyadic relational factors orientation (BDRFO), 

contributes positively to buyer’s dyadic relationship satisfaction (BDRS). 

H2: Seller’s perception about his/her dyadic relational factors orientation (SDRFO), 

contributes positively to seller’s dyadic relationship satisfaction (SDRS). 

H3: Buyer’s perception about BDRFO, contributes positively to buyer’s dyadic relational 

loyalty (BDRL) towards the seller. 

H4: Seller’s perception about his/her SDRFO, contributes positively to seller’s perception 

about BDRL. 

Agreement between buyers and seller, in a buyer seller-dyad: 

H13: There is significant correlation between buyers and sellers about their dyadic relational 

factors orientation (i.e. BDRFO and SDRFO are correlated).  

H14: There is significant correlation between buyers and sellers about their dyadic 

relationship satisfaction (i.e. BDRS and SDRS are correlated). 
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H15: There is significant correlation between perception of buyers and sellers about their 

dyadic perception about buyer’s loyalty towards the seller (i.e. BDRL and seller’s 

perception about BDRL are correlated). 

 

6.6.2 Conclusion - In this chapter, two objectives of the thesis have been addressed. 

Those are objective 3 & 4. The chapter begins with an overview of APIM. Then the 

preliminary analysis prescribed for APIM has been undertaken. This step helped in choosing 

the right APIM procedure. Then APIM was carried out with help of AMOS 16.0. Finally, the 

findings have been reported and inferences with regard to the hypotheses were drawn. At this 

stage, this report, which broadly pertains to relationships between buyer-seller dyads in a 

specific context, could have been concluded. However, during this thesis work, a major gap 

in literature regarding relationships was identified. This gap is about “what is relationship?” 

The same was incorporated as the fifth objective of this study. A study with respect to the 

same has been presented in the next chapter.  
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Relationships: An overview, Importance and a Definition 
 

7.1 Introduction 

Relationships are ubiquitous. In everyday language, the term is used to refer to 

connection or association between two or more people or things (Foo et al, 2008). Scholars 

opine that relationships may be direct and/or indirect, positive and/or negative (Easton and 

Luis, 1992); their functions and dysfunctions are interrelated (Hakansson and Snehota 1995); 

and their nature and intensity may vary but we all have them (Godson 2009). According to 

Godson, “at the simplest level, relationships describe the state of affairs between two 

entities”. This thesis is concerned with a particular aspect of relationship among human dyads 

in a specific context. However, before elaborating the research problem or reviewing the 

constructs, it is important to have an understanding of the ubiquity of relationships in human 

life and society.  

 

Gummesson (2002) stated that relationships are at the core of human behavior and if 

we dissolve the social network of relationships the human race will be extinct after one 

generation. Long ago Berscheid et al. (1983) have said that relationships with others lie at the 

core of human existence. And one may quote –  

 

Humans are conceived within relationships, born into relationships, and live 
their life within relationships with others. Each individual’s dependence on 
other people – for realisation of life itself, for survival during one of the longest 
gestation period in the animal kingdom, for food and shelter and aid and 
comfort throughout the lifecycle – is a fundamental fact of the human condition. 

 

The networks, relationships, and interactions have been at the core of business 

activities since time immemorial (Gummesson 2002, p9; Sheth and Parvatiyar, 1995). 

Gummesson then goes on to add that relationships have been unnoticed by educators and 

researchers for too long. It is worth noting here that, in literature, it is difficult to find a 

formal definition of relationship. This situation has been summarized by Zolkiewski (2004) 

as, “it is even more difficult to find a definition of what a relationship is in the marketing 

context. Most writers simply talk about relationships or a move from a transactional approach 

to a relational approach”. Recent works like Damkuviené and Virvilaité (2007) and Walz 

(2009) too have highlighted this gap. To bridge this gap, the present study proposes a formal 

definition for ‘Relationship’ using content analysis of previous publications as well as an 



142 
 

empirical field study. A review of literature reflecting the state of the art on relationships will 

be presented in section 7.3. Prior to this, an overview of marketing is presented to highlight 

the need for the said definition. 

7.2 Marketing: Thoughts and issues 

The enigma of marketing is that, it is one of man’s oldest activities and yet it is 

regarded as the most recent of the business disciplines (Baker, 1976). The field of marketing 

is one of the most stimulating, complex, and intellectually challenging domains, both from 

the perspective of practice and academic pursuit. Wilkie & Moore (1999) holds that 

“scholastic endeavour in marketing combines elements of objectivity and subjectivity, 

demands both quantitative and qualitative insights, requires persistence yet rewards creative 

leaps, and allows freedom of imagination and nuance; yet grounds its efforts in real actions 

with measured consequences”. Academic field of marketing is now about 100 years old 

(Wilkie & Moore, 2003 and Lusch, 2007). During this period, both the world of marketing 

and the society have undergone massive changes. Across the span of the last century, many 

interesting insights on the field of marketing have been developed. However, rather than a 

steady, cumulative advance of a unified body of marketing thought, the past century has 

experienced periodic shifts in dominance of prevailing modes of thinking. Table 7.1, outlines 

what (Wilkie & Moore, 2003) considers the “4 Eras of Marketing Thought”. Lusch (2007), 

has aired similar views when he claimed, “Nearly a century ago, marketing scholars began 

debating the question, “What is marketing?” and today, the debate continues.. Despite the 

simplicity of the question, the answer is complex.” One might refer to Hunt (2002), p8 for 

appreciating different dimensions of this simple question and related debate. Lusch (2007) 

then suggests - 

“I characterize the evolution of marketing thought and practice as going through 
three stages over the past 100 years: to market, market(ing) to, and market(ing) 
with. Briefly, ‘to market’ means that the primary mission of marketing is taking 
things to market, ‘market(ing) to’ means that the primary mission of marketing is 
identifying customers and marketing to them, and ‘market(ing) with’ means that the 
primary mission of marketing is collaborating with customers to co-create value.”  

 

Similarly, let us consider the four different definitions of “Marketing” proposed by 

American Marketing Association (Appendix 7.1), over the years. The first definition of 
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Marketing was proposed back in 1935 and the next one was proposed after 50 years, in 1985. 

Nevertheless, in 2004 and in 2007, two different definitions about marketing have been 

proposed by AMA. It can be taken as an indication of the dynamism within the discipline. 

Hence, we may conclude from the above that the focus of academic pedagogy and research in 

marketing has been changing over time.  

Table7.1: The “4 Eras” of Marketing Thought 

 

Of late, there appears to be a greater consensus, of late, about what distinguishes 

marketing discipline from others. Four fundamental issues serve to establish the identity of 

the field of marketing, distinguish it from other fields and disciplines, and compel further 

research inquiry (Day & Montgomery, 1999). Different variants of these questions have a 

long standing in marketing - notably in the four fundamental explananda of marketing 

codified by Hunt in 2002; and Lusch in 1999. Moreover, Hunt’s (1983), stance also had 

antecedents in Alderson's (1965) effort to develop a general theory of marketing. The four 

Era Distinctive Characteristics 
“Pre-Marketing” (Before 
1900) 

• No distinguishing field of study; issues are embedded within 
the field of economics. 

I. “Founding the Field”  • Development of first courses with “marketing” in title. 
(1900–1920) • Emphasis on defining purview of marketing’s activities as 

economic institution. 
 • Focus on marketing as distribution. 
II. “Formalizing the Field” 
(1920–1950) 

• Development of generally accepted foundations or 
“principles of marketing.” 

 • Establishment of knowledge development infrastructure for 
the field: professional association (AMA), conferences, 
journals (Journal of Retailing and Journal of Marketing). 

III. “A Paradigm Shift—
Marketing, Management,  

• Growth boom in U.S. mass market and marketing body of 
thought. 

and the Sciences” (1950–
1980) 

• Two perspectives emerge to dominate the marketing 
mainstream: (1) the managerial viewpoint and (2) the 
behavioural and quantitative sciences as keys to future 
knowledge development. 

 • Knowledge infrastructure undergoes major expansion and 
evolution. 

IV. “The Shift Intensifies—
A Fragmentation of the   

• New challenges arise in business world: short-term financial 
focus, downsizing, globalization, and reengineering. 

Mainstream” (1980–present) • Dominant perspectives are questioned in philosophy of 
science debates. 

 • Publish-or-perish pressure intensifies on academics. 
  • Knowledge infrastructure expands and diversifies into 

specialized interest areas. 
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fundamental issues of marketing are (1) How do customers and consumers really behave? (2) 

How do markets function and evolve? (3) How do firms relate to their markets? and (4) What 

are the contributions of marketing to organizational performance and societal welfare?  

 

The next section shall succinctly provide an answer to the question of ‘what is 

marketing’ or ‘the nature of marketing’.  Prior to this, it is pertinent to have an overview of 

issues concerning the scope of marketing and its contributions. Hunt (2002) summarises the 

scope of marketing in his ‘three dichotomy model of marketing’. A summary of the same has 

been furnished in Table 7.2. The model uses three categorical dichotomies to classify all 

marketing phenomenon, topics, and issues. The dichotomies and their explanations, as 

furnished by Hunt are as follows – 

1. Profit Sector/Nonprofit Sector – The profit sector includes study of organisations or 

entities that have profit realisation as one of their stated objectives. On the other hand 

nonprofit sector includes all those concerns that don’t have profit realisation as one of 

their stated objectives 

2. Micro/macro – Micro refers to marketing activities of individual units (firms, 

consumers or households etc). Macro, refers to the study of the aggregations of micro 

units. 

3. Positive/normative – The attempts to describe, explain, predict, and understand 

marketing activities is referred to as the positive perspective. In short, it examines 

‘what is’. On the contrary, the normative marketing prescribes what kind of marketing 

activities and systems the society, organisation and/or individual should have. In 

short, it adopts the perspective ‘what ought to be or should be’. 

Table 7.2: Three dichotomy model of Marketing (an abridged version) 

 For Profit Sector Not For Profit Sector 
Micro Positive Normative Positive Normative Macro 

 

Marketing contributes to society by way of economic development, tangible benefit to 

buyers, as well as systemic and quality of life improvement. Wilkie & Moore (1999) have 

summarised the above under three broad sets. In the first set, they have listed its benefits to 

the overall economy, as well as its role in economic development. The second set comprises 

of an array of direct benefits to buyers, and the third is an overview of continual 
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enhancements in system performance and an array of noneconomic contributions to the 

quality of life of a society and its members. 

 

7.2.1 Nature or Domain of Marketing - This section shall succinctly provide an 

answer to the question ‘what is marketing’ or ‘the nature of marketing’. A glance at the 

definitions of marketing by American Marketing Association (AMA) reveals how the 

discipline of marketing has evolved over time (refer Appendix 7.1). The first AMA definition 

(1935) essentially talked about “performance of business activities to enable flow of products 

and services from producers to consumers”. In contrast, the latest AMA definition (2007) 

talks about - creating, communicating, exchanging, clients, partners and society at large. 

However, in all the AMA definitions, there are four common phrases albeit slight 

modifications. A comparison has been done between, AMA marketing definition of 1935 and 

that of 2007 for the four common themes (Table 7.3) for understanding the metamorphosis in 

conceptualization of marketing.  

Table 7.3: A comparison of two AMA Definitions about Marketing 

AMA marketing definition 1935 AMA marketing definition 2007 
Performance of business activities that Activity, set of institutions, and processes for 
direct the flow of creating, communicating, delivering, and exchanging 
goods and services offerings that have value  
to consumers for customers, clients, partners, and society at large 
 

From the above discussion and the comparison we concur with previous submissions 

that – conceptual domain of marketing is – “exchange relationships” (Kotler and Levy 1969, 

Hunt 1983, Dwyer, Schurr and Oh 1987, Hunt 2002). Let’s have an overview of exchange 

and the state of the art about relationships. 

 

7.2.2 Exchange: An overview - Among the two terms i.e. exchange and 

relationships, there seems to be relatively greater degree of consensus among researches 

about the meaning of the term exchange. The concept of exchange can be approached either 

from the perspective of economic exchange or from that of social exchange. Takala and 

Uusitalo (1996) have summarised, these two views as follows – 

 

Economic exchange models assume the economic man behaviour: 
• Social behaviour can be explained in terms of rewards, where rewards are 

goods and services, tangible or intangible, which satisfy a person’s needs or 
goals. 
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• Individuals attempt to maximize rewards and minimize losses or 
punishments. 

• Social interaction results from the fact that other people control valuables 
or necessities and can therefore reward a person. In order to induce another 
person to reward him/her, a person has to provide rewards to the other in 
return. 

• Social interaction is thus viewed as an exchange of mutually rewarding 
activities in which the receipt of a needed valuable (good or service) is 
contingent on the supply of a favor in return, usually immediately. 

 
According to social exchange theory,  
Social relationships are based on each partner’s motivational investment and 
anticipated social gain. .. multiple, heterogeneous resources are given and/or 
taken away through interpersonal behaviour depending on the needs and power 
of the exchange parties. Resources are classified into six categories: love, 
status, information, money, goods, and services. 

 

Thus, we may summarise that, exchange means - reciprocal transfer of heterogeneous 

resources among entities for economic, psychological, or social gains. The next step is to find 

similar connotation of the term ‘relationship’. 

 

7.3 Relationships: The state of the art 

The Oxford English Dictionary (2002), defines relationship as ‘the state of being 

related; a condition or character based upon this; kinship’. It is a noun; meaning the way in 

which two or more people or things are connected, or the state of being connected. According 

to Online Etymology Dictionary (2010), the term relationship was first used in 1744 as, 

"sense of being related". By 1944, it was also being used specifically to refer romantic or 

sexual relationships. Now, a casual search of internet for the terms “relationship” and 

“relationships” shall return more than 229,000,000 and 155,000,000 web pages respectively. 

Similarly, if one searches for these terms among scholarly articles one would find about 

100,000 documents, depending on the database chosen. Though relationships are ubiquitous, 

yet our understanding of the term relationships is at best fuzzy. There are many authors like 

Hinde (1979, 1995, 1997), Berscheid et al (1983), Dwyer, Schurr, and Oh (1987), Håkansson 

and Snehota (1995), Damkuviené and Virvilaité (2007) and so on, who have studied and 

attempted to answer ‘what relationship is’. There are also a host of authors (Barnes, 1994; 

Zolkiewski, 2004; Walz, 2009; Fincham and Beach, 2010), who have highlighted the need 

for a formal definition and further study in this regard. Hence, the science about relationships 

is still in its nascent stage, in spite of the fact that various issues and aspects about 

relationships have been attracting the attention of researchers for long. To highlight the 
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importance and need for defining relationships, a brief overview of three specific concepts 

from marketing domain is presented to start with. However, it must be noted that marketing is 

not the only domain concerned with relationships. 

 

The three marketing concepts to be discussed here are the Relationship Marketing; 

Marketing Relationships and Relationship Quality. The first one, i.e. relationship marketing, 

is an orientation of marketing that has been formally studied for close to three decades now. 

It was Berry (1983), who formally introduced the term. And, a casual search in the internet 

for “relationship marketing” shall return more than 842,000 and 31,000 respectively for web 

pages & scholarly articles. The core theme of all relationship marketing perspectives and 

definitions is its focus on cooperative and collaborative relationship between the firm and its 

customers, and/or other marketing actors (Sheth and Parvatiyar, 1999). The study of 

‘marketing relationships’ has a longer tradition in marketing literature compared to that of 

“relationship marketing”. The Marketing relationships, unlike ‘relationship marketing’ could 

take any form, including adversarial relationships, rivalry relationships, affiliation 

relationships, independent or dependent relationships, and so on. A search of the internet for 

marketing relationships shall return more than 74,000 and 4,700 respectively for web pages 

& scholarly articles. Similarly, a search for ‘relationship quality’ in the internet shall return 

more than 138,000 & 22,500 respectively for web pages & scholarly articles. The above 

discussion can be taken as an indication of researchers’ interest about ‘relationships’. 

 

In fact, scholars like Clark & Reis (1988), Berscheid (1994), and Orbuch and 

Sprecher (2006) have tried to review the extant literature in the relationship domain. But they 

have found the process to be an increasingly challenging task. Two major reasons are as 

follows. First is the multidisciplinary nature of the relationship domain. Walz (2009) has 

identified as many as 17 disciplines that have been studying various aspects of relationships. 

Those disciplines are Anthropology, Social psychology – interpersonal relationships, 

Communications, Psychology, Religion, Family studies, Organizational behaviour and 

psychology, Operations management, Contract law, Political science, Complexity theory, 

Evolutionary economics, Micro-economics, Marketing, Population ecology, Ecology, 

Biology, environmental science, and life systems. Second, each of these disciplines tends to 

address only certain types of relationships or tend to focus on certain aspects of the 

relationship phenomena. So, the knowledge generated is fractured as well along the above 

mentioned perspectives. Thus, it is difficult to conceptually integrate relationship research. If 
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such is the state of affairs concerning relationships, it is evident as to why the quest for a 

definition about relationships has not yielded much luck. Fincham and Beach (2010) have 

summarised the same as follows – 

At a general level, psychology (especially in North America) has historically 
focused largely on individual functioning, and relationship research is a 
relative latecomer to this discipline. In fact, the self-proclaimed emergence of 
positive psychology occurred almost simultaneously with the coming of age or 
what Berscheid (1999) called the ‘‘greening’’ of relationship science. At a 
more specific level, positive psychology has not emphasized relationships per 
se but has instead, incorporated them under institutions that facilitate 
understanding of positive experiences and individual traits. 

 

The above discussion can be summarised as follows. Review of literature reveals 

there is no formal definition regarding relationships in the marketing domain or elsewhere. 

All we have is either tentative definitions or contextual ones (refer Appendix 7.3). Therefore, 

it is pertinent at this stage to try to define relationships for more comprehensive future 

research in marketing and other fields interested in interpersonal relationships. Nevertheless, 

it must be reiterated here that this attempt is only a humble step in this direction and is not 

supposed to be the final words. 

 

7.4 Relevance of the study and objectives 

The conceptual domain of marketing happens to be exchange relationships. Hence; 

understanding the nature, structure and science of relationship is one of paramount 

importance in marketing. Thus, the thesis is - defining relationships would lead to better 

understanding of marketing. It has already been noted above that marketing is not the only 

domain that is interested in relationships. Yet, a formal definition of relationship is still 

awaited. A common formal definition of relationships may lead to better integration of 

different domains within social sciences. The endeavour of the author, in this chapter has two 

dimensions. First, is to try to summarise the meaning of relationship in the social science 

domain, of which marketing is a subset. Second, is to discuss the findings and invite 

suggestions, so that this vital concept may have a formal definition. Of these two dimensions, 

only the former has been addressed in one of the objectives of the present study. The specific 

objectives for the first dimension of the endeavour are -  

1. To review the literature for various contextual and other studies; pertaining to 
definition of relationship in the social science domain. 

2. To identify the dimensions of Interpersonal Relationships; based on the findings of 
objective stated above. And, 
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3. To propose a definition of relationship, for consideration among scholars, in the 
domain of Marketing in particular and Social Sciences in general. 

 

7.5 Methodology 

A selective review of literature was undertaken for studies pertaining to importance, 

nature and structure of relationships from different disciplines and diverse contexts. Thus, a 

series of statements, that attempted to or seemed to define relationship, were extracted. These 

statements were then subjected to a content analysis (CA). This was done to extract different 

‘themes, dimensions and attributes’ (TDAs) about what ‘relationship is; or relationships are’ 

in scholastic opinion (section 7.6). Using these TDAs, a questionnaire was developed to 

assess the perceptions of respondents about the concept of relationship. The instrument had 

43 Likert scales; one each for the TDAs (Table 7.5). All the items of the scale were of 7 

point, since it appears to be a standard approach adopted by the psychologists (Savage, 1993), 

where in 7 denotes strongly-agree and 1 denotes strongly-disagree. A total of 426 

measurement instruments were distributed among all the faculty members, doctoral and post-

graduate students of two leading institutes of higher education in Rourkela, Orissa via email 

as an excel file attachment. The purpose of the research was shared with the respondents in 

the body of the email. After two rounds of reminder, 198 filled questionnaires were collected 

(46 % response rate) of which 15 were partially filled and hence were dropped. The Table 7.4 

furnishes demographic details of the respondents considered in the analysis. The sample 

population was restricted to academic fraternity only because the purpose is to develop a 

formal definition for relationships.  

 

Table 7.4: The demographic details of the respondents 
Respondents  male female Total 

gender 97 86 183 
Age in years 

Average 27.1 23.7 25.5 
range 53 24 53 

Academic Status 
Faculties 16 8 24 

Doctoral students 23 8 31 
Post-Graduate Students 58 70 128 

 

The data, thus collected from 183 respondents, showed a Scale reliability of 0.808 

(Cronbach's Alpha of 43 items). The sample adequacy was found to be 0.684 (KMO 

Measure). The Bartlett's Test of Sphericity, was also found to be significant. Thus, the data 
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gathered was suitable for factor analysis. The factor analysis was employed for the purpose of 

data reduction. In factor analysis, the naming of the factors is often based on subjective 

judgement of the researchers. Thus, to make this process more objective a RIDIT analysis 

was done for the data set. The ridits were used as additional support while naming the factors, 

along with variable factor loadings and communality. The above two analysis were employed 

to identify the various dimensions of Interpersonal relationships. Then, a correspondence 

analysis (C-A) was conducted for the scale items retained after factor analysis. The rationale 

for adopting C-A and other techniques have been presented in the statistical analysis section 

(7.7), along with a brief discussion on analysis and the findings. Using the findings from all 

the three analysis, the definition, thus proposed, has been discussed in the last section.  

 

7.6 Definitional References for “Relationships” in Literature and Content analysis 

Eleven phrases (refer Appendix 7.2) were used to search the internet and various 

electronic databases for scholarly articles. The intention was to understand the depth of 

research activities concerning definition of relationships. The initial search among scholarly 

text resulted in a list of 299 books and articles. After going through them and cross-

referencing, 46 statements were found that were definitional in nature with respect to 

relationships (refer Appendix 7.3). The findings were considered adequate for further 

analysis. Because, recent studies concerning relationships (Damkuviené and Virvilaité, 2007 

and Walz, 2009), have respectively reported just 15 and 18 numbers of such statements. Out 

of the 46 statements thus compiled, 37 and 5 statements were found to be respectively 

positive and normative in nature while that of 4 statements were found to be both positive and 

normative. At this stage, (based on prior scholarly opinions), we may conclude as follows - 

any formal definition of relationship should broadly be positive in nature but it must also 

have some normative element.  

 

The definitional statements extracted from literature were subjected to a CA. It was 

completed in two broad stages. In the first stage of CA, the researcher and a colleague (from 

marketing fraternity) separately extracted different TDAs from each of the sentences. It 

resulted in 46X2 sets of TDAs. The paired sets for each statement were then merged using 

union function of set theory. The resultant 46 sets had 137 TDAs. A review and frequency 

tally of the items of these sets showed that the initial stage of the CA has resulted in 76 TDAs 

(refer Appendix 7.4). In the second stage of CA, these 76 TDAs were shown to two different 
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business communication faculties. After repeated reviews a final list of 43 TDAs were 

retained (Appendix 7.5) for developing the questionnaire.    

 

7.7 Statistical Analysis, findings and discussion 

As described in the methodology section, the perceptions of respondents were 

collected for each of the TDAs (hereafter referred to as variables). Then using Hair et al 

(2006), as a guide, factor analysis was done for all the 43 variables with help of SPSS-16.0. 

The principal component analysis and varimax rotations were respectively used for extraction 

factors and for rotation of factor matrix. In the factor analysis output, sequentially the lowest 

individual variable’s measure of sampling adequacy (MSA) and communality were checked, 

if any of the values were less than 0.5. Then, the variable having lowest value below 0.5 was 

removed and factor analysis was rerun. Through repeating this process, 3 variables namely - 

complex; reciprocal/mutual/give and take; and existence of past interaction, got dropped. 

Thus, the resultant factor structure had 14 factors, consisting of 40 variables, wherein all the 

MSA and the communalities were above 0.5, hence significant. Collectively these 14 factors 

explained 63.9% of total variance. Then the factor loading of each variable in the rotated 

factor matrix was studied. It revealed that there are only two variables having loadings less 

than 0.4; they were ‘contextual / situations specific’ and ‘respect’. Therefore, these variables 

were pruned. The final factor structure had 14 factors and 38 variables in all (Appendix 7.5). 

Factor analysis theory suggests that, at this stage, using factor loadings and the 

communalities of the variables, the researchers should name the factors. This process is 

mostly a subjective exercise; hence the ridits of these 38 variables were found out and used as 

an aid while naming the factors (refer Appendix 7.5). The RIDIT analysis was done 

following an algorithm suggested by Wu (2007), with the help of MS-excel. The ridit scores 

of variables can be used to order them and to explore the relationships among them, (i.e., the 

degrees of their importance and/or agreement about variables among respondents; wherein 

low ridit scores indicates a high probability of positive propensity about the variables among 

the respondents). The overlapped confidence intervals of ridit scores indicate that the 

variables concerned are considered statistically non-different from each other. The findings of 

the RIDIT and Factor analysis will be discussed in the next section, along with factor naming. 

The factor loadings are the correlation value of a variable and the respective factors. 

However, communality and ridits indicate respectively - the total amount of variance, and 

agreement as well as importance - of a variable with respect to all other variables included in 

the analysis. Thus, Appendix 7.5 contains two additional columns, one for transformed 
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communality and the other for transformed ridits. The communalities were transformed into 

their respective percent ranks; thus the lowest communality value became 0% and the highest 

figure became 100% and the rest took up a percent value relative to their respective values. 

Higher percent ranks would mean, higher communality and more important. However, for the 

ridits, their reciprocals were calculated first and then the percent ranks were calculated. The 

higher percent ranks for ridit reciprocals reflect higher agreement and importance for a 

variable. On the other hand, if the original ridits would have been used for transformation, 

then the meanings of higher percent ranks would have been just the opposite. Thus, the visual 

comparison of the communality and ridit percent ranks would have been cumbersome. 

Table 7.5: The factors extracted for relationships and their importance 

Factors Factor Names Importance 
1 Values-1 (care) most important 
2 Norms-1 (mutual) important 
3 Nature-1 (connections) important 
4 Norms-2 (dependence) important 
5 Negation least important 
6 Nature-3 (bonds) most important 
7 endurance important 
8 Perception-1 least important 
9 Perception-2 not so important 
10 Values-2 (Co-operative) important 
11 Nature-4 (embedded) not so important 
12 Norms-3 (voluntary) important 
13 Nature-5 (dynamic) not so important 
14 Values-3 (beneficial) not so important 

  

Table 7.6: The themes identified for relationships and their importance 

Factors Themes names importance 
F1 F10 F14 values  essential 
F2 F4 F12 norms essential 
F3 F6 F11 F13 nature  essential 
F5 negation Non essential 
F7 enduring essential 
F8 F9 perception non essential 

 

The Appendix 7.5 just remained short of naming the factors; the same has been 

furnished in Table 7.5. Before proceeding further, let us consider the purpose of employing 

the above two statistical analyses and the guiding rules used to name the factors. The reason 
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for employing the factor analysis was to summarise the data. So that, the underlying factor 

structure or dimensions concerning Interpersonal Relationships, can be identified. It has 

already been mentioned that ridits were used as an aid and to make the process of factor 

naming more objective. The guiding rules used while naming a factor were as follows. At 

first the variables, their factor loading and communalities were considered to identify the 

important variable/s in the factors. Then, their ridit scores too were crosschecked and an 

appropriate initial name was assigned for the factors based on the most important variable. In 

Table 7.5 those names have been mentioned within parenthesis. The process resulted in 14 

factors in total; but the thumb rule of pithiness of a definition warranted that we must further 

refine the factors without compromising any valuable information. The same was achieved 

through two steps. First, the factors, wherever feasible, were grouped under an umbrella 

theme. Simultaneously, the relative importance of each of the factors was ascertained by 

referring to the percent ranks of the communalities and ridit reciprocals of the constituent 

variables of each factor (refer Appendix 7.5). In the next step, the data furnished in Table 7.5, 

was used to generate themes or core dimensions concerning relationship (refer Table 7.6). 

Now based on the findings of later, we may define the domain of Interpersonal Relationships 

as – “the norms, nature and values concerning enduring connections”. From research 

perspective in social sciences, the above definition is worthy to be the formal definition of 

relationships. The reasons have been elaborated in the next section. However, despite its 

pithiness, it is somewhat cryptic. So, having identified the dimensions of interpersonal 

relationships, let us proceed to a correspondence analysis (C-A). The purpose is to reduce the 

number of dimensions further. Because, without falling into debatable traps (like what is the 

nature of marketing science or what it should be), we may safely agree that, researchers, 

professionals and academia related to marketing discipline often concern themselves with the 

positive dimensions. Hence, a simplified definition would befit the requirements of marketing 

professionals and other practitioners.  

 

The C-A is an interdependent technique, popular for dimensional reduction and 

perceptual mapping. As a compositional technique, it is more advanced compared to factor 

analysis (Hair et al, 2006). C-A has the ability of representing rows and columns, in our case 

the - variables and respondents perception respectively, in a joint space for enhancing 

interpretation. The analysis was done with help of SPSS 16.0, by measuring the chi-square 

distance and using symmetrical normalisation method. In the correspondence table, the 38 

variables retained from the factor analysis were used as row points. And, the respondents’ 
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perceptions for these variables were used as the column points. Selected SPSS outputs of the 

C-A has been furnished in Appendix 7.6 & Figure 7.1. The Figure shows plotting of the 

variables and respondents perception and the dimension names. The rational of dimension 

naming will be discussed after briefly reviewing the findings of C-A. The summary of 

dimensions (Appendix 7.6, Table-1) shows that, the C-A dimensions, has explained 38% of 

total variance; of which, dimension one and two explain 92%. Overall, the findings are highly 

significant (Sudhahar et al, 2006). Appendix 7.6, Table-2 & 3 reveal, overview of row points 

(RP) and the overview of column points (CP) respectively. The variables Promise keeping & 

bonds (emotional or otherwise), were removed from analysis owing to 0 loading on either of 

the dimensions in CP. Therefore, we were left with 36 variables. The CP (Perceptions about 

variables) included in dimension-1 are either strongly agree or strongly disagree. On the other 

hand, perceptions about variables included in dimension-2 are mostly, strongly-disagree. The 

rest of this section deals with RP, and the inferences have been drawn in consultation with 

Figure 7.1. 

Figure 7.1: Plotting of the variables, their perceptions & the dimensions 

 
Note: the perceptual map developed with help of correspondence analysis 
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Coming to the RP, variable-21 (strongly disagree) is most important in dimension-1 

(primary contributor). Initial scan of RP indicates that it should have been included in 

Dimension-2. Yet, owing to the following three reasons, it was considered in dimension-1. 

First, its loading on dimension-1 is equally significant. Second, it’s loading on Dimension-1 

is higher than any of the other points. Finally, inertia of this point is highest among all the 

points. The variable-31 (strongly disagree), was found to be the secondary contributor of this 

dimension. On the other hand, variable-1 (strongly Agree) is the most important in 

dimension-2. However, for secondary contributor of this dimension there seems to be a tie 

between variable-7 and variable-18 both (Strongly Agree). Yet the “Contribution of 

Dimension to Inertia of Point” for variable-18 is highest among all the points hence, only it 

was retained. The above discussion has been summarised in Table 7.7. It has been referred 

later on to develop the final definition about relationships that is presented and discussed in 

the section 7.8. Referring to Table 7.8 and Appendix 7.6 (Table-2), we may name dimension-

1 as, Relationship Boundary & core. Similarly, the other dimension can be referred to as 

Relationship enhancer. The discussions made above can also be inferred from Figure 7.1. 

 

Table 7.7: Relationship Dimension (Primary and secondary contributors) 
  Contribution of 

Point to Inertia 
of Dimension 

Total 
Contribution of 

Dimension to 
Inertia of Point 

 

TDA TDA Description Inertia 1 2 Dimension 
21 actively management 

by one party - Strongly 
disagree 

0.068 0.181 0.227 0.988 Relationship 
Boundary & 
Core 

31 one time exchange - 
Strongly disagree 

0.054 0.156 0.126 0.967 

1 Caring / liking / 
affectionate / 
understanding - 
Strongly Agree 

0.030 0.072 0.113 0.988 Relationship 
Enhancer 

18 mutual trust - Strongly 
Agree 

0.020 0.058 0.058 0.991 

  

7.8 Conclusion and Future Research 

The purpose of this chapter was to propose a definition of relationship. Keeping this 

in mind, a selective review of literature was done to extract definitional statements about 

relationships. The statements, thus found, were subjected to a content analysis to extract 

various themes. Using these themes, a measurement instrument was developed to collect the 
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perceptions of respondents about various aspects of relationships. The data thus generated 

was subjected to Factor and RIDIT analysis. The resultant findings of both the analysis were 

used to identify and name the factors. The 14 factors, thus generated, were used to further 

generate themes about relationships. Using these themes, a definitional candidate for 

understanding ‘what relationship is’ has been presented. Then a correspondence analysis was 

conducted to formulate a more simplified definition. Before we move on to present the final 

definition let us briefly consider different perspectives of first definition i.e. relationships are 

“the norms, nature and values concerning enduring connections”.  

 

• Primarily, this definition is succinct and is, largely a positive statement; but it has a 

normative element defining its boundary. 

• The normative element of the definition is restricted to the phrase – enduring 

connections. This perspective has been substantiated in the next three points. 

• Based on the finding, it can be claimed that relationships may be anything but not 

“one time exchange or interactions”. Rather these are “long lasting, continuous or 

multiple interactions” (factor 7) i.e. existence of more than one exchange.  

• Relationships are ‘connections’ that ‘evolve’ (factor 3, variable 2 and 1) i.e. are 

dynamic or non static. And, some of its elements or itself may be ‘invisible’ (factor 

11). But are guided by an inherent ‘desire to maintain the relationship’. 

• Thus, we may conclude, for existence of relationships, irrespective of its other 

properties and elements, there must be an exchange or connection. And, it may be 

visible or otherwise but enduring in nature. Hence the phrase ‘enduring connections’. 

• These are not one sided affairs (variable 2 of factor 5); but are guided by mutual 

norms and behaviour (factors F2, F4, and F12). Hence the term – ‘the norms’. 

• Relationships are characterised by certain properties (factors F3, F6, F11, and F13). 

Hence the term – ‘nature’. 

• These are not ‘purposive or intentional’ (variable 4 of factor 5). Rather they are 

strengthened by values (factors F1, F10, and F14).  Hence the term – ‘values’. 

 

However, the above definition is cryptic and suitable for researchers only. So, using 

the findings of C-A (refer Table-8) we shall now try to formulate a more simplified definition 

of relationships. The findings of C-A are concurrent with our previous results. The 

dimension-1, ‘relationship boundary and core’ indicates the new positive element. On the 
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other hand, dimension-2, i.e. ‘relationship enhancer’ is the new normative aspect. Thus, using 

the primary and secondary variables of these two dimensions, relationships may be defined as 

– enduring mutual connections reinforced by care and trust. First three words present the 

perspective of C-A dimension-1 while the rest refers to dimension-2. The strength of this 

definition lies in its simplicity and pithiness. It is operational, easy to understand and at the 

same time it is comprehensive.  

 

For future research, first we must concede that this study (presented in chapter 7), has 

been limited by a) sample size and b) cultural and geographic boundary. It would be 

interesting to have similar research across other cultures and geographical areas, with larger 

sample giving adequate representation to different disciplines. However, considering the 

importance and ubiquity of relationships, in research and everyday life, it is timely to 

formulate a formal definition regarding the concept of relationship. In this regard, the 

definition proposed above is a humble yet definite step. In the following chapter, this report 

shall be summarised and concluded.  
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Findings, Implications, Limitations and Future Research  
 

8.1 Introduction 

Research about relationships within marketing stream has covered diverse issues and 

contexts, since Berry (1983) coined the term Relationship Marketing (RM). Yet, there are 

several gaps in literature. In chapter-1 and elsewhere in the thesis, five of those gaps have 

been discussed. The first among them is the need for more studies about BtoC transactions 

and relationship structures in light of the RM orientation of marketing. The second is the lack 

of a formal definition of ‘relationship’ and the need for defining it. The third one is the 

importance of more numbers of studies using dyadic analysis of data for better understanding 

of the relationships. Sin et al. (2005) have proposed a Relationship Marketing Orientation 

(RMO) scale. The later is for measuring relationship orientation (RO) in BtoB context. 

However, for BtoC context, we still do not have a RO scale; this is the fourth gap identified. 

Last but not the least is - none of the studies, have so far focused on the effects of the 

antecedent relational factors on the consequent or outcomes of dyadic buyer-seller 

relationship in retail selling of financial services. Thus, the Research Problem of the thesis 

was presented as ‘How does the relational factor/s orientation, in dyadic buyer-seller 

relationship, affect relationship satisfaction and buyers’ loyalty towards the seller?’ There 

was another general issue, which the thesis is concerned with, i.e. to define ‘relationship’.  

 

In light of the research problem, there were five objectives of this thesis (refer 

chapter-1). Two of those objectives are to explore ‘a Dyadic Relational Factor model for 

Buyer-Seller Relationship Success in Retail Selling of Financial Services’; and to define 

‘relationship’. The review of literature revealed that, Relationships are complex phenomena 

and there are several factors governing it. Hence, it is not always possible to draw strict 

demarcating lines between the antecedents and the consequents. Yet, out of the many factors 

- Trust, Commitment, Communication, Co-operation, Keeping Promises and Shared Values 

(Similarities); are often grouped as the antecedent ‘relational factors’. Similarly, two factors, 

i.e. Relational Satisfaction and Relational Loyalty, are most often considered as the 

consequents or outcomes of RM based marketing strategy. The present study has been 

confined to exploring the relationships among the above-mentioned eight factors of 

relationship.  
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In light of the above, this chapter first provides a summary of the key findings of the 

thesis (8.2), and an assessment of this study’s contributions to marketing theory and 

management practice. The later has been presented under the heading implications (8.3). 

Later on, this chapter focuses on the limitations of the thesis (8.4) and directions for future 

research (8.5). Finally, the chapter ends the report with the concluding remark (8.6). 

 

8.2 Summary of Findings 

The important findings of this thesis are summarized as follows: 

1. In order to understand the marketing literature with respect to ‘dyadic buyer seller 

relationships (DBSR)’ in a better manner, a structured review of literature had been 

undertaken (chapter-2). The focus of this review was on DBSR studies in BtoC selling 

context, where dyads were the units of analysis. The findings of the structured review 

(refer Table 2.2) showed that, in BtoC selling context, the relational variables, i.e. 

relational satisfaction, commitment, and role of promise keeping, have not been given 

due weight.  

2. Till date, the primary research in BtoC context, where dyad were the units of analysis, 

have covered only a few industries (i.e. insurance selling 5 cases, simulation 4 cases, 

retail stores 4 cases, and others 2 cases). Even when field studies were conducted, the 

sample selection has not always been random. 

3. The review of the important buyer-seller relationship models showed that, these 

models, for better understanding, may be grouped under the following typology – 

Relationship classification models; Dyadic process models; and finally the, 

Relationship Success models. 

In chapter-3, based on the 3 relational success models, 4 rival conceptual models have been 

presented. The relationship success models of Hunt et al. (2006), Palmatier et al. (2006), and 

Dash et al. (2007) respectively inspire the rival model-1, rival model-2, and rival model-3. 

After re-specification of the Hunt et al. (2006) model, the last rival model was developed and 

was referred to as the research model. Next, a search of the literature was carried out 

(chapter-4); for the six antecedent factors i.e. Trust, Commitment, Communication, Co-

operation, Shared Values and Keeping Promises; and the two consequent or outcome factors 

i.e. Relational Satisfaction and Relational Loyalty. The search, confined to domain of 

marketing in general and buyer-seller relationship in particular revealed the following. 
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4. There are respectively 23, 14, 7, 3 & 1 numbers of reported scales for initial 5 

relational factors but there is no reported scale for Keeping Promises. Hence, a scale 

for keeping promises needs to be developed. Similarly, there are 12 different scales to 

measure Customer Loyalty and 14 scales for Relationship Satisfaction.  

5. Based on the above, we may conclude that, out of the eight relational factors, the 

factors such as Trust, Commitment, Relational Satisfaction and Relational Loyalty are 

the most commonly studied relational factors, whereas, ‘Keeping Promises’ is the 

least studied one. Rest of the factors has been studied sporadically.  

The Table 4.1 furnishes initial scale items selected for this study. To begin with, we 

had 40 scale items. Following the research methodology elaborated in chapter-4, two 

questionnaires or survey instruments were developed. One for the Actors (the seller’s) and 

the other for the Partners (the buyer’s) and both the questionnaires had three scales each. The 

first pair includes 1a) Seller’s DRFO (dyadic relational factor orientation) scale, and 1b) 

Buyer’s DRFO scale. The rest two pairs of scales are – 2a) Seller’s dyadic relational 

satisfaction scale, and 2b) Buyer’s dyadic relational satisfaction scale; 3a) Scale for Seller’s 

perception about buyer’s dyadic relational loyalty, and 3b) Buyer’s dyadic relational loyalty 

scale. The comparisons of factor structures extracted from the DRFO scales items of the 

buyers and the sellers has been furnished in much detail in chapter four. In this section, it will 

suffice to say that -  

6. The buyers and sellers have different priorities regarding the relational factors. Yet, 

trust, commitment, shared values, and communication; are the common relational 

factors for both.  

7. Hence, there is a need for, dyadic exploration of the buyers and sellers relational 

factors orientation and its effect on relational success or outcome. But the data used in 

the above analysis was not dyadic in nature hence the findings may be considered as 

indicative in nature. 

In chapters five and six, standard dyadic study design has been adopted and using the 

scale developed in chapter four, the data was collected from buyer-seller dyads. The 

methodology section in chapter five has elaborated the data collection procedure, and the 

rationale there of. First, a pair of EFAs was carried out, but as the sampling procedure used 

was non-random hence, the normality of the data was tested prior to the analysis. 
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8. The test of multivariate normality measured through Kolmogorov-Smirnov and 

Shapiro-Wilk Sig revealed that, the data is non-normal. Hence, to improve the 

normality of the data, various transformation techniques were employed. Based on the 

findings it was evident that the Box-Cox transformation conducted on the reflected 

data points yielded most satisfactory results.  

Thus, rest of the analyses and the inferences in chapter five and six have been drawn; 

using the above mentioned transformed data. The next four points provide a comparative 

account of the dyadic buyer-seller DRFO factors or dimensions. It is based on EFAs, of the 

dyadic data.  

9. The buyers DRFO was found to be consisting of four unidirectional factors and they 

were named as - trust (factor-1), shared value (factor-2), co-operation (factor-3), and 

Promise keeping (factor-4). The total variance explained by these 4 factors was 

62.87%. All the scale items had factor loadings above 0.6 and none of the factors had 

singular items. The resultant DRFO scale for the buyers retained only 16 scale items 

10. The sellers’ DRFO too had 4 factors in total. These four unidirectional factors were 

named as – shared value (factor-1), cooperation (factor-2), trust (factor-3), and 

communication (factor-4). The total variance explained by these 4 factors was 

56.36%. All the scale items had factor loadings above 0.6 and none of the factors had 

singular items. The resultant DRFO scale for sellers retained only 14 scale items. 

11. The analysis indicated that the buyers and sellers have three common DRFO 

dimensions or factors, which were identified as - trust, shared value, and cooperation. 

However, the orders of priority for the relational factors are different for the actors 

(i.e. sellers) and the partners (i.e. buyers). Moreover, each of the exchange partners 

had one unique relational factor in addition to the common three factors. 

12. For the buyers, promise keeping behavior of the seller was a dimension, but 

communication, though important, was not an explicit dimension. The reverse was 

true for the sellers. Despite these differences, the similarities and/or complimentary 

aspects of the respective DRFO dimensions of buyers and sellers supported the 

theoretical assumption regarding their dyadic nature. 

All the scales and subscales, thus developed were found to be having Cronbach’s 

alpha values above .55 rather the majority were close to or above .75. Hence, these scales 

were considered reliable. Encouraged by this finding, the dyadic data collected from the 
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buyer’s and the seller’s, were next subjected to CFA and SEM, for analysis of respective 

actor effect models. Model fitness indicators for the eight BAEMs Cons. (constrained buyer’s 

actor effect models refer Figure 5.2), and eight SAEMs Cons. (constrained seller’s actor 

effect models refer Figure 5.5) were assessed. For each of the models, the most parsimonious 

(Pars.) specifications were also searched and analysed. From each of the sets of eight 

constrained models, a set of 7 parsimonious actor effect models (AEMs) were identified. 

13. Thus, in total 30, AEMs or 2 sets of 15 AEMs (one each for buyers and sellers) were 

analysed. After comparing their model fitness indicators for each of the sets, the 

Buyers AEM-5 and Sellers AEM-7 (in their most parsimonious forms) were found to 

be the best fitting AEM models (refer Figure 5.4 and 5.7, respectively). 

14. Thus, these two AEMs were retained for exploration of the dyadic model. Finally 

using ANN (artificial neural network) analysis; preliminary support for Actor-Partner 

effects were explored in chapter five. The ANN findings indicated existence of dyadic 

relationships among the relational factors of buyer-seller dyads.  

In chapter six, several dyadic rival models were developed and analyzed using APIM, 

for exploring ‘a Dyadic Relational Factor model for Buyer-Seller Relationship Success in 

Retail Selling of Financial Services’. Using, Buyers’ AEM-5 (parsimonious) and Sellers’ 

AEM-7 (parsimonious), five conceptual dyadic models were developed (refer Figure 6.2). 

One of them was a parsimonious model whereas rest 4 had varying degrees of constraints. 

For the constrained models, the most parsimonious specification was searched and each of 

the case resulted in a model identical to the parsimonious conceptual dyadic model. 

15. Prior to the APIM, CCA and CFA were used to explore the nonindependence and 

distinguishability of the data. The findings showed that the buyer-seller dyads for the 

variables being investigated are both nonindependent as well as disguisable. Hence, 

employing APIM the rival dyadic models were analyzed. 

16. Thus, in total five conceptual dyadic models were analyzed. After comparing their 

model fitness indicators, the parsimonious conceptual dyadic model was found to be 

the best fitting model (refer Table 6.11). So, based on it the inferences about the 

hypotheses presented in chapter-3, they have been discussed in chapter-6.  

17. For the development of the final model, the most constrained conceptual dyadic 

model (refer Figure 8.1), was adopted. This is because; a) in terms of the model 

fitness indicators, neither of the constrained models were worse compared to the 
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parsimonious one. b) Selection of the most constrained APIM model would help one 

to understand and explain the actor-partner relationships in a better manner. Finally, 

c) Such a model would help to draw various practical implications and shall open up 

directions for future research.  

Figure 8.1: Dyadic Relational Factor model for Buyer-Seller Relationship 
Success in Retail Selling of Financial Services 

 

Description of the Mode: The model presented above, is an illustrative representation of the 

most constrained APIM model. In this final model, only the latent factors have been shown. 

The reason for hiding the observed variable is only to make the model simpler. For the same 

reason the actual factor names, rather than the codes have been used for most of the latent 

variables. SDR and BDR, stand for ‘Seller’s Perception of Dyadic Relational’; and ‘Buyer’s 

Perception of Dyadic Relational’ respectively. In this illustrative model, various dyadic 

relational factors and the relationships among these factors and the dimensions have been 

shown. The following is a brief explanation of the major concepts used to depict the model.  

 

There are two antecedent relational factors, A - Seller’s dyadic relational factors orientation 

(SDRFO); B – Buyer’s dyadic relational factors orientation (BDRFO); A & B are highly 

correlated to each other and both have significant positive effect on their respective relational 
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outcomes. There are two pairs of relational outcomes. One pair is C - Seller’s dyadic 

relational satisfaction & D - Buyer’s dyadic relational satisfaction; similarly, the other pair 

being, E - Seller’s perception of BDR Loyalty; & F - BDR Loyalty. The relationships among 

them have been shown through arrows. The partner effects have been denoted by dotted 

arrows. Out of the six partner effects shown, three are marked negative to denote their nature 

of effect. But all the partner effects happen to be optional. 

 
18.   Finally, in chapter-7, two formal definitions for relationship have been proposed. 

The first definition of relationship proposed is: - ‘the norms, nature and values of 

enduring connections’. According to the second one, relationship may be defined as: 

- ‘enduring mutual connections reinforced by care and trust’. The first is for 

academic purpose, whereas the second one is for the practitioners.  

 

8.3 Implications 

The primary objectives of this thesis were to a) understand the effect of relational 

factor/s orientation, in dyadic buyer-seller relationship (antecedents), on relationship 

satisfaction and buyers’ loyalty towards the seller (consequents); and b) propose a definition 

of ‘relationship’. The contributions or the implications of this thesis in light of the above 

summary of findings has been discussed under the following two sub-sections – assessment 

of this study’s contributions to marketing theory (8.3.1); and assessment of this study’s 

contributions to management practice (8.3.2).  

 

8.3.1 Assessment of this study’s contributions to marketing theory - The dyadic 

studies are a rarity. Moreover, studies on dyadic buyer seller relationships (DBSR) in general 

and particularly in retail or Business to consumer (BtoC) context, are even rarer. Despite 

great interest and large volumes of work concerning relationships, still there is no standard 

definition for Relationship. In light of the above, the research studies presented in this thesis 

and findings make a vital contribution to the existing literature on marketing. The theoretical 

contributions may be summarized as follows – 
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1. This study, for the first time provides an empirical understanding of the antecedent 

factors of DBSR orientation on the desired consequent factors or outcomes of 

successful relationship between buyer-seller dyads of Financial Services.  

2. A ‘Dyadic Relational Factor model for Buyer-Seller Relationship Success in Retail 

Selling of Financial Services’ has been proposed; adopting a nomothetic study of 

voluntary and distinguishable dyads with mixed independent variables through a 

standard dyadic design. The novelty of the research design to study dyadic buyer-

seller relationship the in the BtoC marketing context, makes the proposed model more 

comprehensive. 

3. One of the paradoxes of marketing is that - the less profitable customers are, the more 

satisfied they are, while the more profitable customers are, the less satisfied they are 

Gummesson (2002). The dyadic model developed in this thesis confirms the same 

with a comprehensive empirical proof using dyadic data. It is evident from the said 

model that, the DBSR orientations of buyer-seller dyads are both highly correlated 

and each positively affects respective exchange partners’ relational outcomes. Yet, the 

relational outcome, i.e. ‘satisfaction’ is not related to ‘buyer’s loyalty’.   

4. In the process, two questionnaires / measurement instruments collectively having six 

scales (i.e. three pairs of dyadic scales) were developed and tested before the dyadic 

study. The first pair includes Ia) Seller’s DRFO (dyadic relational factor orientation) 

scale, and Ib) Buyer’s DRFO scale. The rest two pairs of scales are – IIa) Seller’s 

dyadic relational satisfaction scale, and IIb) Buyer’s dyadic relational satisfaction 

scale. IIIa) Scale for Seller’s perception about buyer’s dyadic relational loyalty, and 

IIIb) Buyer’s dyadic relational loyalty scale. 

5. Despite minor differences, the similarities and/or complimentary aspects of the 

buyer’s and seller’s DRFO dimensions supported the theoretical assumption regarding 

their dyadic nature. 

6. Through, CCA the nonindependence or the co-relatedness buyer’s and seller’s 

variables have been proven. At the same time, using APIM and ANN the actor-

partner effect of the relational antecedents and the consequents have been explored. 

7. Based on the ‘Dyadic Relational Factor model for Buyer-Seller Relationship Success 

in Retail Selling of Financial Services’ developed in the thesis, we find that, there is 

evidence for existence of actor-partner correlation among the relational factors of the 

buyer-seller dyads. Yet, there are no significant partner effects. The same has some 

vital practical implications and has been discussed in the next sub-section.  
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8. Finally, the conceptual domain of marketing happens to be exchange relationships, 

hence understanding the nature, structure and science of relationship is one of 

paramount importance in marketing. For the same, defining ‘relationship’- is 

essential. Thus, the definitions of relationship, proposed in the thesis are steps in the 

right direction, as it would lead to better understanding of marketing.  

9. Moreover, it has already been noted above that, marketing is not the only domain that 

is interested in relationships but there are others as well. Yet, a formal definition of 

relationship is still awaited. A common formal definition of relationships may lead to 

better integration of different domains within social sciences. 

 

8.3.2 Assessment of this study’s contributions to management practice - This 

thesis contains theoretically grounded and empirically based explanations about the role of 

antecedent factors of dyadic buyer-seller relationship on the outcomes of successful 

relationship between the dyads of Financial Services. It also proposes definition for 

relationship. Some of the contributions of managerial importance of this study may be 

summarized as follows – 

1. The buyer’s relational satisfaction does not affect his or her loyalty. Yet, both of these 

outcomes are positively affected by the buyer’s DRFO. Hence, the firms, marketing 

managers, and sellers need to focus on the buyer’s DRFO, for enhancement of buyer’s 

satisfaction and loyalty.  

2. The buyer’s DRFO and the seller’s DRFO are highly correlated to each other and both 

have significant positive effect on respective relational outcomes. Thus, one 

generalization for the firms, marketing managers and the sellers could be, to focus 

upon and try to improve the Seller’s DRFO; it would ultimately ensure buyer’s 

loyalty. It is interesting to note here that, among all the factors being studied the 

former is the most controllable, while the later is most desired of all factors. 

3. Among the dimensions or factors of buyer’s DRFO, the sellers must try to pay special 

attention to winning trust of the customer. This is primarily owing to two reasons, a) 

for the buyers, it is the most important dimension of their DRFO, while for the seller, 

and it is only the third in priority among the latter’s four DRFO dimensions. And b) 

by doing so, the sellers can address the customers’ needs or concerns about promise 
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keeping (refer bk2 and bk3). Because the later is not a dimension of sellers’ DRFO, 

hence, it may be assumed that it is not given due weight by the sellers in general. 

4. Among all the DRFO dimensions, the ‘shared value’ happens to be the most 

important and second most important dimensions for the sellers and the buyers 

respectively. Yet, for the buyers ethnic similarity with the seller is not a variable of 

this dimension. Thus, sellers should strive to engender a perception among the 

customers regarding similarity with respect to Attitude, Mannerism and Personality.  

5. In the dyadic model, dotted arrows have denoted six partner effects. As all of them, 

happen to be optional or insignificant. Out of them three are marked negative 

referring to the nature of their effect. The same has some practical implications - 

a) BDRFO affects SDR satisfaction negatively but has a positive effect on sellers’ 

perception of BDR loyalty. From this, we may infer that more demanding or 

difficult customers might make a seller unsatisfied (please refer the variables of 

the buyers’ trust dimension, the primary factor of BDRFO). But, such customers 

are often are perceived to be more loyal. And, this perception is validated because 

SDR satisfaction has a positive effect on BDR loyalty. Thus, the seller must not 

ignore those customers with whom the former may not have very comfortable 

relation. 

b) SDRFO affects the BDR satisfaction positively but has a negative effect on BDR 

loyalty. Seller’s similarity or commonalty with buyer might lead to the customers’ 

satisfaction (please refer the variables of the seller’s shared value dimension, the 

primary factor of SDRFO). But, such customers need not always be more loyal. 

The sellers seem to be aware of this aspect as BDR satisfaction has a negative 

effect on sellers’ perception of BDR loyalty. 

c) Yet, one must not ignore the implication that has already been stated under point-2 

of this subsection.  

6. Based on the above, Sales and CRM Trainings as well as Appraisal activities for all 

the personnel of a firm, dealing with the customers’, can be adapted suitably; as this 

would enhance customer’s or buyer’s loyalty, wherever the same is desired by a firm. 

7. Finally, in light of the relationship definition proposed for the practitioners, it can be 

said that, to successfully engage the buyer or customer through a relationship 

strategies, the sellers must bear in mind that, essentially relationships are enduring 

mutual connections. Thus, it isn’t a one way street and they should not treat the 

customer or buyer as a target entity towards whom the seller’s efforts are directed. 
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Nor should relationship based strategies be short term measures. Rather over a long 

period of time the relationship needs to be nurtured and reinforced by care and 

trust. Only then, any relationship based strategic initiative will have the desired 

results. 

 

Overall, based on the implications presented above one can conclude that, this thesis 

makes a vital contribution to the existing literature on marketing in general and buyer-seller 

relationships in particular. But, this thesis is not devoid of certain shortcomings. The 

following section presents them.  

 

8.4 Limitations  

The limitations of the study provide insights for future research; some of the limitations of 

this research are as follows – 

1. For developing the ‘Dyadic Relational Factor model for Buyer-Seller Relationship 

Success in Retail Selling of Financial Services’; quota and convenient sampling 

methods were adopted for selection of the sellers and based on the input received 

from sellers snow ball sampling was done for selecting the buyers. The data collection 

procedures adopted for different studies of this thesis meet methodological 

requirements, but are not enough to generalize the results in a vast country like India. 

2. The research context is financial services, which itself is a diversified industry. The 

study is unable to discriminate among the different sectors within this industry. 

Conceptually these findings may be extended to other industries, yet the propensity to 

engage in a relationship does vary across sectors. This aspect has not been taken care 

of in this study. 

3. The sampling design and the data collection method, adopted in the study, might have 

increased the social desirability bias. The scale items and the analysis were dyadic in 

nature; hence this effect has been taken care of. Yet, the same is a potential limitation. 

4. Relationships are multi causal phenomenon. But, the present study has used just the 

relational factors as the antecedents of the relationship success. In addition to 

antecedent factors of relationship, factors such as individual characteristics, traits and 
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dispositions may also affect relational out comes. Hence, the study is limited in scope 

in this respect.  

5. Two outcomes i.e. Relational Satisfaction and Relational Loyalty have been used for 

assessing the relationship success. However, there are few other dimensions of 

relational success like sellers performance, firms return, learning etc, have not been 

considered explicitly in this study. 

6. This study has proposed the Dyadic Relational Factor model based on a cross 

sectional study in Orissa, India. However, scholars, of late, have opined that studies 

about relationship can be longitudinal to examine its development over time.  

7. Finally, the data collection for the relationship definition has been confined to the city 

of Rourkela, Orissa, India. Despite its metropolitan population base, many ethnic and 

cultural groups might have been excluded from the scope of this study.         

 

8.5 Directions of Future research  

There is a need and great scope for future research work with dyads as units of 

analysis in the area of DBSR in general and BtoC selling context in particular. Some of the 

areas where further research is required in light of the above limitations are as follows: 

1. To generalize the results, this study needs to be replicated with a larger sample. 

2. For proving the robustness of the ‘Dyadic Relational Factor model for Buyer-Seller 

Relationship Success in Retail Selling of Financial Services’; study design needs to be 

explored wherein probabilistic sampling can be employed. 

3. The research context here is financial services which itself is a diversified industry. 

Future studies need to be conducted across different sectors within this industry. Then 

a multi-group model analysis can be carried out for better inferences.  

4. Moreover, similar studies can be extended to other services industries as well as other 

BtoC buyer-seller relationship contexts, with suitable adaptations. 

5. Relationships are multi causal phenomenon. Hence future studies can consider other 

antecedents of the relationship success, both separately as well as in combinations.  

6. Similarly, future research should consider other dimensions of relational success such 

as sellers’ performance, firms’ return, learning and so on, which have not been 

considered explicitly in the present study. 
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7. Another future direction could be to validate the proposed Dyadic Relational Factor 

model with a longitudinal study.  

8. In order to arrive at a standard definition of relationship, samples from other parts of 

the world and from different field settings can be drawn for a better conceptualization 

of the topic.  

 

 

8.6 Concluding Remark 

The preceding sections of this chapter, furnished, the summary of the key findings of 

this thesis and assessment of the study’s contributions to marketing theory and management 

practice. Later on, this chapter presents the limitations of this thesis and the directions of 

future research. Thus, the current chapter as well as this thesis has been concluded with the 

following remark. This remark draws support from the thesis and beyond. Rather, this portion 

of this report is probably the most impregnated and abstract of all. It may also be looked at as 

the philosophical implication of this thesis for RM based strategy, over looking at the 

moment, a risk of sweeping generalisation.  

  

Relationships between two human beings or among multiple people in any context, 

including relationship marketing, are multi causal phenomena. Out of all the elements of 

relationships, the human element is probably the most dynamic as well as unpredictable in 

nature. Yet, for all human actions or non-actions, there are certain underlying reasons. 

Hence, any actor, attempting to bring about success in a relationship, must strive to find the 

most optimal answer for the following philosophical question pertaining to the relational 

partner - ‘Why anyone does anything!!!’. And, let this answer guide one’s further thought 

and actions towards the attainment of the very purpose that the particular relationship stands 

for.  If it is ignored; by the actor/s, success of relationships will continue to be elusive.  
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Appendix 1a 

Financial Securities or Assets are one of the most basic units of any financial system. For 

all financial transaction involves either creation or transfer of financial assets. There are 

several classifications available. One such classification is (i) Marketable financial assets and 

(ii) Non-Marketable financial assets (refer the chart 1 below).  

 

Chart – 1 

 

Collectively the financial securities and assets are referred to as the financial instrument. 

Traditionally, financial security was a physical document, such as stock or bond certificate, 

that represented your investment in that stock or bond. But with the advent of electronic 

recordkeeping, paper certificates have increasingly been replaced by electronic 

documentation. In current general usage, the term security refers to the stock, bond, or 

virtually any other investment product itself rather than to evidence of ownership. The 

financial securities are classified a primary (direct) and secondary (indirect) securities. The 

primary securities are issued by the ultimate investors (for examples shares or debentures) to 

the ultimate investor. The secondary or indirect securities on the other hand are issued by the 

financial intermediaries to the ultimate savers (for example bank deposits, Mutual fund Units, 

Insurance Policies etc.).  

Source: http://financial-dictionary.thefreedictionary.com/security;& Bhole (2004); Gordon & 

Natrajan (2006) 
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Appendix-1b 

Table 1.1: GDP of India compared to other leading economies 

Economy 
Nominal GDP 

(millions of USD) 
% of 
GDP Rank Economy 

PPP GDP 
(millions of USD)

% of 
GDP Rank 

World 60587016 100% World 69,697,646 100% 
United States 14204322 23.44% 1 United States 14,204,322 20% 1 
Japan 4909272 8.10% 2 China 7,903,235 11% 2 
China 4326187 7.14% 3 Japan 4,354,550 6% 3 
India 1217490 2.01% 12 India 3,388,473 5% 4 

Source author (with inputs from World Bank web site) 

Table 1.2 Comparative Per capita GDP figures of India 

Economy 
Per capita GDP 
(Nominal in $) 

World 
rank 

India in 
comparison 

Per capita GDP 
(PPP in $) 

World 
rank 

India in 
comparison 

 World 9,054 — 12% 10,415 — 29% 
 United States 46,716 12 2% 46,716 4 6% 
 Japan 38,443 18 3% 34,099 18 9% 
 China 3,263 96 33% 5,962 89 50% 
 India 1,068 131 100% 2,972 113 100% 

Source author (with inputs from World Bank web site) 

Table 1.3 Growth Rates and Sector wise Composition of Real GDP (Per cent) 
 Growth Rate Share in real GDP 

Sector 

Agriculture and 
Allied Activities 

2.8 0.0 5.8 4.0 4.9 1.6 20 20 19 18 17.0 

Industry 6.5 8.5 8.1 10.7 7.4 2.6 19.6 19.4 19.5 19.2 18.5 
Services 9.0 9.9 11.2 11.3 10.8 9.4 60.2 61.1 62.0 63.0 64.5 

of which Financing, 
insurance, real estate 
and business services 

8.7 8.7 11.4 13.8 11.7 7.8 13.5 13.8 14.3 14.6 14.8 

Gross Domestic 
Product at factor cost 

7.2 7.5 9.5 9.7 9.0 6.7 100 100 100 100 100 

# : Revised Estimates                        * : Quick Estimates. 
Source author (with inputs from RBI)    (At 1999-2000 Prices) 

 
Table 1.4 Comparative Projection of nominal GDP (millions USD) for India 

Country   2015   2020   2030   2040   2050   

 China 8,133,000 12,630,000 25,610,000 45,022,000 70,710,000 
 United States 16,194,000 17,978,000 22,817,000 29,823,000 38,514,000 
 India 1,900,000 2,848,000 6,683,000 16,510,000 37,668,000 
 Brazil 1,720,000 2,194,000 3,720,000 6,631,000 11,366,000 
 Mexico 1,327,000 1,742,000 3,068,000 5,471,000 9,340,000 
 Russia 1,900,000 2,554,000 4,265,000 6,320,000 8,580,000 
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 Indonesia 562,000 752,000 1,479,000 3,286,000 7,010,000 
 Japan 4,861,000 5,224,000 5,814,000 6,042,000 6,677,000 
 United Kingdom 2,835,000 3,101,000 3,595,000 4,344,000 5,133,000 
 Germany 3,326,000 3,519,000 3,761,000 4,388,000 5,024,000 

Source author inputs from World Bank 

Table 1.5: Share of Real GDP originating in Banking and Insurance 
Period  Share of banking and 

insurance as per cent of GDP 
Share of banking and insurance 

as per cent of services’ 
1970-71 to 1974-75  1.8 4.6 
1975-76 to 1979-80  2.2 5.4 
1980-81 to 1984-85  2.5 5.9 
1985-86 to 1992-93  3.9 8.5 
1993-94 to 1998-99  5.8 11.8 
1999-2000 to 2003-04  6.7 12.3 
Source RBI 

Figure 1.1 Components of Indian Financial System 

 
Figure 1.2 – Sector wise Domestic Savings 

 
Source Ministry of Statistics and Programme Implementation  
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Table 1.6: Changes in Household Savings / Assets in India (% of Net 

Household Savings) 
1 2 3 4 5 6 7 8 9 

1970-71 7.9% 16.7% 4.6% 10.8% 1.8% 33.6% 66.4% 4519 
1980-81 8.7% 29.6% 4.9% 11.3% 2.4% 46.0% 54.0% 18724 
1990-91 6.0% 17.9% 5.3% 10.6% 8.0% 47.4% 52.6% 104790 
2000-01 3.4% 20.8% 7.4% 10.5% 2.2% 47.5% 52.5% 456248 
2001-02 5.6% 22.5% 8.2% 9.3% 1.6% 48.8% 51.2% 501544 
2002-03 5.0% 21.6% 9.1% 8.5% 1.0% 45.8% 54.2% 572263 
2003-04 6.5% 21.6% 7.9% 7.4% 0.1% 46.7% 53.3% 658209 
2004-05 5.2% 22.2% 9.5% 7.9% 0.7% 44.0% 56.0% 713080 
2005-06 6.2% 32.0% 9.7% 7.3% 3.6% 48.3% 51.7% 858122 
2006-07 6.7% 31.6% 11.7% 7.3% 5.9% 48.0% 52.0% 985701 
2007-08 7.1% 31.7% 11.3% 6.2% 7.8% 47.6% 52.4% 1139705 

Source author (with inputs from RBI)        
Notes for table 1.6: 1- Year ( 2006-07 and 2007-08 data are provisional and the 2008-09 
data are based on preliminary estimates); 2- Currency; 3- Bank Deposits -(includes deposit 
with co-operative non-credit societies); 4- Life Insurance Fund - (includes State/Central 
Government and postal insurance funds); 5- Provident and Pension Fund; 6- Mutual Funds, 
Shares & Debentures (includes investment in shares and debentures of credit / non-credit 
societies, public sector bonds and investment in mutual funds); 7 - Net Household Financial 
Assets or Savings; 8- Household Physical Savings; (column 1to 8 are respect % of 9); 9- Net 
household savings in crores 

 
Table 1.7: Changes in Indian Household Sector’s Savings in Financial Assets 

(per cent of Gross Household Financial Savings) 
 1 2 3 4 5 6 7 

1970-71 17% 36% 10% 23% 4% 2110 
1980-81 13% 46% 8% 18% 4% 12118 
1990-91 11% 32% 10% 19% 14% 58908 
2000-01 6% 38% 14% 19% 4% 248393 
2001-02 9% 38% 14% 16% 3% 296582 
2002-03 9% 38% 16% 15% 2% 322583 
2003-04 11% 38% 14% 13% 0% 377387 
2004-05 9% 36% 16% 13% 1% 434318 
2005-06 9% 46% 14% 10% 5% 597867 
2006-07 10% 48% 18% 11% 9% 650412 
2007-08 11% 50% 18% 10% 12% 715994 
2008-09 12% 55% 20% 9% 3% 746864 

 Source author (with inputs from RBI)             
Notes for table 1.7: 2- Currency; 3- Bank Deposits (includes deposit with co-operative non-
credit societies); 4- Life Insurance Fund - (includes State/Central Government and postal 
insurance funds); 5- Provident and Pension Fund;  6- Mutual Funds, Shares & Debentures 
(includes investment in shares and debentures of credit / non-credit societies, public sector 
bonds and investment in mutual funds); (column 1 to 6 are indicative of % of 7); 7- Gross 
Household Financial Assets or Savings in crores  
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Table 1.8 Components of Indian household financial savings, net household 
savings and total Domestic Savings as share of Indian GDP 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 
1970-71    0.8% 1.6% 0.4% 1.1% 0.2% 4.6% 3.3% 6.5% 9.8% 1.5% 3.3% 14.2% 8.7% 
1980-81    1.1% 3.8% 0.6% 1.5% 0.3% 8.3% 5.9% 7.0% 12.9% 1.6% 4.0% 18.5% 10.4% 
1990-91    1.1% 3.3% 1.0% 2.0% 1.5% 10.3% 8.7% 9.7% 18.4% 2.7% 1.8% 22.8% 13.9% 
2000-01    0.7% 4.5% 1.6% 2.3% 0.5% 11.8% 10.3% 11.4% 21.7% 3.9% -1.8% 23.7% 14.1% 
2001-02    1.2% 5.0% 1.8% 2.0% 0.4% 13.0% 10.7% 11.3% 22.0% 3.4% -2.0% 23.5% 13.5% 
2002-03    1.2% 5.0% 2.1% 2.0% 0.2% 13.1% 10.7% 12.6% 23.3% 4.0% -0.6% 26.3% 16.1% 
2003-04    1.5% 5.2% 1.9% 1.8% 0.0% 13.7% 11.2% 12.7% 23.9% 4.6% 1.1% 29.8% 19.6% 
2004-05    1.2% 5.0% 2.2% 1.8% 0.2% 13.8% 10.0% 12.7% 22.6% 6.7% 2.2% 31.7% 21.2% 
2005-06    1.5% 7.7% 2.3% 1.7% 0.9% 16.7% 11.6% 12.4% 23.9% 7.7% 2.4% 34.2% 23.6% 
2006-07    1.6% 7.5% 2.8% 1.7% 1.4% 15.8% 11.5% 12.4% 23.9% 8.3% 3.3% 35.7% 25.1% 
2007-08    1.7% 7.6% 2.7% 1.5% 1.9% 15.2% 11.5% 12.6% 24.1% 8.8% 4.5% 37.7% 26.9% 
2008-09 1.7% 7.7% 2.8% 1.3% 0.4% 14.0% 10.9% 

Source author (with inputs from RBI) 
Notes for table 1.8: 1- Year (2006-07 and 2007-08 data are provisional and the 2008-09 data 
are based on preliminary estimates); 2- Currency; 3- Bank Deposits - (includes deposit with 
co-operative non-credit societies); 4- Life Insurance Fund - (includes State/Central 
Government and postal insurance funds); 5- Provident and Pension Fund; 6- Mutual Funds, 
Shares & Debentures (includes investment in shares and debentures of credit / non-credit 
societies, public sector bonds and investment in mutual funds); 7- Gross Household 
Financial Assets or Savings; 8 - Net Household Financial Assets or Savings; 9- Household 
Physical Savings; 10- Net household savings; 11- Private Corporate Sector savings; 12- 
Public Sector; 13- Gross Domestic Savings; 14- Net Domestic Savings 
 

Table 1.9 Gross Financial Saving of the Indian Household Sector 

items 

Per cent to Total 
Financial Saving 

Rupees crore 

Financial Saving (Gross) 100 100 100 6,50412 715994 746865 
a) Currency 10.2 11.4 12.5 66274 81,278 93056 
b) Deposits 49.1 52.2 58.5 319385 3,74,088 436710 
 i)  With Banks 47.8 50.4 54.9 311215 3,60,727 409678 
 ii) With Non-banking Companies 0.2 0.5 1.8 1516 3751 13453 
 iii) With Cooperative Banks and 

Societies 
0 0 0 131 266 133 

 iv) Trade Debt (Net) 1 1.3 1.8 6523 9345 13446 
c) Share and Debentures 9 12.4 2.6 58598 89134 19349 
 i)  Private Corporate Business 3.7 4.4 4.2 23755 31565 31124 
 ii) Banking 0 0.1 0.1 206 766 995 
 iii) Units of Unit Trust of India 0 0 -0.4 -310 -324 -2,737 
 iv) Bonds of public Sector 

undertakings 
0 0 0.1 237 328 446 

 v) Mutual Funds (Other than UTI) 5.3 7.9 -1.4 34709 56799 -10478 
d) Claims on Government 3 -4 -3.1 19198 -28315 -23479 
 i)  Investment in Government securities 0.3 -2.1 -4.5 1654 -14714 -33879 
 ii) Investment in Small Savings, etc. 2.7 -1.9 1.4 17544 -13601 10400 
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e) Insurance Funds 17.7 18 20.1 114851 128930 150337 
 i)   Life Insurance Funds 17.1 17.4 19.5 110965 124422 145876 
 ii)   Postal Insurance 0.3 0.4 0.3 2200 2,729 2594 
 iii) State Insurance 0.3 0.2 0.3 1686 1,779 1868 

f) Provident and Pension Funds 11.1 9.9 9.5 72106 70878 70891 
GDP at Current Market Prices   4129173 4723400 5321753
P : Provisional .                    # : Preliminary Estimates. 
Note : Components may not add up to the totals due to rounding off. Source RBI 
 

Table 1.10 Sector wise total incomes for Leading BFSI institutions in India 

The Sector names 
Total Income 

(Rs Mn) 
Sector wise %  of 

Grand total income 
No of Companies 

per Sector 
Banks  3552717.6 47.54% 69 
NBFI  766609.3 10.26% 91 
Broking  104624.9 1.40% 34 
Mutual Funds  30923.6 0.41% 22 
Life Insurance  2644702.6 35.39% 16 
General Insurance  373619.9 5.00% 16 
Grand Total 7473197.9 100% 248 

Source author (based on Dun & Bradstreet report on leading BFSI institutions of India) 

Table 1.11 Sector wise Total Income & % of GDP for leading companies of 
India 

item sector 

Total 
Income 
(Rs Mn) 

No of 
Company 

Total 
income as 
% of GDP 

A GDP of India for 2008 at market price 47234000 
B Grand total for 500 leading companies 23007338 500 48.71% 

b1 Oil refining & marketing 6549180 7 13.87% 
b2 Banks/FIs/NBFCs/Financial Services * 3456417 54 7.32% 

b3 

Pharmaceuticals; FMCG; Textiles; Food and Agro 
Processing; Gems and Jewellery; Retail; Consumer 
Durables/Domestic Appliances ** 1761806 98 3.73% 

b4 Iron & steel 1190947 31 2.52% 
b5 Automobiles (including 2 wheelers & components) 1150995 10 2.44% 
b6 Engineering / Capital Goods 831048 24 1.76% 
b7 Power 738718 9 1.56% 
b8 Software & ITES 731234 16 1.55% 
b9 Cement 598125 21 1.27% 

b10 Telecom Services 571031 6 1.21% 
b11 Trading 555296 4 1.18% 

C Leading BFSI (without Mutual funds) *** 7249163 113 15.35% 
c1 Banks 3521550 54 7.46% 
c2 Life Insurance 2637830 13 5.58% 
c3 NBFI & Broking Total 731572 35 1.55% 
c4 General Insurance 358211 11 0.76% 

Source author (with inputs from RBI & Dun & Bradstreet) 
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Notes for table 1.11: Item A, GDP data is from the RBI’s, Handbook of Statistics on the 
Indian Economy; Item B, data is derived from Dun & Bradstreet - India’s Top 500 
Companies 2008, (based on market capitalization of companies listed in India); Item C, data 
is derived from Dun & Bradstreet - India’s Leading BFSI Companies 2008 (based on 
companies having minimum standalone total income of Rs 250 mn); To make a comparison 
among item B and C only such companies were considered for item C (out of 248 possible) 
that have total income more than 5428 mn. As this was the minimum total income for all the 
500 companies belonging to item B; *** This is the reason none of the Mutual Fund 
companies feature in item C; * Item b2, doesn’t include any of the insurance companies (they 
got left out owing to the methodology used by the source), hence item C is necessitated. ** 
Item b3, is a composite of 7 different sectors (individually the total income of each was lesser 
than item b11) however they have been included in table 1.11 to highlight the size of BFSI 
market of India. 
 

Table 1.12: New Policies Issued by Life Insurers in India 
INSURER 2007-08 2006-07 2005-06 2004-05 2003-04 2002-03 
LIC 37612599 38229292 31590707 23978123 26968069 24545580 

(-1.61) (21.01) (31.75) (-11.09) (9.87) (96.75) 
PRIVATE SECTOR 13261558 7922274 3871410 2233075 1658847 825094 

(67.40) (104.64) (73.37) (34.62) (101.05) (3.25) 
TOTAL 50874157 46151566 35462117 26211198 28626916 25370674 
Note: Figure in bracket indicates the growth over the previous year in percent. Source IRDA 

Table 1.13: Insurance penetration for India and selected economies 

2007** 2006** 2005** 2004** 
Continent/Country Total Life Total Life Total Life Total Life 
World 7.5 4.4 7.5 4.5 7.52 4.34 7.99 4.55 
United States 8.9 4.2 8.8 4 9.15 4.14 9.36 4.22 
Europe 8 5 8.3 5.3 7.78 4.69   
United Kingdom 15.7 12.6 16.5 13.1 12.45 8.9 12.6 8.92 
Germany 6.60 3.10 6.70 3.10 6.79 3.06 6.97 3.11 
Switzerland 10.3 5.7 11 6.2 11.19 6.2 11.75 6.73 
France 10.3 7.3 11 7.9 10.21 7.08 9.52 6.38 
Asia 6.2 4.6 6.6 5 6.83 5.16   
Taiwan 15.7 12.9 14.5 11.6 14.11 11.17 14.13 11.06 
South Korea 11.8 8.2 11.1 7.9 10.25 7.27 9.52 6.75 
Japan 9.6 7.5 10.5 8.3 10.54 8.32 10.51 8.26 
India 4.7 4 4.8 4.1 3.14 2.53 3.17 2.53 
China 2.9 1.8 2.7 1.7 2.7 1.78 3.26 2.21 
South Africa 15.3 12.5 16 13 13.87 10.84 14.38 11.43 
Australia 6.8 3.8 7 3.8 6.6 3.51 8.02 4.17 

Source: Swiss Re, Sigma various volumes ** Data relates to calendar year 
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Table 1.14: Insurance Density for India and selected economies 
2007** 2006** 2005** 2004** 

Continent/Country Total Life Total Life Total Life   
World 608 358 555 331 519 300 393.3 235.0 
United States 4087 1922 3924 1790 3875 1753 3755.1 1692.5 
Europe 1962 1223 1746 1120 1514 912   
United Kingdom 7114 5731 6467 5140 4599 3287 4508.4 3190.4 
Switzerland 5741 3159 5562 3112 5558 3078 5716.4 3275.1 
France 4147.6 2928.3 4075.4 2922.5 3568.5 2474.6 3207.9 2150.2 
Germany 2662.1 1234.1 2436.8 1136.1 2310.5 1042.1 2286.6 1021.3 
Asia 211 157 205 155 198 150   
South Korea 2384 1657 2071 1480 1706 1211 1419.3 1006.8 
Japan 3320 2584 3590 2829 3747 2956 3874.8 3044.0 
Taiwan 2628 2166 2250 1800 2146 1699 1909.0 1494.6 
India 47 40 38 33 23 18 19.7 15.7 
China 70 44 54 34 46 31 40.2 27.3 
South Africa 879 719 856 696 715 558 686.5 545.5 
Australia 3000 1674 2581 1389 2570 1367 2471.4 1285.1 

Source: Swiss Re, Sigma various volumes; ** Data relates to calendar year 

Table 1.15: Growth rate of Indian life insurance industry and selected economies 
INSURANCE DENSITY INSURANCE PENETRATION 

Economy 2007 2001 Growth rate 2007 2001 Growth rate 
  Life Life Life Life 

World 358.1 235.0 152% 4.40 4.68 94% 
Developed Countries 

France 2928.3 1268.2 231% 7.30 5.73 127% 
United Kingdom 5730.5 2567.9 223% 12.60 10.73 117% 
South Korea 1656.6 763.4 217% 8.20 8.69 94% 
Germany 1234.1 674.3 183% 3.10 3 103% 
United States 1922.0 1602.0 120% 4.20 4.4 95% 
Switzerland 3159.1 2715.7 116% 5.70 7.95 72% 
Japan 2583.9 2806.4 92% 7.50 8.85 85% 

Developing Countries 
Brazil 95.3 10.8 882% 1.40 0.36 389% 
India 40.4 9.1 444% 4.00 2.15 186% 
PR China 44.2 12.2 362% 1.80 1.34 134% 
Singapore 2244.7 713.2 315% 6.20 3.4 182% 
Taiwan 2165.7 760.9 285% 12.90 6.03 214% 
Hong Kong 3031.9 1249.7 243% 10.60 5.13 207% 
Sri Lanka 10.2 4.3 237% 0.60 0.53 113% 
Pakistan 2.6 1.2 217% 0.30 0.3 100% 
Thailand 70.8 34.1 208% 1.80 1.86 97% 
South Africa 719.0 377.2 191% 12.50 15.19 82% 
Bangladesh 1.9 1.0 190% 0.50 0.29 172% 
Malaysia 221.5 129.5 171% 3.10 3.38 92% 
Australia 1674.1 1040.3 161% 3.80 5.7 67% 

Source author (with inputs from Swiss Re, Sigma various volumes) 
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Table 1.16: Net Resources Mobilized and AUM for Mutual Funds in India (Rupees 
Crore) 

Year 
Unit 

Trust of 
India 

Bank-
sponsored 

Mutual 
Funds 

Financial 
Institution-
sponsored 

Mutual Funds 

Private 
Sector 
Mutual 
Funds 

Total AUM # 

1970-71    18 - - - 18  
1980-81    52 - - - 52  
1990-91    4553 2352 604 - 7509  
2000-01    322 249 1273 9292 11136 90587 
2001-02    -7284 863 406 16134 10119 100594 
2002-03    -9434 1033 861 12122 4582 109299 
2003-04    1050 4526 787 41510 47873 139615 
2004-05    -2467 706 -3384 7933 2788 149600 
2005-06    3424 5365 2112 41581 52482 231862 
2006-07    7326 3033 4226 79477 94063 326292 
2007-08    10678 7786 2178 163356 183998 505152 
2008-09    -4112 4489 5954 -28685 -22355 417300 
2009-10 Net Resources Mobilization for the first 3 quarters 141639 665146 

Notes: # Assets under Management of Mutual Funds 

 
Table 1.17: Status of mutual fund industry in India 2000-01 to 2008-09 

Year 

Number of 
Income/ debt 

oriented funds 
(including gilt 

funds) 

Per 
cent to 
total 

Number of 
Equity and 

growth oriented 
schemes 

including ELSS1 
Per cent 
to total 

Number 
of 

Balanced 
funds 

Per 
cent 
to 

total Total 
2000-01 open 114 29 110 28 28 7 394 

closed 61 15 77 20 4 1 
2001-02 open 156 37 120 29 31 7 417 

closed 49 12 58 14 3 1 
2002-03 open 168 41 135 33 34 8 406 

closed 34 8 33 8 2 0 
2003-04 open 186 46 143 35 34 8 403 

closed 11 3 26 6 3 1 
2004-05 open 200 44 169 38 34 8 450 

closed 27 6 19 4 1 0 
2005-06 open 213 36 216 36 34 6 592 

closed 112 19 15 3 2 0 
2006-07 open 216 29 235 31 34 5 755 

closed 234 31 32 4 4 1 
2007-08 open 297 31 251 27 31 3 943 

closed 296 31 62 7 6 1 
2008-09 open 253 26 279 29 30 3 974 

closed 280 29 59 6 5 1 
Note: 1. Equity Linked Savings Scheme Source : Calculated using data from SEBI website. 
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Table 1.18: Changes in Financial Assets/Liabilities of the Household Sector in India (At 
Current Prices - (Rupees crore))  

1 2 3 4 5 6 7 8 
1970-71    355 754 207 490 82 2110 1519 
1980-81    1625 5550 915 2122 443 12118 8610 
1990-91    6251 18777 5599 11155 8410 58908 49641 
2000-01    15632 94703 33861 47882 10214 248393 216614 
2001-02    28156 112936 41237 46609 7977 296582 244855 
2002-03    28632 123462 52009 48441 5504 322583 262278 
2003-04    42675 141967 52240 48952 492 377387 307405 
2004-05    36977 158259 67986 56552 4967 434318 313752 
2005-06    53071 274864 83540 62581 30735 597867 414443 
2006-07    66274 311347 114851 72106 58597 650412 473625 
2007-08    81278 360993 128930 70878 89134 715994 542859 
2008-09 93056 409811 150337 70891 19349 746864 581208 

Table 1.18 (continued) 
1 9 10 11 12 13 14 15 

1970-71    3000 4519 672 1528 6571 4009 46249 
1980-81    10114 18724 2339 5818 26881 15145 145370 
1990-91    55149 104790 15164 10057 130010 78932 569624 
2000-01    239634 456248 81062 -36882 499033 297215 2102314 
2001-02    256689 501544 76906 -46186 534885 306588 2278952 
2002-03    309985 572263 99217 -15936 646521 396014 2454561 
2003-04    350804 658209 127100 29521 820685 540637 2754620 
2004-05    399328 713080 212048 68951 997873 668832 3149407 
2005-06    443679 858122 276550 86823 1228026 847714 3586743 
2006-07    512076 985701 342284 137926 1475108 1038071 4129173 
2007-08    596846 1139705 416936 212543 1779614 1270165 4723400 
2008-09             5321753 

Source RBI; NOTE: 1- Year ( 2006-07 and 2007-08 data are provisional and the 2008-09 
data are based on preliminary estimates); 2- Currency; 3- Bank Deposits -(Bank deposit 
includes deposit with co-operative non-credit societies); 4- Life Insurance Fund - (Life 
Insurance Fund includes State/Central Government and postal insurance funds); 5- 
Provident and Pension Fund; 6- Mutual Funds, Shares & Debentures (Shares and 
Debentures includes investment in shares and debentures of credit / non-credit societies, 
public sector bonds and investment in mutual funds); 7- Gross Household Financial Assets or 
Savings (2 to 6 and non bank deposits and claims on Govt); 8 - Net Household Financial 
Assets or Savings; 9- Household Physical Savings; 10- Net household savings; 11- Private 
Corporate Sector savings; 12- Public Sector savings; 13- Gross Domestic Savings; 14- Net 
Domestic Savings; 15- GDP at Current Market Prices 

Table 1.19: Total/Urban Population segment Age and Gender 

Total/Urban Age group Population % of Urban Males % of male 
Total  Total 1028610328 532156772 51.7% 

Urban  Total 286119689 28% 150554098 52.6% 
Total  5-19 353379538 186307701 52.7% 

Urban  5-19 92479148 26% 48861840 52.8% 
Total 20-59 485422833 249460570 51.4% 

Urban  20-59 148282526 31% 78555955 53.0% 
Total  Total 36804660 18660570 50.7% 

Urban  Total 5517238 15% 2911600 52.8% 
Total  5-19 12165599 6172386 50.7% 

Urban  5-19 1758837 14% 913248 51.9% 
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Total  20-59 17964242 9127197 50.8% 
Urban  20-59 2951085 16% 1583793 53.7% 

Source author (with inputs from Census of India) 

Table 1.20: Net Domestic Product and per capita NDP of Orissa against all India (At 
current price - Base Year: 1999-2000) 

Year Orissa 
# GDP @ 

NDP Orissa, 
As % Of 

GDP, India 

Orissa Per 
Capita 
NDP 

All-India 
Per Capita 

NNP 

Per cap NDP of 
Orissa as % of Per 

capita national GDP 
1999-00 38200 1952036 2.0% 10567 15881 67% 
2000-01 38279 2102314 1.8% 10452 16688 63% 
2001-02 41065 2278952 1.8% 11075 17782 62% 
2002-03 44208 2454561 1.8% 11788 18885 62% 
2003-04 54047 2754620 2.0% 14252 20871 68% 
2004-05 62497 3149407 2.0% 16306 23198 70% 
2005-06 68576 3586743 1.9% 17707 26003 68% 
2006-07 81392 4129173 2.0% 20805 29524 70% 
2007-08 92603 4723400 2.0% 23403 33283 70% 
2008-09 106092 5321753 2.0% 26507 37490 71% 

278% 273% 251% 236% 
# NET DOMESTIC PRODUCT AT FACTOR COST (At Current Prices) @ GDP at Market 
Prices Source author with Inputs from RBI 
Table 1.21: Components of Net Domestic Product for Orissa (At current price - 

Base Year: 1999-2000) 

YEAR Agriculture  
% 
NDP 
Orissa 

Industry 
% 
NDP 
Orissa 

All 
Services 

% 
NDP 
Orissa 

Banking 
& 

Insurance 

% 
NDP 
Orissa 

  1 5 2 6 3 7 4 8 
1999-00   12410.2 32% 5526.3 14% 20263.5 53% 1324.4 3% 
2000-01   11224.2 29% 5510.9 14% 21543.8 56% 1470.0 4% 
2001-02   12802.0 31% 5216.6 13% 23046.7 56% 1800.9 4% 
2002-03   12758.5 29% 6181.2 14% 25268.1 57% 2164.1 5% 
2003-04   16966.9 31% 8867.9 16% 28212.6 52% 2347.9 4% 
2004-05   16889.5 27% 13323.5 21% 32284.0 52% 2392.7 4% 
2005-06   17994.9 26% 13696.9 20% 36884.3 54% 2428.5 4% 
2006-07   20926.7 26% 16590.9 20% 43874.7 54% 2925.6 4% 
2007-08   24070.6 26% 18235.8 20% 50296.7 54% 3276.2 4% 
2008-09   24704.3 23% 24070.4 23% 57317.8 54% 3668.8 3% 
Source author with Inputs from RBI 

Table 1.22: Key Statistics relating to Insurance market of Orissa Vs All India 
and total of low incomes States of India 

Details for 
Territory Year 

All India 
Total Orissa 

Orissa Vs India 
# 

Total for Low 
Income States 

Orissa Vs Low 
Income States # 

1. Life insurance 
offices 

2009 11815 315 02.66%  (0.59) 3596 08.76%  (0.55) 
2008 8913 226 02.53%  (0.62) 2726 08.29%  (0.55) 
2007 5373 157 02.92%  (0.62) 1703 09.21%  (0.66) 
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2. Life Insurance 
Agents 

2009 2937435 111196 03.78%  (0.62) 1031686 10.77%  (0.55) 
2008 2520492 91437 03.62%  (0.59) 907484 10.07%  (0.55) 
2007 1993199 71834 03.60%  (0.62) 725806 09.89%  (0.55) 

3. Number of Life 
insurance policies 
Sold 

2009 50904871 1607331 03.15%  (0.62) 16983388 09.46%  (0.55) 
2008 50847196 1630089 03.20%  (0.62) 16241488 10.04%  (0.55) 
2007 46127798 1348973 02.92%  (0.62) 15792832 08.54%  (0.55) 

4. Life Insurance 
Premiums 
collected (lakhs) 

2009 69529 1653 02.37%  (0.59) 18709 08.84%  (0.55) 
2008 79423 1917 02.41%  (0.59) 2095 09.14%  (0.55) 
2007 61618 1302 02.11%  (0.56) 18238 07.14%  (0.55) 

5. No of Life 
insurance Policies 
per office 

2009 4308 5103 118.4%  (0.81) 4723 108.0%  (0.77) 
2008 5705 7213 126.4%  (0.78) 5958 121.0%  (0.88) 
2007 8585 8592 100.1%  (0.59) 9274 92.65%  (0.55) 

6. Life Insurance 
Premiums (lakhs) 
per office 

2009 588 525 89.19%  (0.44) 520 100.8%  (0.66) 
2008 891 848 95.20%  (0.50) 769 110.4%  (0.77) 
2007 1147 829 72.33%  (0.22) 1071 77.4 %   (0.22) 

7. No of Life 
insurance Policies 
per Agent 

2009 17 14 83.41%  (0.34) 16 87.81%  (0.22) 
2008 20 18 88.37%  (0.37) 18 99.61%  (0.33) 
2007 23 19 81.14%  (0.22) 22 86.31%  (0.22) 

8. Life Insurance 
Premiums (lakhs) 
per Agent 

2009 2.37 1.49 62.82%  (0.06) 1.81 81.99%  (0.11) 
2008 3.15 2.10 66.54%  (0.06) 2.31 90.79%  (0.22) 
2007 3.09 1.81 58.64%  (0.06) 2.51 72.14%  (0.22) 

9. Life Insurance 
Premiums (lakhs) 
per Policy 

2009 0.14 0.10 75.31%  (0.12) 0.11 93.37%  (0.33) 
2008 0.16 0.12 75.30%  (0.06) 0.13 91.15%  (0.22) 
2007 0.13 0.10 72.27%  (0.03) 0.12 83.59%  (0.11) 

Source author with Inputs from IRDA; # - Shows the percentage of Orissa against India 
where as the figures in bracket is the percent rank of Orissa for respective column heads 

Table 1.23: Percent Ranks of Selected Indian States for certain Statistics relating to 
Insurance market in India 

High Income 
States 

Middle Income 
States Low Income states 

Details for 
Territory Year 

1. Life insurance 
offices 

2009 0.97 0.81 0.66 1.00 0.75 0.41 0.59 0.50 0.94 
2008 0.97 0.75 0.56 1.00 0.78 0.41 0.66 0.50 0.94 
2007 1.00 0.69 0.56 0.94 0.78 0.41 0.59 0.50 0.97 

2. Life Insurance 
Agents 

2009 0.94 0.66 0.53 0.97 0.91 0.41 0.72 0.50 1.00 
2008 0.94 0.63 0.50 0.97 0.88 0.41 0.69 0.53 1.00 
2007 0.97 0.59 0.50 0.94 0.91 0.34 0.72 0.53 1.00 

3. Number of Life 
insurance policies 
Sold 

2009 1.00 0.59 0.50 0.91 0.97 0.41 0.78 0.53 0.94 
2008 1.00 0.59 0.50 0.91 0.88 0.41 0.75 0.53 0.97 
2007 1.00 0.56 0.47 0.94 0.91 0.41 0.72 0.50 0.97 
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4. Life Insurance 
Premiums 
collected (lakhs) 

2009 1.00 0.66 0.56 0.88 0.94 0.44 0.63 0.53 0.97 
2008 1.00 0.69 0.56 0.88 0.84 0.47 0.63 0.53 0.94 
2007 1.00 0.66 0.59 0.91 0.81 0.41 0.63 0.50 0.97 

5. No of Life 
insurance Policies 
per office 

2009 0.72 0.16 0.19 0.41 0.91 0.63 0.94 0.69 0.75 
2008 0.72 0.16 0.28 0.50 0.88 0.66 0.94 0.59 0.69 
2007 0.56 0.09 0.41 0.72 0.84 0.38 0.94 0.53 0.75 

6. Life Insurance 
Premiums (lakhs) 
per office 

2009 0.84 0.09 0.13 0.16 0.78 0.72 0.69 0.53 0.47 
2008 0.78 0.22 0.41 0.13 0.69 0.88 0.56 0.44 0.53 
2007 0.56 0.38 0.69 0.53 0.59 0.88 0.66 0.31 0.63 

7. No of Life 
insurance Policies 
per Agent 

2009 0.84 0.19 0.31 0.41 0.94 0.78 0.75 0.59 0.56 
2008 0.88 0.13 0.22 0.34 0.72 0.75 0.66 0.44 0.50 
2007 0.66 0.06 0.53 0.63 0.56 0.72 0.41 0.31 0.38 

8. Life Insurance 
Premiums (lakhs) 
per Agent 

2009 0.78 0.38 0.41 0.09 0.66 0.75 0.13 0.31 0.22 
2008 0.75 0.53 0.50 0.09 0.44 0.88 0.03 0.25 0.19 
2007 0.41 0.50 0.75 0.28 0.16 0.91 0.09 0.13 0.22 

9. Life Insurance 
Premiums (lakhs) 
per Policy 

2009 0.72 0.69 0.53 0.16 0.19 0.59 0.06 0.28 0.22 
2008 0.50 0.88 0.66 0.13 0.09 0.75 0.00 0.22 0.16 
2007 0.44 0.94 0.66 0.22 0.06 0.91 0.00 0.13 0.31 

Source author with Inputs from IRDA 

Table 1.24 Proportion of Investor Households in all Households - Owning Different 
Type of Securities Instruments - All-India, selected states and 4 regions  

Total Only Only Only Total Total Total 
Investors Equity Bonds M.F. Equity Bonds M.F. 

India 7.41 1.52 2.8 4.49 3.7 5.41 6.67 
Orissa 4.58 0.35 2.2 0.58 1.29 4.15 2.44 
% of Orissa 
against all India 62% 23% 79% 13% 35% 77% 37% 
Orissa Vs All India 
Best figures 13% 3% 15% 3% 5% 16% 12% 

Pondicherry 16.15 11.44 2.5 18.8 13.13 3.23 20.89 
Tamil Nadu 7.67 2.36 1.79 16.74 3.94 4.54 19.9 
Delhi 7.8 0.95 1.82 9.41 2.97 6.69 13.85 
Maharashtra 4.05 1.33 0.98 8.06 2.54 2.1 9.52 
Kerala 4.88 1.34 0.74 6.51 3.09 2.74 9.09 
Gujarat 34.88 6.08 6.77 3.93 24.1 26.18 17.38 
A.P. 24.04 4.65 14.72 3.78 8.52 18.44 6.74 

South 13.15 2.63 6.99 8.56 4.87 9.83 11.24 
West 4.67 1.13 0.73 2.81 3.38 3.21 4.87 
East 3.43 0.61 0.98 3.36 1.84 2.52 4.85 

North 2.59 0.61 0.97 1.45 1.14 1.91 2.19 
Source author with Inputs from SEBI 
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Table 1.25: All-India* Percent Rank for Different Type of Securities Instruments & 
Percent Rank for the same within low Income states  

Total Only Only Only Total Total Total 

Investors Equity Bonds M.F. Equity Bonds M.F. 

High 
Income 
States 

Delhi 0.60 0.45 0.55 0.90 0.55 0.70 0.85 
Maharashtra 0.30 0.60 0.40 0.85 0.50 0.20 0.80 
Pondicherry 0.85 1.00 0.65 1.00 0.95 0.50 1.00 

Middle 
Income 
States 

Karnataka 0.70 0.25 0.85 0.75 0.25 0.80 0.70 
Kerala 0.45 0.65 0.35 0.80 0.60 0.40 0.75 
Tamil 0.55 0.70 0.50 0.95 0.70 0.60 0.95 

Low 
Income 
states 

Bihar 0.05 0.10 0.20 0.65 0.10 0.05 0.60 
Meghalaya 0.50 0.15 0.70 0.70 0.40 0.65 0.55 
Orissa 0.35 0.20 0.60 0.10 0.35 0.55 0.25 

Percent Rank for the same within low* Income states 
Assam 0.50 0.17 0.67 0.50 0.17 0.67 0.33 
Bihar 0.17 0.33 0.33 0.83 0.33 0.17 1.00 
M.P. 0.33 0.83 0.50 0.67 0.50 0.33 0.50 
Meghalaya 1.00 0.50 1.00 1.00 0.83 1.00 0.83 
Orissa 0.83 0.67 0.83 0.17 0.67 0.83 0.67 
Rajasthan 0.67 1.00 0.17 0.33 1.00 0.50 0.17 
U.P. 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

Source author with Inputs from SEBI 

*All India Percent rank has been calculated using 21 states and union territories for which 

data is available; similarly low income state rank has been calculated using 7 states data (as 

shown above) out of 10 owing to the same reason. 
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Appendix 2 

sl Authr/s Year 
1 Allan L Pennington 1968 

2 
H. Lee Mathews, David T. Wilson, And 
John F. Monoky, Jr 1972 

3 Richard W. Olshavsky 1973 

4 
Arch G. Woodside And J. William 
Davenport, Jr 1974 

5 Paul Busch, David T. Wilson 1976 

6 
Edward A. Riordan, Richard L Oliver, 
And James H. Donnelly, Jr. 1977 

7 Arch G. Woodside, James L. Taylor  1978 

8 
Kaylene C. Williams And Rosann L. 
Spiro 1985 

9 
Scott A. Neslin And Leonard 
Greenhalgh 1986 

10 
John L. Graham, Dong Kl Kim, Chi-
Yuan Lin, Michael Robinson 1988 

11 
Lawrence A. Crosby, Kenneth R. Evans, 
& Deborah Cowles 

1990 

12 Charlene Pleger Bebko 1990 

13 
Lawrence A. Crosby, Kenneth R. Evans, 
Richard S. Jacobs 

1991 

14 Adrian Palmer, David Bejou 1994 
15 John J. Cronin 1994 
16 Douglas Kaufman John M. Mahoney 1999 
17 James Sallis 2000 

18 
Kristof De Wulf; Gaby Odekerken-
Schroder; Dawn Lacobucci 

2001 

19 

Richard S. Jacobs, Kenneth R. Evans, 
Robert E. Kleine, III, and Timothy D. 
Landry 

2001 

20 
Leanne H. Y. Too, Anne L. Souchon 
and Peter G. Thirkell 2001 

21 
Kevin Bradford, Americus Reed II & 
Karl F. Aquino  

2002 

22 Scott Inks, Ramon A Vila, Joe Chapman 2003 

23 
Ahmed Beloucif, Bill Donaldson, Ugur 
Kazanci 

2004 

24 Rajeev Kumra & R. K. Mittal 2004 
25 Ramana Kumar Madupalli 2007 
26 Henry L. Tosi  1966 
27 Håkan Håkansson, 1982 
28 Jan B. Heide, Anne S. Miner 1992 

29 
Tony L. Henthorne, Michael S. LaTour 
and Alvin J. Williams 1992 

30 Morgan, Robert M; Hunt, Shelby D 1994 
31 Ganesan, Shankar 1994 
32 Lisa M. Ellram, Thomas E. Hendrick 1995 
33 Kevin Christopher Cox 1995 

34 
Patricia M. Doney and Joseph P. 
Cannon 1997 

35 Brock Smith J 1998 

sl Authr/s Year 
36 Ross Brennan And Peter W. Turnbull 1998

37 
Joseph R Cannon And William D. 
Perreault Jr 1999 

38 
Sandy D. Jap, Chris Manolis, Barton A. 
Weitz 1999 

39 Soo Bum Lee 1999 

40 
Inge Geyskens, Jan-Benedict E.M. 
Steenkamp & Nirmalya Kumar 

2000 

41 David L. Jones 2000 
42 Robert W. Armstrong, Slew Min Yee 2001 

43 
Ko de Ruyter, Luci Moorman, Jos 
Lemmink 2001 

44 John E. Hogan 2001 

45 
Thomas Tellefsen And Nermin 
Eyuboglu 

2002 

46 

Susan K. DelVecchio, James E. 
Zernanek, Roger P. Mclntyre, and Reid 
P. Claxton 

2002 

47 
Roberta J. Schultz and Kenneth R. 
Evans 2002 

48 
Brian J. Gibson, Stephen M. Rutner, 
Scott B. Keller 2002 

49 
Arto Lindblom, Rami Olkkonen & 
Henrikki Tikkanen 

2003 

50 Birgitta Forsström 2003 

51 
M José Sanzo, M Leticia Santos, 
Rodolfo Vázquez, and Luis I. Álvarez 2003 

52 

Danny Pimentel Claro, Geoffrey 
Hagelaar, Ron Kemp and S.W.F. 
(Onno) Omta 2003 

53 Sami Berghäll 2003 

54 
Aksel I. Rokkan, Jan B. Heide, And 
Kenneth H. Wathne 2003 

55 Diana L. Haytko 2004 

56 
JoachitTi Vosgerau, Eriti Atiderson, 
William T. Ross, Jr. 2004 

57 Sunil Sahadev, S. Jayachandran 2004 
58 Victoria L. Miller 2004 
59 Injazz J. Chen, Antony Paulraj 2004 
60 Birgitta Forsström 2005 

61 
Ronald J. Ferguson, Michèle Paulin and 
Jasmin Bergeron 

2005 

62 

 Claro, Danny Pimentel; Claro, Priscila 
Borin De Oliveira And  Zylbersztajn, 
Decio. 2005 

63 
Dennis B. Arnett, Barry A. Macy, and 
James B. Wilcox 2005 

64 
Khawaja A. Saeed, Manoj K. Malhotra, 
Varun Grover 2005 

65 
Richard G. McFarland, Goutam N. 
Challagalla, & Tasadduq A. Shervani 2006 

66 Wolfgang Ulaga & Andreas Eggert 2006 
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sl Authr/s Year 

67 
Guijun Zhuang, Neil C. Herndon, Jr. & 
Nan Zhou 2006 

68 
Robert W. Palmatier, Rajiv P. Dant, 
Dhruv Grewal & Mark B. Houston 

2007 

69 Maria M Smirnova and Sergei P Kushch 2007 
70 Erik Aart Mooi 2007 

71 
Arslan Khan, Katherine Tyler, 
Christopher John Medlin 2007 

72 Andreas Konhäuser 2007 
73 Chenjie Miao 2007 
74 Hsiao, Ju-Miao Melody 2007 

75 
David A. Johnston and Mehmet Murat 
Kristal 

2008 

76 
Thomas E. Johnsen, Rhona E. Johnsen, 
Richard C. Lamming 

2008 

77 Marcia Daley 2008 
78 Sheena Leek and Katy Mason 2008 

79 
Qiong Wang, Ujwal Kayande, Sandy 
Jap 2008 

80 Eric Ng 2008 
81 Donna Smith 2008 
82 Armando Luís Vieira 2008 
83 Shuyun Ting 2008 
84 James Edward Richard 2008 
85 Eric (Er) Fang 2008 
86 Robert W. Palmatier 2008 
87 Reza Mohammady Garfamy    2009 
88 Jon Bingen Sande, Sven A. Haugland 2009 
89 Melissa E. Graebner 2009 

90 
Vanitha Swaminathan & Christine 
Moorman 2009 

91 

Robert W. Palmatier, Cheryl Burke 
Jarvis, Jennifer R. Bechkoff, & Frank R. 
Kardes 2009 

92 Frederick E. Webster, Jr. 1968 
93 David T. Wilson 1976 
94 Morris Holbrook, John O' Shaughnessy 1976 
95 Jagdisb N. Sheth 1976 
96 Noel Capon, James M. Hulbert 1976 
97 Barton A, Weitz 1981 

98 
Michael R. Solomon, Carol Surprenant, 
John A. Czepiel, & Evelyn G. Gutman 1985 

99 
F. Robert Dwyer, Paul H. Schurr, & 
Sejo Oh 

1987 

100 
Morgan P, Miles, Danny R, Arnold and 
Henry W, Nash 1990 

101 
Kaylene C. Williams, Rosann L. Spiro 
and Leslie M Fine 1990 

102 Kale, Sudhir H.; Barnes, John W 1992 

103 
Gerrard Macintosh, Kenneth A. Anglin, 
David M. Szymanski, James W. Gentry 

1992 

104 David T. Wilson  1995 

sl Authr/s Year 
105 Barton A. Weitz and Kevin D. Bradford 1999 
106 Kristian Möller and Aino Halinen 2000 

107 
J. David Lichtenthal and Thomas 
Tellefsen 

2001 

108 Daniel Cohen 2002 
109 Ivens, B.S.  2002 
110 Charles H. Schwepker Jr. 2003 
111 Michael J. Baker 2003

112 
Laurent Georges, Paolo Guenzi, 
Catherine Pardo 

2003 

113 
Ross Brennan, Peter W. Turnbull, David 
T. Wilson 2003 

114 Sanghyun Lee and Alan J. Dubinsky 2003 
115 Dr. Bjoern Sven Ivens, Keith J. Blois 2004 
116 Judy Zolkiewski 2004 
117 David L. Jones and Ken W. McCleary 2004 
118 Victoria Janine Little 2004 
119 Amjad Hadjikhani & Anna Bengtson 2004 

120 
Christopher R. Plouffe, Brian C. 
Williams, and Thomas W. Leigh 

2004 

121 
Subroto Roy, K. Sivakumar, Ian F. 
Wilkinson 2004 

122 Gila E. Fruchter, Simon Pierre Sigué 2004 
123 Helena A°kerlund 2005 

124 
Roger Palmer, Adam Lindgreen, Joe¨lle 
Vanhamme 

2005 

125 Andrea Beetles, Andrew Crane 2005 
126 Vasco Eiriz  Dom Wilson 2006 

127 
Robert W. Palmatier, Rajiv P. Dant, 
Dhruv Grewal, & Kenneth R. Evans 

2006 

128 David C. Arnott 2007 
129 Darline Vandaele 2007 

130 
Y.H. Wong, Humphry Hung and Wing-
ki Chow 

2007 

131 Chiung-Ju Liang, Wen-Hung Wang 2007 
132 Shaohan Cai, Zhiling Yang 2007 
133 Ramendra Singh 2008 

134 
Ravi Singh Achrol, Torger Reve, & 
Louis W. Stern 1983 

135 James G. Barnes 1994 

136 
Kaj Storbacka, Tore Strandvik and 
Christian Grönroos 1994 

137 
Malcolm McDonald, Tony Millman, 
Beth Rogers 

1997 

138 Marvin A. Jolson 1997 
139 Cynthia W. Cann, Delia A. Sumrall 1997 

140 
Pete Naude, Sheena Leek, Peter 
Turnbull 2001 

141  Lisa Hersch & Chris Styles 2001 
142 Poul Houman Andersen 2001 
143 Ian Wilkinson & Louise Young 2002 
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sl Authr/s Year 

144 
Michael Antioco and Dr. Adam 
Lindgreen 

2002 

145 
Leslie J. Vermillion, Walfried M. Lassar 
& Robert D. Winsor 

2002 

146 Catarina Roseira and Carlos Brito 2003 
147 Pekka Tuominen, Mika Kortelainen 2003 
148 Jeanne Rossomme 2003 
149 Rami Olkkonen, Pekka Tuominen 2003 
150 Ellen Christiaanse, M. Lynne Markus 2003 

151 

Elsebeth Holmen, Kaspar Roos, Magne 
Kallevåg, Ariane von Raesfeld, Luitzen 
de Boer & Ann-Charlott Pedersen 

2004 

152 Linda D. Peters, Keith P. Fletcher 2004 
153 Cees J. Gelderman, Arjan J. van Weele 2004 
154 Das Narayandas & V. Kasturi Rangan 2004 
155 Stefan Karlsson 2004 
156 Martin M. Zammit 2004 
157 Gerrit W. Ziggers, Geert Duysters 2004 
158 Kathleen Seiders, Glenn B. Voss 2005 

159 
Van Der Valk, W., Wynstra, F., 
Axelsson, B. 2005 

sl Authr/s Year 

160 
Brian Fugate, Funda Sahin, John T. 
Mentzer 2005 

161 Maria de Lurdes Veludo et al. 2006 
162 Wenping Niu 2006 

163 
William T. Ross, Jr., Diana C. 
Robertson 2006 

164 Robyn Stokes 2006 

165 
Chickery J. Kasouf, Kevin G. Celuch, 
John H. Bantham 2006 

166 
Kevin G. Celuch, John H. 
Bantham and Chickery J. Kasouf 2006 

167 Tulin Ural 2007 
168 Moon, Mark A.; Bonney, Leff 2007 

169 
Martin Hingley, Sheena Leek, Adam 
Lindgreen 

2008 

170 
Teresa M. Fernandes, João F. Proença & 
P.K. Kannan 

2008 

171 Fahad Awaleh 2008 

172 
Andrew D. Pressey and Brian P. 
Mathews 2003 
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Appendix 3 

Search for the scales for different variables to be studied in this thesis resulted in following 
list of literature items, after going through these the initial scale items were selected.  

sl Scale/s Author/s Year 

1 
Loyalty, Trust, 
Commitment 

Chiung-Ju Liang, Wen-
Hung Wang 2008 

2 

Satisfaction Ahmad Jamal & 
Adegboyega 
Adelowore 2008 

3 Trust 

John Andy Wood, 
James S. Boles, and 
Barry J. Babin 2008 

4 

Loyalty, 
Satisfaction, 
Trust 

Jasmin Bergeron, 
Jasmin Roy, Jean-
Mathieu Fallu 2008 

5 

Trust, 
Commitment, 
Loyalty, 
Communication Nelson Oly Ndubisi 2007 

6 Trust 
Ramana Kumar 
Madupalli 2007 

7 
Loyalty, 
Communication 

Y.H. Wong, Humphry 
Hung and Wing-ki 
Chow 2007 

8 

Commitment 

Russell Lacey, Jaebeom 
Suh and Robert M. 
Morgan 2007 9 

10 
Trust, 
Commitment 

Russel P.J. Kingshott, 
Anthony Pecotich 2007 

11 

Loyalty, 
Satisfaction, 
Trust 

Brian R. Kinard  
Michael L. Capella 2006 

12 
Satisfaction, 
Trust Lisa C. Toms 2006 

13 
Trust, 
Commitment Clay M. Voorhees 2006 

14 Loyalty 
Andreas B. Eisingerich, 
Simon J. Bell 2006 

15 

Trust, 
Commitment, 
Satisfaction, 
Communication Nelson Oly Ndubisi 2006 

16 

Satisfaction, 
Communication, 
Trust, 
Commitment 

Nelson Oly Ndubisi & 
Chan Kok Wah 2005 

17 Loyalty 
Sajeev Varki and 
Shirley Wong 2003 

18 

Satisfaction, 
Trust, 
Commitment, 
Communication 

Deborah F. Spake, 
Sharon E. Beatty, 
Beverly K. Brockman 
& Tammy Neal 
Crutchfield 2003 

sl Scale/s Author/s Year 
19 Trust Louise Young and 2003 

Gerald Albaum 

20 

Loyalty, 
Commitment, 
Satisfaction, 
Trust 

Thorsten Hennig-
Thurau, Kevin P. 
Gwinner, Dwayne D. 
Gremler 2002 

21 
Trust, 
Commitment 

Christopher J. Medlin, 
Jacques-Marie 
Aurifeilleb, Pascale G. 
Questera 2005 

22 Commitment 
Thomas Tellefsen And 
Nermin Eyuboglu 2002 

23 
Trust, Loyalty, 
Satisfaction 

Richard S. Jacobs, 
Kenneth R. Evans, 
Robert E. Kleine, III, 
and Timothy D. Landry 2001 

24 

Loyalty, 
Satisfaction, 
Trust 

Robert W. Armstrong, 
Slew Min Yee 2001 

25 
Satisfaction, 
Trust Sandy D. Jap 2001 

26 

Satisfaction, 
Commitment 

Julie T. Johnson, Hiram 
C. Barksdale, Jr., and 
James S. Boles 2001 

27 

Satisfaction, 
Trust, 
Commitment, 
Communication, 
Cooperation Brock Smith 1998 

28 Trust 
Syed Saad Andaleeb, 
Syed Ferhat Anwar 1996 

29 

Trust, 
Commitment, 
Communication 

Morgan, Robert M; 
Hunt, Shelby D 1994 

30 

Loyalty, 
Satisfaction, 
Trust, 
Cooperation 

Lawrence A. Crosby, 
Kenneth R. Evans, 
Richard S. Jacobs 1991 

31 

Trust, 
Cooperation, 
Shared Value 

Lawrence A. Crosby, 
Kenneth R. Evans, & 
Deborah Cowles 1990 
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Appendix 4  

(Buyers’ field survey questionnaire has been furnished below) 

For an academic study please cooperate by providing the following data. 
Please think for a moment and let us know, the name of the agent through whom you have made most 
of your financial investments and his / her organization 

1a - You Know him for how many years 
1b - How will you define your relationship 

Your views with respect to your relationship with the agent 
2 Very Dissatisfied  (1) 2 3 4 5 6 Very Satisfied  (7) 
3 Very Undesirable (1) 2 3 4 5 6 Very Desirable  (7) 
4 Very Unfavorable (1) 2 3 4 5 6 Very Favorable  (7) 
 

 What do you think 7 - strongly agree 
5 My agent is honest to me. 1 2 3 4 5 6 7 
6 I am confident that this agent is truthful to me. 1 2 3 4 5 6 7 
7 My agent, always shares his / her best judgment with me. 1 2 3 4 5 6 7 
8 My agent is concerned about my welfare. 1 2 3 4 5 6 7 
9 My relation with this agent is very important to me 1 2 3 4 5 6 7 
10 I intend to maintain my relation with my agent for a long time 1 2 3 4 5 6 7 
11 I feel a sense of belongingness to my agent 1 2 3 4 5 6 7 
12 S/he keeps me informed about the performance of my investment 1 2 3 4 5 6 7 
13 S/he Knows my financial needs 1 2 3 4 5 6 7 
14 S/he Knows me personally relatively well (e.g., family, pastimes...) 1 2 3 4 5 6 7 
15 S/he explains the pros and cons of the service s/he recommends 1 2 3 4 5 6 7 
16 My communication with him / her is frequent 1 2 3 4 5 6 7 
17 I believe cooperation is a characteristic of our relationship 1 2 3 4 5 6 7 
18 I'm generally flexible when my agent needs me to be 1 2 3 4 5 6 7 
19 My agent is willing to help me in matters unrelated to him / her 1 2 3 4 5 6 7 
20 My agent keeps the promises s/ he makes to me. 1 2 3 4 5 6 7 
21 My agent can be described as trustworthy. 1 2 3 4 5 6 7 
22 S / he is a reliable person 1 2 3 4 5 6 7 
23 I am similar to my agent with respect to Personality 1 2 3 4 5 6 7 
24 I am similar to my agent with respect to Ethnic background 1 2 3 4 5 6 7 
25 I am similar to my agent with respect to Mannerisms 1 2 3 4 5 6 7 
26 I am similar to my agent with respect to Attitude 1 2 3 4 5 6 7 

 
What would you most likely do? 

27 I would recommend my agent’s name to others 1 2 3 4 5 6 7 
28 I say positive things about my agent to others 1 2 3 4 5 6 7 
29 I would continue doing business with this agent 1 2 3 4 5 6 7 

 
Some personal details about you 

1 Age <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 

2 Gender Male Female 
    4 Annual Income 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh 

5 Highest Education 10 th 12 th  Graduate PG / PGD Doctorate 

6 Number of Dependents 1 2 3 4 5 6 

Thank you for your valuable time !! 
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Appendix 4 (Continued) 

(Sellers’ field survey questionnaire has been furnished below) 

For an academic study please cooperate by providing the following data. 
Please think for a moment and let us know, name of a customer (and the contact details) with whom 
you have closest relation  

1a - You Know him/ her for how many years 
1b - How will you define your relationship 

Your views with respect to your relationship with the customer 
2 Very Dissatisfied  (1) 2 3 4 5 6 Very Satisfied  (7) 
3 Very Undesirable (1) 2 3 4 5 6 Very Desirable  (7) 
4 Very Unfavorable (1) 2 3 4 5 6 Very Favorable (7) 
 

 What do you think 7 - strongly agree 
5 I am an honest to my customer. 1 2 3 4 5 6 7 
6 I am confident my customer thinks I am truthful. 1 2 3 4 5 6 7 
7 I always share my best judgment with my customer. 1 2 3 4 5 6 7 
8 I am concerned about my customer’s welfare. 1 2 3 4 5 6 7 
9 My relation with this customer is very important to me 1 2 3 4 5 6 7 
10 I intend to maintain my relation with my customer for a long time 1 2 3 4 5 6 7 
11 I feel a sense of belongingness to this customer 1 2 3 4 5 6 7 
12 I keep him/her informed about performance of the investment 1 2 3 4 5 6 7 
13 I Know his / her financial needs 1 2 3 4 5 6 7 
14 I Know him/her personally relatively well (e.g., family, pastimes...) 1 2 3 4 5 6 7 
15 I explain the pros and cons of the service I recommend him/her 1 2 3 4 5 6 7 
16 My communication with him / her is frequent 1 2 3 4 5 6 7 
17 I believe cooperation is a characteristic of our relationship 1 2 3 4 5 6 7 
18 S/he is generally flexible when I need him / her to be 1 2 3 4 5 6 7 
19 I am willing to help him / her in matters unrelated to me 1 2 3 4 5 6 7 
20 I keep the promises I make to him / her. 1 2 3 4 5 6 7 
21 My customer would describe me as trustworthy. 1 2 3 4 5 6 7 
22 I am a reliable person 1 2 3 4 5 6 7 
23 I am similar to my customer with respect to Personality 1 2 3 4 5 6 7 
24 I am similar to my customer with respect to Ethnic background 1 2 3 4 5 6 7 
25 I am similar to my customer with respect to Mannerisms 1 2 3 4 5 6 7 
26 I am similar to my customer with respect to Attitude 1 2 3 4 5 6 7 

 
What would your customer most likely to do?        

27 My customer would recommend my name to others 1 2 3 4 5 6 7 
28 My customer tells positive things about my me to others 1 2 3 4 5 6 7 
29 I expect more business in future from this customer 1 2 3 4 5 6 7 

 
Some personal details about you  

1 Age <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 

2 Gender Male Female 
    3 Annual Income 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh 

4 Highest Education 10 th 12 th Diploma G  PG / PGD Doctorate 

5 Number of Dependents 1 2 3 4 5 6 

Thank you for your valuable time !! 
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Appendix 5a 

(Buyers’ dyadic survey questionnaire has been furnished below) 

For an academic study please cooperate by providing the following data. 
Please think for a moment and let us know, the name of the agent through whom you have made most 
of your financial investments and his / her organization 

1a - You Know him for how many years 
1b - How will you define your relationship 

Your views with respect to your relationship with the agent 
2 Very Dissatisfied  (1) 2 3 4 5 6 Very Satisfied  (7) 
3 Very Undesirable (1) 2 3 4 5 6 Very Desirable  (7) 
4 Very Unfavorable (1) 2 3 4 5 6 Very Favorable  (7) 
 

 What do you think 7 - strongly agree 
5 My agent is honest to me. 1 2 3 4 5 6 7 
6 I am confident that this agent is truthful to me. 1 2 3 4 5 6 7 
7 My agent, always shares his / her best judgment with me. 1 2 3 4 5 6 7 
8 My agent is concerned about my welfare. 1 2 3 4 5 6 7 
9 My relation with this agent is very important to me 1 2 3 4 5 6 7 
10 I intend to maintain my relation with my agent for a long time 1 2 3 4 5 6 7 
11 I feel a sense of belongingness to my agent 1 2 3 4 5 6 7 
12 S/he keeps me informed about the performance of my investment 1 2 3 4 5 6 7 
13 S/he Knows my financial needs 1 2 3 4 5 6 7 
14 S/he Knows me personally relatively well (e.g., family, pastimes...) 1 2 3 4 5 6 7 
15 S/he explains the pros and cons of the service s/he recommends 1 2 3 4 5 6 7 
16 My communication with him / her is frequent 1 2 3 4 5 6 7 
17 I believe cooperation is a characteristic of our relationship 1 2 3 4 5 6 7 
18 I'm generally flexible when my agent needs me to be 1 2 3 4 5 6 7 
19 My agent is willing to help me in matters unrelated to him / her 1 2 3 4 5 6 7 
20 My agent keeps the promises s/ he makes to me. 1 2 3 4 5 6 7 
21 My agent can be described as trustworthy. 1 2 3 4 5 6 7 
22 S / he is a reliable person 1 2 3 4 5 6 7 
23 I am similar to my agent with respect to Personality 1 2 3 4 5 6 7 
24 I am similar to my agent with respect to Ethnic background 1 2 3 4 5 6 7 
25 I am similar to my agent with respect to Mannerisms 1 2 3 4 5 6 7 
26 I am similar to my agent with respect to Attitude 1 2 3 4 5 6 7 

 
What would you most likely do? 

27 I would recommend my agent’s name to others 1 2 3 4 5 6 7 
28 I say positive things about my agent to others 1 2 3 4 5 6 7 
29 I would continue doing business with this agent 1 2 3 4 5 6 7 

 
Some personal details about you 

1 Age <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 

2 Gender Male Female 
    4 Annual Income 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh 

5 Highest Education 10 th 12 th Diploma  PG / PGD Doctorate 

6 Number of Dependents 1 2 3 4 5 6 

Thank you for your valuable time !! 
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Appendix 5a (Continued) 

(Sellers’ dyadic survey questionnaire has been furnished below) 

For an academic study please cooperate by providing the following data. 
Please think for a moment and let us know, name of a customer (and the contact details) with whom 
you have closest relation  

1a - You Know him/ her for how many years 
1b - How will you define your relationship 

Your views with respect to your relationship with the customer 
2 Very Dissatisfied  (1) 2 3 4 5 6 Very Satisfied  (7) 
3 Very Undesirable (1) 2 3 4 5 6 Very Desirable  (7) 
4 Very Unfavorable (1) 2 3 4 5 6 Very Favorable (7) 
 

 What do you think 7 - strongly agree 
5 I am confident my customer thinks I am truthful. 1 2 3 4 5 6 7 
6 I always share my best judgment with my customer. 1 2 3 4 5 6 7 
7 I am concerned about my customer’s welfare. 1 2 3 4 5 6 7 
8 I intend to maintain my relation with my customer for a long time 1 2 3 4 5 6 7 
9 I feel a sense of belongingness to this customer 1 2 3 4 5 6 7 
10 I keep him/her informed about performance of the investment 1 2 3 4 5 6 7 
11 I Know his / her financial needs 1 2 3 4 5 6 7 
12 I Know him/her personally relatively well (e.g., family, pastimes...) 1 2 3 4 5 6 7 
13 My communication with him / her is frequent 1 2 3 4 5 6 7 
14 I believe cooperation is a characteristic of our relationship 1 2 3 4 5 6 7 
15 S/he is generally flexible when I need him / her to be 1 2 3 4 5 6 7 
16 I am willing to help him / her in matters unrelated to me 1 2 3 4 5 6 7 
17 I am similar to my customer with respect to Personality 1 2 3 4 5 6 7 
18 I am similar to my customer with respect to Ethnic background 1 2 3 4 5 6 7 
19 I am similar to my customer with respect to Mannerisms 1 2 3 4 5 6 7 
20 I am similar to my customer with respect to Attitude 1 2 3 4 5 6 7 

 
What would your customer most likely to do?        

21 My customer would recommend my name to others 1 2 3 4 5 6 7 
22 My customer tells positive things about my me to others 1 2 3 4 5 6 7 
23 I expect more business in future from this customer 1 2 3 4 5 6 7 

 
Some personal details about you  

1 Age <20 20 - 30 30 - 40 40 - 50 50 - 60 >60 

2 Gender Male  
    3 Annual Income 1 - 2 Lakh 2 - 3 Lakh 3 - 4 Lakh 4 - 5 Lakh 5 - 6 Lakh > 6 Lakh 

4 Highest Education 10 th 12 th Diploma Graduate PG / PGD Doctorate 

5 Number of Dependents 1 2 3 4 5 6 

Thank you for your valuable time !! 
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Appendix – 5b 

Tests of Normality for buyers dyadic data 

 Kolmogorov-Smirnova Shapiro-Wilk 
 Statistic df Sig. Statistic df Sig. 

brsat1 0.43 197 0.00 0.61 197 0.00 
brsat2 0.41 197 0.00 0.65 197 0.00 
brsat3 0.42 197 0.00 0.62 197 0.00 
btru1 0.45 197 0.00 0.59 197 0.00 
btru2 0.40 197 0.00 0.67 197 0.00 
btru3 0.35 197 0.00 0.72 197 0.00 
btru4 0.32 197 0.00 0.76 197 0.00 

bcomt1 0.35 197 0.00 0.72 197 0.00 
bcomt2 0.29 197 0.00 0.73 197 0.00 
bcomt3 0.24 197 0.00 0.79 197 0.00 
bcom1 0.28 197 0.00 0.75 197 0.00 
bcom2 0.21 197 0.00 0.81 197 0.00 
bcom3 0.23 197 0.00 0.81 197 0.00 
bcom4 0.24 197 0.00 0.83 197 0.00 
bcom5 0.29 197 0.00 0.78 197 0.00 
bcop1 0.29 197 0.00 0.78 197 0.00 
bcop2 0.24 197 0.00 0.82 197 0.00 
bcop3 0.24 197 0.00 0.84 197 0.00 
bkp1 0.25 197 0.00 0.78 197 0.00 
bkp2 0.27 197 0.00 0.75 197 0.00 
bkp3 0.32 197 0.00 0.76 197 0.00 
bsv1 0.22 197 0.00 0.82 197 0.00 
bsv2 0.25 197 0.00 0.80 197 0.00 
bsv3 0.25 197 0.00 0.81 197 0.00 
bsv4 0.27 197 0.00 0.78 197 0.00 
bloy1 0.33 197 0.00 0.73 197 0.00 
bloy2 0.36 197 0.00 0.69 197 0.00 
bloy3 0.28 197 0.00 0.71 197 0.00 

a. Lilliefors Significance Correction 
 

Tests of Normality for the sellers dyadic data 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
srsat1 0.50 197 0.00 0.26 197 0.00 
srsat2 0.45 197 0.00 0.43 197 0.00 
srsat3 0.48 197 0.00 0.50 197 0.00 
stru2 0.40 197 0.00 0.61 197 0.00 

stru3 0.39 197 0.00 0.64 197 0.00 

stru4 0.38 197 0.00 0.66 197 0.00 

scomt2 0.42 197 0.00 0.61 197 0.00 

scomt3 0.24 197 0.00 0.77 197 0.00 

scom1 0.30 197 0.00 0.71 197 0.00 

scom2 0.25 197 0.00 0.84 197 0.00 

scom3 0.22 197 0.00 0.84 197 0.00 

scom5 0.30 197 0.00 0.71 197 0.00 

scop1 0.36 197 0.00 0.70 197 0.00 

scop2 0.28 197 0.00 0.77 197 0.00 
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scop3 0.22 197 0.00 0.83 197 0.00 

ssv1 0.24 197 0.00 0.80 197 0.00 

ssv2 0.26 197 0.00 0.80 197 0.00 

ssv3 0.25 197 0.00 0.79 197 0.00 

ssv4 0.26 197 0.00 0.80 197 0.00 

sloy1 0.35 197 0.00 0.71 197 0.00 

sloy2 0.35 197 0.00 0.71 197 0.00 

sloy3 0.32 197 0.00 0.68 197 0.00 

a. Lilliefors Significance Correction 
 

It is evident from the above tables that the dyadic data did not meet multivariate normality 
condition. Moreover, many of the variables themselves did not have normal distribution. 
Hence, an iterative process was undertaken. Whereby, the data points were subjected to 
various transformation function and their respective Kurtosis and Skewness statistics were 
reassessed. In the table below some of the important findings of the said exercise undertaken 
for Normalisation of data has been furnished. Column 1 mentions the codes of the scale 
items. Column 3 presents the original statistics. Column 4 mentions the name of the 
transformation function that resulted in best statistics for any of the variable after 
transformation. These transformed scores thus obtained have been furnished in column 5. The 
last two columns present, the statistics obtained after the data points were subjected to Box-
Cox transformation and the statistics obtained after the data points were first reflected and 
then were subjected to Box-Cox transformation, respectively. At the end of this table details 
of the transformation functions have been furnished. 

Variables Statistic Original 
score 

Transformation 
Function 

Transformed 
Score 

bxcox reboxc 

srsat1 Skewness -6.978 rinvp3 2.669 -3.03 2.66 
srsat1 Kurtosis 63.436 rinvp3 5.202 8.45 5.13 
brsat1 Skewness -1.778 rinvp3 -0.973 -1.19 0.97 
brsat1 Kurtosis 2.748 rinvp3 -1.049 -0.20 -1.07 
srsat2 Skewness -4.806 rlog10 7 rt 1.416 -1.62 1.41 
srsat2 Kurtosis 36.134 rlog10 7 rt 0.015 1.21 -0.01 
brsat2 Skewness -1.474 rinv sqrt -0.968 -1.01 0.80 
brsat2 Kurtosis 1.17 rinv sqrt -0.794 -0.68 -1.36 
srsat3 Skewness -2.16 rinvp3 -1.413 -1.50 1.41 
srsat3 Kurtosis 6.313 rinvp3 0 0.50 -0.01 
brsat3 Skewness -1.921 rlog10sqrt 0.992 -1.15 0.92 
brsat3 Kurtosis 3.839 rlog10sqrt -0.885 -0.29 -1.16 
btru1 Skewness -1.788 rinvp3 -1.119 -1.32 1.11 
btru1 Kurtosis 2.408 rinvp3 -0.739 0.11 -0.77 
stru2 Skewness -2.2 r inv -0.863 -0.99 0.76 
stru2 Kurtosis 6.663 r inv -1.05 -0.53 -1.42 
btru2 Skewness -1.407 R log 10 1.002 -0.92 0.71 
btru2 Kurtosis 0.949 R log 10 -0.561 -0.86 -1.47 
stru3 Skewness -1.656 R log 10 0.95 -0.83 0.65 
stru3 Kurtosis 3.303 R log 10 -0.387 -0.90 -1.58 
btru3 Skewness -1.2 R log 10 0.715 -0.61 0.42 
btru3 Kurtosis 0.563 R log 10 -0.981 -1.28 -1.72 
stru4 Skewness -1.636 R log 10 0.9 -0.77 0.56 
stru4 Kurtosis 3.101 R log 10 -0.438 -0.97 -1.66 
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btru4 Skewness -0.861 original -0.861 -0.37 0.26 
btru4 Kurtosis -0.344 original -0.344 -1.54 -1.76 

bcomt1 Skewness -1.283 R log 10 0.758 -0.64 0.44 
bcomt1 Kurtosis 0.861 R log 10 -0.872 -1.22 -1.71 
scomt2 Skewness -1.98 r inv -0.95 -1.06 0.86 
scomt2 Kurtosis 5.411 r inv -0.93 -0.50 -1.26 
bcomt2 Skewness -1.807 R log 10 0.648 -0.40 0.26 
bcomt2 Kurtosis 5.13 R log 10 -0.654 -1.39 -1.67 
scomt3 Skewness -1.377 R log 10 0.227 -0.11 0.07 
scomt3 Kurtosis 3.809 R log 10 -0.948 -1.32 -1.32 
bcomt3 Skewness -1.542 R log 10 0.253 -0.19 0.07 
bcomt3 Kurtosis 4.497 R log 10 -0.882 -1.19 -1.26 
scom1 Skewness -2.062 R log 10 0.625 -0.39 0.25 
scom1 Kurtosis 8.31 R log 10 -0.563 -1.41 -1.70 
bcom1 Skewness -1.653 R log 10 0.598 -0.40 0.23 
bcom1 Kurtosis 3.691 R log 10 -0.779 -1.36 -1.62 
scom2 Skewness -1.122 r 7root 0.089 -0.09 0.01 
scom2 Kurtosis 2.612 r 7root -0.755 -0.98 -0.88 
bcom2 Skewness -1.297 r 7root 0.263 -0.18 0.05 
bcom2 Kurtosis 2.856 r 7root -0.842 -1.20 -1.26 
scom3 Skewness -0.678 original -0.678 -0.05 -0.01 
scom3 Kurtosis 0.219 original 0.219 -1.16 -1.14 
bcom3 Skewness -1.076 srq -0.491 -0.18 0.05 
bcom3 Kurtosis 1.641 srq -0.595 -1.33 -1.41 
bcom4 Skewness -1.039 srq -0.514 -0.11 0.03 
bcom4 Kurtosis 1.411 srq -0.347 -1.12 -1.12 
scom5 Skewness -1.803 R log 10 0.615 -0.39 0.24 
scom5 Kurtosis 5.436 R log 10 -0.587 -1.35 -1.70 
bcom5 Skewness -0.919 original -0.919 -0.26 0.18 
bcom5 Kurtosis -0.013 original -0.013 -1.54 -1.67 
scop1 Skewness -1.214 R log 10 0.669 -0.58 0.41 
scop1 Kurtosis 1.191 R log 10 -0.992 -1.29 -1.77 
bcop1 Skewness -0.941 original -0.941 -0.21 0.15 
bcop1 Kurtosis 0.233 original 0.233 -1.52 -1.62 
scop2 Skewness -1.406 cube -0.563 -0.32 0.19 
scop2 Kurtosis 2.459 cube -0.906 -1.44 -1.62 
bcop2 Skewness -0.794 original -0.794 -0.10 0.04 
bcop2 Kurtosis 0.278 original 0.278 -1.33 -1.37 
scop3 Skewness -0.967 srq -0.489 -0.15 0.04 
scop3 Kurtosis 0.951 srq -0.585 -1.25 -1.30 
bcop3 Skewness -1.149 srq -0.492 -0.16 0.02 
bcop3 Kurtosis 1.973 srq -0.452 -1.06 -1.06 
bkp1 Skewness -1.469 cube -0.424 -0.23 0.11 
bkp1 Kurtosis 4.168 cube -0.979 -1.36 -1.49 
bkp2 Skewness -1.706 R log 10 0.461 -0.28 0.17 
bkp2 Kurtosis 5.52 R log 10 -0.855 -1.44 -1.59 
bkp3 Skewness -1.071 cube -0.625 -0.41 0.28 
bkp3 Kurtosis 0.564 cube -0.994 -1.50 -1.74 
ssv1 Skewness -0.969 cube -0.233 -0.06 0.03 
ssv1 Kurtosis 1.379 cube -0.906 -1.22 -1.19 
bsv1 Skewness -1.065 srq -0.521 -0.11 0.04 
bsv1 Kurtosis 1.82 srq -0.332 -1.24 -1.25 
ssv2 Skewness -1.125 srq -0.76 -0.36 0.14 
ssv2 Kurtosis 0.359 srq -0.539 -1.23 -1.46 
bsv2 Skewness -1.188 srq -0.762 -0.44 0.19 
bsv2 Kurtosis 0.665 srq -0.638 -1.27 -1.57 
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ssv3 Skewness -0.888 cube -0.246 -0.05 0.04 
ssv3 Kurtosis 1.165 cube -0.958 -1.34 -1.32 
bsv3 Skewness -0.915 srq -0.578 -0.13 0.07 
bsv3 Kurtosis 0.587 srq -0.47 -1.38 -1.44 
ssv4 Skewness -0.884 srq -0.535 -0.10 0.06 
ssv4 Kurtosis 0.77 srq -0.452 -1.40 -1.43 
bsv4 Skewness -1.256 cube -0.507 -0.21 0.14 
bsv4 Kurtosis 1.937 cube -0.796 -1.46 -1.55 
sloy1 Skewness -1.145 cube -0.704 -0.49 0.34 
sloy1 Kurtosis 1.137 cube -0.69 -1.39 -1.80 
bloy1 Skewness -1.389 cube -0.777 -0.53 0.37 
bloy1 Kurtosis 1.892 cube -0.694 -1.38 -1.73 
sloy2 Skewness -0.99 cube -0.628 -0.45 0.32 
sloy2 Kurtosis 0.538 cube -0.895 -1.47 -1.82 
bloy2 Skewness -1.745 cube -0.953 -0.71 0.51 
bloy2 Kurtosis 4.042 cube -0.353 -1.16 -1.67 
sloy3 Skewness -1.988 R log 10 0.648 -0.42 0.28 
sloy3 Kurtosis 7.466 R log 10 -0.492 -1.36 -1.76 
bloy3 Skewness -1.781 R log 10 0.775 -0.44 0.26 
bloy3 Kurtosis 2.991 R log 10 -0.343 -1.23 -1.57 

 

Transformation 
Codes Transformation functions that the data points were subjected to 
cube data points were converted to their cubes 

r 7root data points were first reflected and then were converted to 7th root 
r inv data points were first reflected and then were inversed 

R log 10 
data points were first reflected and then were subjected to log 
transformation 

rinv sqrt 
data points were first reflected and then were inversed and finally were 
converted to square roots 

rinvp3 
data points were first reflected and then were inversed and finally were 
converted to their cubes 

rlog10 7 rt 
data points were first reflected and then were subjected to log 
transformation and finally were converted to their 7th root 

rlog10sqrt 
data points were first reflected and then were subjected to log 
transformation and finally were converted to their squre root 

srq data points were converted to their squres 
bxcox data points were subjected to Box-Cox transformation 

reboxc 
data points were first reflected and then were subjected to Box-Cox 
transformation 
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Appendix 5 c 

The standardised residual covariances of BAEM-1 (CFA) 
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bkp3 2.3                                       
bkp2 0.8 2.1                                     
bcom1 -0.8 0.3 1.3                                   
bcop1 0.5 1.1 1.3 1.6                                 
brsat3 0.5 -0.4 0.2 -1.3 1.6                               
bloy3 -0.5 -0.3 0.0 -0.3 0.9 1.3                             
bloy2 0.1 1.5 0.9 1.2 -0.9 0.2 1.6                           
bloy1 0.9 0.4 -0.4 1.3 -0.9 -0.5 0.9 1.2                         
brsat1 1.0 0.8 1.0 -0.5 1.4 1.6 0.5 -0.6 2.2                       
brsat2 7 -0.3 0.2 -0.6 1.6 1.3 -0.4 -1.0 1.8 2.0                     
bsv4 -0.7 -1.8 -1.2 -1.5 -0.4 0.7 0.4 0.3 0.5 0.0 2.5                   
bsv3 -0.7 -0.4 0.0 -1.4 -0.6 -0.7 -0.7 -0.2 0.0 -0.1 1.1 1.7                 
bsv2 -0.2 -1.0 -0.2 -2.1 1.7 0.7 -1.3 -1.4 3.1 2.5 2.2 1.5 3.8               
bsv1 1.9 0.8 0.1 -0.7 0.7 0.3 -0.1 0.3 1.3 1.4 0.8 2.1 2.8 2.8             
bcop2 -1.1 0.8 0.2 0.1 -0.1 0.6 0.1 0.0 0.2 -0.2 1.0 0.1 0.7 0.3 1.0           
btru3 -0.5 -0.4 -0.1 -0.6 0.9 1.5 0.1 -0.6 1.5 0.2 1.2 1.5 2.1 2.5 -0.5 2.4         
btru4 -0.3 -0.8 0.1 -0.7 0.4 0.6 -0.5 -1.2 0.5 0.1 0.4 -0.1 0.8 0.5 -0.4 1.7 1.2       
bcomt1 1.4 0.3 1.2 1.7 -0.7 0.1 -0.2 0.4 0.4 -0.5 -2.1 -0.7 -1.3 -1.0 0.1 -0.4 0.2 2.0     
btru2 -0.3 0.5 0.3 0.1 -0.2 1.1 -0.1 -0.5 0.4 -0.5 0.2 -0.2 0.5 0.4 0.3 1.0 0.9 0.2 0.9   
btru1 1.1 1.1 0.3 0.0 0.8 0.6 0.7 0.4 1.8 0.7 -0.3 -0.3 -0.3 0.5 -0.4 0.5 -0.4 -0.2 0.2 1.1 
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Appendix 5d 

The SEM models and the Standardized Residual Covariances for BAEM-1, 2, 3, 4, 5, 6, 7, 
and 8 (constrained), as well as their parsimonious models (except for BAEM-5&6), has been 
furnished below.  

 

The SEM for BAEM-1 (constrained) 
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bkp3 0.0   
bkp2 0.0 0.0   
bcom1 -0.7 0.0 0.0   
bcop1 0.1 0.5 1.1 0.0   

 0.4 -0.6 0.1 -0.8 0.0   
bloy3 -0.5 -0.5 0.2 -0.5 1.4 0.0   
bloy2 -0.5 0.5 0.6 0.3 -0.6 -0.1 0.0   
bloy1 0.5 -0.1 -0.3 0.6 -0.3 -0.4 0.2 0.0   
brsat1 0.7 0.3 0.6 -0.2 -0.2 1.8 0.5 -0.2 0.0   
brsat2 0.5 -0.6 0.0 -0.2 0.1 1.8 -0.2 -0.5 0.0 0.0   
bsv4 0.0 -1.1 -0.9 -0.8 -0.5 1.2 0.6 0.8 0.1 -0.2 0.0   
bsv3 0.0 0.1 0.0 -0.8 -0.7 0.0 -0.4 0.3 -0.4 -0.4 0.1 0.0   
bsv2 0.0 -0.8 -0.6 -1.7 0.6 0.6 -1.5 -1.3 1.6 1.1 0.2 -0.4 0.0   
bsv1 1.8 0.8 -0.1 -0.5 0.0 0.4 -0.3 0.3 0.4 0.5 -0.6 0.4 0.3 0.0   
bcop2 -1.1 0.4 0.3 0.0 0.5 0.4 -0.5 -0.4 0.6 0.3 1.5 0.7 0.7 0.5 0.0   
btru3 -0.7 -0.8 -0.6 -0.8 0.4 1.4 -0.4 -0.7 0.7 -0.3 0.9 1.1 1.0 1.5 -0.5 0.0   
btru4 -0.3 -0.9 -0.1 -0.7 0.2 0.9 -0.6 -1.1 0.2 -0.1 0.5 -0.1 0.2 0.1 -0.2 0.9 0.0   

 1.3 0.2 1.0 1.6 -0.5 0.5 -0.2 0.6 0.3 -0.4 -1.6 -0.4 -1.3 -1.0 0.3 -0.7 0.1 0.0   
btru2 -0.3 0.1 -0.1 0.0 -0.4 1.2 -0.4 -0.4 0.1 -0.7 0.3 -0.2 -0.2 -0.1 0.3 0.2 0.5 0.1 0.0   
btru1 1.0 0.8 0.1 0.0 0.7 0.9 0.4 0.5 1.4 0.4 -0.1 -0.2 -0.7 0.1 -0.2 -0.1 -0.6 -0.2 -0.2 0.0 

The Standardized Residual Covariances for BAEM-1 (constrained) 
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The SEM for BAEM-1 (parsimonious) 
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bkp3 0.0 
bkp2 0.0 0.0 
bcom1 -0.8 -0.1 0.0 
bcop1 0.2 0.5 1.1 0.0 
brsat3 0.6 -0.4 0.1 -0.8 0.0 
bloy3 -0.1 -0.1 0.1 -0.2 1.5 0.0 
bloy2 0.0 1.0 0.5 0.8 -0.5 -0.2 0.0 
bloy1 1.0 0.4 -0.4 1.1 -0.2 -0.4 0.2 0.0 
brsat1 0.9 0.5 0.6 -0.2 -0.2 1.9 0.6 -0.1 0.0 
brsat2 0.8 -0.4 0.0 -0.2 0.1 1.8 -0.1 -0.4 0.0 0.0 
bsv4 0.0 -1.1 -0.9 -0.8 -0.5 1.2 0.6 0.8 0.1 -0.2 0.0 
bsv3 -0.1 0.1 0.0 -0.8 -0.7 -0.1 -0.4 0.3 -0.4 -0.4 0.1 0.0 
bsv2 -0.1 -0.8 -0.6 -1.7 0.6 0.6 -1.5 -1.3 1.6 1.1 0.2 -0.4 0.0 
bsv1 1.8 0.7 -0.2 -0.5 0.0 0.4 -0.3 0.3 0.4 0.5 -0.6 0.4 0.3 0.0 
bcop2 -1.2 0.3 0.2 0.0 0.4 0.6 -0.1 0.0 0.5 0.2 1.5 0.6 0.7 0.4 0.0 
btru3 -0.7 -0.9 -0.6 -0.8 0.3 1.3 -0.5 -0.8 0.7 -0.4 0.9 1.2 1.0 1.6 -0.6 0.0 
btru4 -0.4 -1.0 -0.1 -0.6 0.2 0.8 -0.7 -1.1 0.2 -0.1 0.5 0.0 0.2 0.1 -0.3 1.0 0.0 
bcomt1 1.2 0.1 1.0 1.6 -0.6 0.4 -0.3 0.5 0.2 -0.5 -1.6 -0.4 -1.4 -1.0 0.2 -0.7 0.2 0.0 
btru2 -0.4 0.0 0.0 0.0 -0.4 1.1 -0.5 -0.5 0.0 -0.8 0.3 -0.2 -0.1 0.0 0.3 0.3 0.6 0.1 0.0 
btru1 0.9 0.6 0.0 0.0 0.6 0.7 0.3 0.4 1.3 0.3 -0.1 -0.2 -0.7 0.1 -0.3 -0.1 -0.6 -0.3 -0.1 0.0 

The Standardized Residual Covariances for BAEM-1 (parsimonious) 
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The SEM for BAEM-2 (constrained) 
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brsat1 0.0 
brsat3 -0.1 0.0 
brsat2 0.1 0.4 0.0 
bloy3 -0.3 -0.6 -0.3 0.0 
bloy2 -0.2 -1.1 -0.7 2.6 0.0 
bloy1 -0.7 -0.7 -0.8 2.3 5.1 0.0 
bkp3 0.4 0.2 0.3 -0.3 1.0 2.0 0.0 
bkp2 0.0 -0.8 -0.7 -0.2 2.1 1.5 0.0 0.0 

bcom1 0.3 -0.1 -0.1 0.2 1.9 1.0 -0.7 0.1 0.0 
bcop1 -0.4 -0.9 -0.3 -0.4 1.5 1.9 0.2 0.6 1.2 0.0 
bsv3 -0.6 -0.9 -0.5 -0.1 0.8 1.6 -0.1 0.1 0.0 -0.8 0.0 
bsv4 -0.1 -0.6 -0.3 1.2 1.8 2.1 0.0 -1.0 -0.9 -0.8 0.2 0.0 
bsv2 1.3 0.4 1.0 0.5 -0.4 -0.2 -0.1 -0.8 -0.6 -1.7 -0.5 0.2 0.0 
bsv1 0.1 -0.2 0.3 0.3 0.8 1.4 1.7 0.8 -0.1 -0.5 0.4 -0.6 0.2 0.0 

bcop2 0.2 0.3 0.1 0.3 0.6 0.8 -1.2 0.4 0.3 0.0 0.6 1.5 0.6 0.4 0.0 
btru3 0.3 0.1 -0.6 1.3 1.0 0.8 -0.7 -0.8 -0.6 -0.7 1.1 0.9 0.9 1.5 -0.6 0.0 
btru4 -0.2 0.0 -0.3 0.8 0.8 0.4 -0.4 -0.9 -0.2 -0.6 -0.1 0.5 0.1 0.0 -0.3 0.8 0.0 

bcomt1 0.0 -0.7 -0.6 0.5 1.1 1.9 1.3 0.3 1.0 1.7 -0.4 -1.5 -1.4 -1.0 0.3 -0.7 0.1 0.0 
btru2 -0.4 -0.6 -1.0 1.2 1.2 1.3 -0.4 0.1 0.0 0.1 -0.2 0.3 -0.2 -0.1 0.3 0.2 0.4 0.1 0.0 
btru1 1.0 0.4 0.3 0.9 2.1 2.2 1.0 0.8 0.1 0.1 -0.2 -0.1 -0.7 0.1 -0.2 -0.1 -0.6 -0.2 -0.1 0.0 

The Standardized Residual Covariances for BAEM-2 (constrained) 
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The SEM for BAEM-2 (parsimonious) 

 
br

sa
t1

 

br
sa

t3
 

br
sa

t2
 

bl
oy

3 

bl
oy

2 

bl
oy

1 

bk
p3

 

bk
p2

 

bc
om

1 

bc
op

1 

bs
v3

 

bs
v4

 

bs
v2

 

bs
v1

 

bc
op

2 

bt
ru

3 

bt
ru

4 

bc
om

t1
 

bt
ru

2 

bt
ru

1 

brsat1 0.0   
brsat3 -0.1 0.0   
brsat2 0.1 0.4 0.0   
bloy3 -0.3 -0.6 -0.3 0.0   
bloy2 -0.1 -1.1 -0.7 2.6 0.0   
bloy1 -0.7 -0.7 -0.8 2.3 5.1 0.0   
bkp3 0.7 0.5 0.7 -0.1 1.2 2.2 0.0   
bkp2 0.3 -0.5 -0.4 -0.1 2.3 1.7 0.0 0.0   
bcom1 0.3 -0.1 -0.2 0.1 1.9 1.0 -0.8 0.0 0.0   
bcop1 -0.1 -0.5 0.1 -0.2 1.8 2.1 0.2 0.6 1.1 0.0   
bsv3 -0.6 -0.9 -0.5 -0.1 0.8 1.6 -0.1 0.1 0.0 -0.8 0.0   
bsv4 -0.1 -0.6 -0.3 1.2 1.8 2.1 0.0 -1.1 -0.9 -0.8 0.2 0.0   
bsv2 1.3 0.4 1.0 0.5 -0.4 -0.2 -0.1 -0.8 -0.6 -1.7 -0.4 0.2 0.0   
bsv1 0.1 -0.2 0.3 0.3 0.8 1.4 1.7 0.7 -0.2 -0.5 0.4 -0.6 0.2 0.0   
bcop2 0.6 0.6 0.5 0.6 0.9 1.0 -1.2 0.3 0.2 0.0 0.6 1.5 0.6 0.4 0.0   
btru3 0.3 0.0 -0.6 1.2 1.0 0.7 -0.7 -0.9 -0.6 -0.8 1.1 0.9 1.0 1.5 -0.6 0.0   
btru4 -0.2 -0.1 -0.4 0.7 0.8 0.4 -0.4 -1.0 -0.1 -0.7 -0.1 0.5 0.1 0.1 -0.3 0.9 0.0   
bcomt1 -0.1 -0.8 -0.6 0.4 1.1 1.9 1.3 0.2 1.0 1.6 -0.4 -1.5 -1.4 -1.0 0.2 -0.7 0.2 0.0   
btru2 -0.4 -0.7 -1.0 1.1 1.2 1.2 -0.4 0.1 0.0 0.0 -0.2 0.3 -0.2 -0.1 0.2 0.3 0.5 0.1 0.0   
btru1 0.9 0.3 0.2 0.8 2.0 2.2 0.9 0.7 0.1 0.0 -0.2 -0.1 -0.7 0.1 -0.3 -0.1 -0.6 -0.2 -0.1 0.0 

The Standardized Residual Covariances for BAEM-2 (parsimonious) 
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 The SEM for BAEM-3 (constrained) 
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The Standardized Residual Covariances for BAEM-3 (constrained) 
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The SEM for BAEM-3 (parsimonious) 
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The Standardized Residual Covariances for BAEM-3 (parsimonious) 
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The SEM for BAEM-4 (constrained) 
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The Standardized Residual Covariances for BAEM-4 (constrained) 
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The SEM for BAEM-4 (parsimonious) 
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The Standardized Residual Covariances for BAEM-4 (parsimonious) 
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The SEM for BAEM-5 (constrained)  
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The Standardized Residual Covariances for BAEM-5 (constrained) 
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The SEM for BAEM-6 (constrained) 
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The Standardized Residual Covariances for BAEM-6 (constrained) 



 

227 
 

 

The SEM for BAEM-7 (constrained) 
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The Standardized Residual Covariances for BAEM-7 (constrained) 
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The SEM for BAEM-7 (parsimonious) 
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The Standardized Residual Covariances for BAEM-7 (parsimonious) 
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The SEM for BAEM-8 (constrained) 
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The Standardized Residual Covariances for BAEM-8 (constrained) 
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The SEM for BAEM-8 (parsimonious) 
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The Standardized Residual Covariances for BAEM-8 (parsimonious) 
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Appendix 5e 

The standardised residual covariances of SAEM-1 (CFA) 
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Appendix 5f 

The SEM models and the Standardized Residual Covariances for SAEM-1, 2, 3, 4, 5, 6, 7, 
and 8 (constrained), as well as their parsimonious models (except for BAEM-6&7), has been 
furnished below. 

 

The SEM for SAEM-1 (constrained) 
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The Standardized Residual Covariances for SAEM-1 (constrained) 
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The SEM for SAEM-1 (parsimonious) 
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The Standardized Residual Covariances for SAEM-1 (parsimonious) 

  



 

234 
 

 

The SEM for SAEM-2 (constrained) 
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The Standardized Residual Covariances for SAEM-2 (constrained) 
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The SEM for SAEM-2 (parsimonious) 
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The Standardized Residual Covariances for SAEM-2 (parsimonious) 
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The SEM for SAEM-3 (constrained) 
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The Standardized Residual Covariances for SAEM-3 (constrained) 
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The SEM for SAEM-3 (parsimonious) 
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The Standardized Residual Covariances for SAEM-3 (parsimonious) 
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The SEM for SAEM-4 (constrained) 
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The Standardized Residual Covariances for SAEM-4 (constrained) 
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The SEM for SAEM-4 (parsimonious) 
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The Standardized Residual Covariances for SAEM-4 (parsimonious) 
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The SEM for SAEM-5 (constrained) 
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The Standardized Residual Covariances for SAEM-5 (constrained) 
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The SEM for SAEM-5 (parsimonious) 
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The Standardized Residual Covariances for SAEM-5 (parsimonious) 
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The SEM for SAEM-6 (constrained) 
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The Standardized Residual Covariances for SAEM-6 (constrained) 
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The SEM for SAEM-7 (constrained) 
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The Standardized Residual Covariances for SAEM-7 (constrained) 
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The SEM for SAEM-8 (constrained) 
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The Standardized Residual Covariances for SAEM-8 (constrained) 
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The SEM for SAEM-8 (parsimonious) 
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ssv3 0.5 -0.8 0.9 0.1 0.5 -0.3 0.1 0.2 -0.7 0.1 0.4 -0.4 -0.4 -0.4 -0.4 -0.1 -0.6 0.0 

The Standardized Residual Covariances for SAEM-8 (parsimonious) 
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Appendix – 6a 

(An overview of dyad structure has been furnished below – Source Kenny et al, 2006) 

Dyad Structure 

In this case there is a single unit for each dyad. If there were n dyads and 2n individuals, there 

would be n records in the dyad file. So the example in figure below shows three records, one 

for each dyad. Each unit would have only a single score for dyad-level variables (e.g., Z, 

which might be length of relationship), but there would be two variables, X1 and X2, for each 

individual-level variable. The variable X1 refers to person 1’s score on X (e.g., attachment 

avoidance), and X2 refers to person 2’s score on X. 

 

 

Appendix – 6b 

Model used for testing the distinguishability of the consequent variables  

(Set -1 satisfaction)    (Set -2 loyalty) 
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Model used for testing the distinguishability of the antecedent variables 
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Appendix – 6c 

The standardised residual covariances of the CFA model among the factors of the APIM 

 v1
 

v2
 

v3
 

v4
 

v5
 

v6
 

v7
 

v8
 

v9
 

v1
0 

v1
1 

v1
2 

v1
3 

v1
4 

v1
5 

v1
6 

v1
7 

v1
8 

v1
9 

v2
0 

v2
1 

v2
2 

v2
3 

v2
4 

v2
5 

v2
6 

v2
7 

v2
8 

v2
9 

v3
0 

v3
1 

v3
2 

v3
3 

v3
4 

v3
5 

v3
6 

v3
7 

v1 0 

v2 1 0 

v3 -2 -1 0 

v4 -2 0 0 0 

v5 0 -1 0 -1 0 

v6 0 0 0 0 0 0 

v7 0 -1 0 0 0 0 0 

v8 -1 -1 0 0 1 2 2 0 

v9 0 0 0 -1 0 0 0 0 0 

v10 -1 -1 0 1 0 0 0 0 0 0 

v11 1 0 -1 -1 0 0 0 1 0 -1 0 

v12 0 0 0 1 0 0 0 0 1 -1 0 0 

v13 1 1 -1 -1 0 -1 0 -2 1 -1 0 -1 0 

v14 0 1 0 1 0 -1 0 0 0 -1 0 0 1 0 

v15 -1 0 0 0 -1 -2 -1 -1 0 0 -1 -1 0 1 0 

v16 -1 -1 0 1 -1 -1 -1 0 -1 0 0 0 1 0 0 0 

v17 1 0 0 0 -1 0 -1 0 0 0 0 -1 1 0 1 -1 0 

v18 2 0 -1 -1 -1 -1 -1 0 0 0 1 0 2 1 0 2 0 0 

v19 0 0 0 0 1 1 1 1 0 1 0 0 -1 0 0 -1 1 0 0 

v20 -1 -1 0 1 1 0 0 2 1 0 0 0 -2 0 -1 0 0 0 0 0 

v21 0 0 -1 -1 1 0 1 1 0 -1 1 0 -2 -1 0 0 0 3 0 1 0 

v22 -1 -2 2 2 0 0 1 1 0 1 -1 0 -1 1 0 0 -1 0 -1 2 0 0 

v23 -1 -1 0 -1 0 0 1 -1 1 -1 1 0 1 0 0 0 0 1 -1 0 0 0 0 

v24 0 0 -1 -1 1 1 1 0 0 1 1 0 -1 0 -1 0 1 1 0 -1 -1 0 0 0 

v25 -4 -1 1 0 0 1 0 0 0 0 -1 0 -1 -1 0 -1 0 0 1 0 0 1 -3 -2 0 

v26 -3 0 0 1 -1 0 -1 0 0 -1 0 -1 -2 -2 0 0 0 1 0 -1 1 1 -2 -2 0 0 

v27 -1 1 0 1 0 1 0 0 0 0 -1 -1 -1 0 -1 1 1 0 1 0 0 1 0 0 -1 0 0 

v28 -2 -1 1 0 -1 0 0 0 -1 0 -1 -1 -1 0 1 3 -1 -2 0 -1 0 2 -1 -1 0 1 1 0 

v29 2 0 0 0 0 0 0 0 -1 -3 0 0 3 2 -1 0 0 1 0 0 0 0 2 2 -1 -1 0 -1 0 

v30 3 0 1 1 0 1 0 2 0 -1 1 1 2 2 0 0 1 2 1 1 0 0 2 3 -1 -2 -1 -1 0 0 

v31 2 1 0 0 0 1 1 1 0 -2 1 2 3 0 0 0 0 1 1 0 0 0 2 2 1 0 0 -1 0 0 0 

v32 0 -1 0 -1 0 1 0 0 0 0 0 0 0 -2 1 0 -1 -1 1 -1 1 2 1 1 -1 1 0 0 0 1 0 0 

v33 0 1 -1 -1 0 1 0 1 0 -1 0 1 1 0 0 1 0 1 0 0 0 1 1 1 0 0 -1 -1 1 1 1 -1 0 

v34 0 0 -1 -1 0 0 0 1 0 1 1 1 0 0 -1 1 0 1 1 1 1 1 0 1 0 -1 0 -1 0 0 0 0 1 0 

v35 -2 0 1 0 -1 0 0 0 -1 0 0 -1 -1 -1 0 1 0 -2 0 0 0 1 -1 0 2 1 1 2 -1 -2 -1 0 -1 0 0 

v36 -1 -1 -1 0 0 0 -1 1 0 0 0 0 -1 -1 0 1 0 0 0 1 1 2 -1 0 0 1 0 0 -1 0 0 0 0 0 0 0 

v37 -2 0 0 0 1 1 0 1 0 0 0 0 -1 0 1 0 0 0 0 1 1 2 -1 -1 1 1 0 0 -1 0 0 0 0 -1 0 0 0 
 

A note for the above table - v1 - ssv2, v2 - scom3, v3 - bloy1, v4 - bloy2, v5 - brsat3, v6 - 
brsat1,  v7 - brsat2, v8 - bloy3, v9 - sloy3, v10 - sloy2, v11 - srsat3, v12 - srsat2, v13 - ssv1,  
v14 - scop2, v15 - scom5, v16 - scop1, v17 - scom2, v18 - scomt3,  v19 - stru4, v20 - stru3, 
v21 - scom1,  v22 - stru2, v23 - ssv3, v24 - ssv4, v25 - bkp3, v26 - bkp2, v27 - bcom1, v28 - 
bcop1, v29 - bsv3, v30 - bsv4, v31 - bsv1, v32 - bcop2, v33 - btru3, v34 - btru4, v35 - 
bcomt1, v36 - btru2, v37 - btru1. 
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Appendix 6d 

 

SEM for rival dyadic model RM case 1 (Constrained) 

 

SEM for rival dyadic model RM case 2 (Constrained) 
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SEM for rival dyadic model RM case 3 (Constrained) 

 

SEM for rival dyadic model RM case 4 (Constrained) 
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Appendix 7 

Appendix 7.1 
American Marketing Association Definitions over time* 

AMA (1935) AMA (1985) AMA (2004) AMA (2007) 

marketing is the 
performance of 
business activities 
that direct the flow 
of goods and 
services from 
producers to 
consumers 

marketing is the 
process of planning 
and executing the 
conception, pricing, 
promotion, and 
distribution of ideas, 
goods, and services 
to create exchanges 
that satisfy individual 
and organizational 
objectives 

marketing is an 
organizational 
function and a set of 
processes for creating, 
communicating and 
delivering value to 
customers and for 
managing customer 
relationships in ways 
that benefit the 
organization and its 
stakeholders 

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 

* Source - Dann and Dann (2007) 
 

Appendix 7.2 
Search items All web pages Scholarly articles only 

"definition of relationship" 6990 976 
"definition of relationship" -"definition of 

relationship marketing" 1560 483 

"what is relationship" 26900 292 
what is relationship -"what is relationship 

marketing" 5270 143 

"what are relationships" 201000 159 
define relationship 121000 658 

"define relationship" -"define relationship 
marketing" 3140 541 

defining relationship 53700 1010 
"defining relationship" -"Defining 

Relationship Marketing" 3160 907 

"defining relationships" 36600 1660 
"defining relationships" -"Defining 

Relationship Marketing" 35800 1660 

 
Appendix 7.3 

Definitions or statements extracted from literature about relationships 
Sl Author/s year nature Definitions or statements about relationships 

1 Hinde 1979 Normative A true relationship needs an obvious mutual dependence, meaning that 
both sides have to act, form, and reform the relationship.  

2 Berscheid, E. and 
Peplau 

1983 Positive Relationships are purposive: they add and structure meanings in a 
person’s life.  

3 Gupta 1983 Positive stable, friendly relationships are characterized by communication, 
trust, liking, respect, reciprocation, affection, influence, and 
understanding,  
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4 Argyle and 
Henderson 

1985 Normative four universal rules of relationships: respect privacy; look the other 
person in the eye; keep confidences; and do not criticize publicly,   

5 Dwyer, Schurr, 
and Oh 

1987 Normative 
& Positive 

A mutual dependence is a must, but it is not the only sufficient 
condition for a relationship. Relationships are defined as long-lasting, 
dynamic and continuous interactions. 

6 Duck 1991 Positive several essential elements of a relationship which included caring, 
support, loyalty, placing priority on the other's interests, honesty, 
trustworthiness, trust in the other, giving help when needed, and 
working through disagreements 

7 Rusbult and 
Buunk 

1993 Normative there must be commitment in a relationship; defined as a subjective 
state involving both cognitive and emotional components, and being 
long-term in nature with a desire to maintain the relationship. 

8 Barnes 1994 Normative 
& Positive 

Once a true relationship is said to exist, it becomes more than a one-
sided attempt on the part of the seller or marketer to tie in the customer 
to a longer-term commitment; the customer may actually take 
"ownership"… 

9 Grönroos 1994 Positive Marketing relationships are processes that are achieved through 
mutual exchanges and promise keeping. A relationship is not an 
exchange. A relationship is based on trust, and if developed will lead 
to future exchanges. 

10 Morgan and Hunt 1994 Positive Long-run relationships are associated with the absence of coercive 
power and presence of trust and commitment  

11 Barnes 1995 Positive A relationship is a sequence of continuous and long-lasting 
interactions. A special status for each partner should exist that is 
valued by both sides.  

12 Gundlach et al 1995 Normative must be a current behavioural investment in the relationship, a 
psychological bond of commitment, and a relationship that endures 
over time. 

13 Hakansson and 
Snehota 

1995 Positive A relationship is an interaction of mutually committed sides. 
Relationships develop during a particular time and are a sequence of 
particular actions (episodes of interaction). 

14 Håkansson and 
Snehota 

1995 Positive Relationships are a complex phenomenon. While intuitively appealing, 
the notion of `relationship' may be difficult to grasp. It is not easy to 
define what a relationship is. Tentatively we can say that a relationship 
is mutually oriented interaction between two reciprocally committed 
parties. 

15 Hinde 1995 Positive Four core conditions that qualify relationships in the interpersonal 
domain are (1) relationships involve reciprocal exchange between 
active and interdependent relationship partners; (2) relationships are 
purposive, involving at their core the provision of meanings to the 
persons who engage them; (3) relationships are multiplex phenomena: 
they range- across several dimensions and take many forms, providing 
a range of possible benefits for their participants; and (4) relationships 
are process phenomena: they evolve and change over a series of 
interactions and in response to fluctuations in the contextual 
environment. 

16 Liljander and 
Stranvik 

1995 Normative 
& Positive 

A relationship reflects a situation when both sides make commitments 
to each other. The minimum requirement is to purchase services at 
least two times. Relationships develop over a period of episodes. 

17 Liljander and 
Stranvik 

1995 Positive If an organization does not feel any consumer response based on his 
behaviour or attitude, after the organization has made direct marketing 
attempts, it means that no relationship is present. 

18 Bendapudi and 
Berry 

1997 Positive A relationship is not one-way; both parties affect the relationship 
between them. 

19 Bendapudi and 
Berry 

1997 Positive A relationship exists when an individual exchange is assessed not in 
isolation, but, as a continuation of past exchanges likely to continue 
into the future. 

20 Holmlund and 
Törnroos 

1997 Positive In this paper a relationship is defined as an interdependent process of 
continuous interaction and exchange between at least two actors in a 
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business network context. 
21 Fournier 1998 Positive The relationship is, in essence, what the relationship means, 

understanding a given relationship requires a mastery of the meanings 
the relationship provides to the person who engages it. Relationships 
both affect, and are affected by, the contexts in which they are 
embedded. 

22 Fournier 1998 Positive Relationships have to be meaningful for both sides.  
23 Fournier 1998 Positive Relationships are constituted of a series of repeated exchanges 

between two parties known to each other.  
24 Fournier 1998 Positive Relationships are process phenomena: they evolve and change over a 

series of interactions and in response to fluctuations in the contextual 
environment. 

25 Johanson and 
Hallen 

1998 Positive relationships are themselves non-transparent: “(…) it is difficult or 
even impossible to form a comprehensive picture of a relationship [or 
a network] without taking part of it.” 

26 Javalgi and Dion 1999 Positive Relationships are an ever-changing phenomenon, requiring continuous 
adjustments by managers in the aspects on which they focus. 

27 Price and 
Arnould 

1999 Positive Regular and ongoing interactions over time and entailing some form of 
mutual dependence 

28 Bolton and 
Bhattacharya 

2000 Normative 
& Positive 

Relationship develops through mutually beneficial exchanges. In order 
for a relationship to exist, individualization of an offer, intimacy to a 
consumer, mutual interaction, and continuous periods of exchange are 
necessary. 

29 De Wulf et al. 2001 Positive A relationship is of extended duration and composed of multiple 
interactions.  

30 Hakansson et al 2001 Normative In a business relationships, parties may or may not adopt their 
products or services, may build mutual trust, may or may not use 
routines but the raison d'être of a business relationship is the value 
creation for both. 

31 Perry 2001 Positive Relationships are about communication, listening and talking, and 
listening again. 

32 Berghäll  2003 Positive Socio-economic relationships are both voluntary and of instrumental 
value to those involved. 

33 Durme, Brodie 
and Redmore 

2003 Positive relationships are contextual by definition and thus the extent to which 
relational elements are transferred may depend on vulnerability and 
uncertainty in the marketplace and the extent to which parties seek 
relational or transactional exchange. 

34 Ford, Gadde, 
Håkansson and 
Snehota 

2003 Positive Relationships are social entities where the possible benefits very much 
depend on the involvement of the two parties and the degree to which 
they are prepared to actively react, adapt, learn, and invest. 
Relationships are in many ways the assets that bind together all of the 
other assets of a company and convert them into something of 
economic value. 

35 Jain,  Jain and 
Dhar 

2003 Positive Relationships are the essence of life. They are the invisible threads 
which build a unique bond between individuals and organizations.  

36 Brass et al. 2004 Positive We suspect that the relationship is reciprocal: networks create 
outcomes that are, in turn, antecedents for further network 
development. 

37 Rust, Lemon and 
Das 

2005 Positive relationships are two-way streets – as much as marketers look for 
value from customers, customers too are very cognizant of the value 
they derive from the marketers 

38 Spencer 2005 Positive Relationships are reputation. 
39 Kingshott and 

Pecotich 
2007 Positive human relationships are formed by the use of a subjective cost-benefit 

analysis and the comparison of alternatives. 
40 Ross and 

Robertson 
2007 Positive A connection between two entities (entities can be organizations, 

people, societies, or even nation-states), such that the entities have 
explicit roles and there are expected norms of behaviour. 

41 Fernandes and 
Proença 

2008 Positive An individual’s perception of a relationship is constructed over time or 
in an ongoing dialogue. Thus, the time element is crucially important. 
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42 Foo, Douglas and 
Jack 

2008 Positive The term “relationship” is used in everyday language to define a 
connection or association between two or more people or things. 

43 Sousa 2008 Positive Relationships are complex phenomena, five distinguishing features of 
relationship significance: its non-determinism, continuum, 
changeability, connectedness, and perceptibility 

44 Walz 2009 Positive Damkuviené and Virvilaité (2007) identified two elements of 
relationship definition: (1) a relationship is repeated interaction and (2) 
a relationship is an emotional bond between parties. They highlighted 
that an emotional bond is necessary for a “real” relationship. 

45 Walz 2009 Positive  A relationship is at least one interaction or exchange between two 
parties that share information and expect to interact in the future. 

46 Walz 2009 Positive B2C relationships are not reciprocal in nature and the seller carries 
most of the responsibility but customers do have an active role in the 
formation (and maintenance) of a relationship apart from making a 
purchase. 

 
Appendix 7.4 
Initial themes / dimensions / attributes extracted from the definitions or statements furnished 
in Appendix 2 about relationships 
Sl no Initial themes / dimensions / attributes 

extracted 
Frequency Definition Sl. No 

Appendix - 2  
1 continuous interactions 6 11 20 5 44 22 28 
2 long-lasting 5 29 5 11 12 7  
3 multiple interactions 5 14 11 27 20 29  
4 mutual commitment  5 7 10 13 14 16  
5 mutually valuable 5 30 28 11 35 40  
6 reciprocal 5 32 13 17 36 3  
7 complex phenomena 4 41 13 15 26   
8 contextual 4 15 25 33 23   
9 dynamic 4 41 5 23 26   
10 meaningful for both sides.  4 25 2 15 21   
11 mutual interaction 4 8 13 28 15   
12 communication 3 3 31 45    
13 mutual affect 3 19 1 25    
14 mutual dependence 3 1 5 27    
15 process phenomena 3 15 23 8    
16 trust 3 3 6 10    
17 active management by at least one party 2 26 46     
18 connection 2 41 42     
19 emotional bond  2 44 12     
20 evolve and change over a series of 

interactions 
2 15 23     

21 expect to interact in the future 2 45 18     
22 honest 2 4 6     
23 mutual roles 2 46 39     
24 non-determinism 2 24 41     
25 not one-way 2 9 19     
26 perception 2 41 43     
27 purposive 2 2 15     
28 a situation 1 16      
29 active and interdependent partners  1 15      
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30 affection 1 3      
31 association 1 42      
32 at least one interaction or exchange 1 45      
33 bonds 1 32      
34 caring 1 6      
35 continuum 1 41      
36 Co-operation 1 6      
37 current behavioural investment 1 12      
38 desire to maintain the relationship 1 7      
39 develop 1 14      
40 episodic 1 14      
41 essence of life  1 34      
42 evolves over episodes 1 16      
43 evolves over time 1 43      
44 Individualization 1 28      
45 influence 1 3      
46 intimacy 1 28      
47 invisible threads which build a unique bond 1 34      
48 keep confidences 1 4      
49 lead to future exchanges 1 8      
50 least two actors 1 20      
51 liking 1 3      
52 loyalty 1 6      
53 mutual connection 1 39      
54 mutual involvement  1 32      
55 mutual norms 1 39      
56 mutual ownership 1 9      
57 mutual trust 1 8      
58 non coercive 1 10      
59 non-transparent 1 24      
60 not criticize publicly 1 4      
61 not isolate exchange 1 18      
62 not just an exchange 1 8      
63 not reciprocal 1 46      
64 parties known to each other 1 22      
65 placing priority on the other's interests 1 6      
66 promise keeping 1 8      
67 reputation 1 38      
68 respect  1 3      
69 respect privacy 1 4      
70 social entities 1 32      
71 special status for each 1 11      
72 support 1 6      
73 two-way streets 1 37      
74 understanding 1 3      
75 voluntary 1 35      
76 working through disagreements 1 6      
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Appendix – 5 
Rotated factor loadings, communalities, ridits, transformed communalities and ridits 

A B C D E F G 
1 intimacy 0.71 0.63 0.36 43% 82% 

caring / liking / affectionate/ understanding 0.70 0.69 0.23 79% 100% 
honesty 0.65 0.72 0.30 92% 92% 
mutual commitment 0.59 0.66 0.35 58% 89% 
essence of life 0.56 0.66 0.25 64% 97% 

2 mutual ownership 0.71 0.57 0.65 10% 15% 
mutual norms 0.68 0.69 0.57 82% 28% 
promise keeping 0.63 0.67 0.48 71% 51% 

3 evolves / develops 0.64 0.54 0.44 5% 64% 
connections 0.62 0.50 0.42 0% 74% 
communication 0.54 0.60 0.47 25% 53% 
multiple interactions 0.41 0.69 0.54 84% 35% 
contextual / situations specific  0.61 0.71 28% 7% 

4 mutual roles 0.68 0.64 0.50 48% 46% 
mutual interaction 0.66 0.63 0.43 33% 71% 
about mutual dependence 0.60 0.70 0.55 89% 30% 

5 one time exchange 0.77 0.65 0.82 51% 2% 
actively management by one party 0.69 0.67 0.84 69% 0% 
situations or phenomenon 0.51 0.60 0.65 20% 17% 
purposive or intentional 0.40 0.65 0.73 53% 5% 

6 bonds (emotional or otherwise) 0.77 0.65 0.50 56% 43% 
loyalty 0.61 0.67 0.36 66% 84% 
mutual trust 0.45 0.61 0.26 30% 94% 

7 long-lasting 0.74 0.63 0.44 41% 61% 
desire to maintain the relationship 0.59 0.66 0.46 61% 58% 
continuous interactions 0.48 0.52 0.43 2% 69% 

8 continuum 0.73 0.63 0.57 35% 25% 
perceptions or images 0.52 0.74 0.62 97% 23% 
reputation 0.44 0.59 0.70 15% 10% 

9 processes 0.75 0.74 0.66 100% 12% 
about meanings 0.48 0.63 0.55 46% 33% 

10 Co-operation 0.72 0.63 0.35 38% 87% 
11 invisible 0.68 0.59 0.43 12% 66% 
12 voluntary 0.79 0.69 0.46 87% 56% 

mutual influence 0.51 0.59 0.49 17% 48% 
13 dynamic 0.82 0.72 0.54 94% 38% 

social entities 0.45 0.68 0.54 76% 41% 
14 mutually valuable 0.63 0.56 0.38 7% 76% 

expectation to interact in future 0.47 0.67 0.64 74% 20% 
respect  0.60 0.36 23% 79% 

Note for appendix – 7.5 Extraction Method: Principal Component Analysis. Rotation Method: 
Varimax with Kaiser Normalization. Factor matrix Rotation converged in 42 iterations. During the process, 3 
variables namely - complex; reciprocal / mutual / give and take; and existence of past interaction, got 
dropped. A. Factors, B. Variables, C. Component factor load, D. Variable communality, E. 
Variable RIDIT , F. % ranks of variables' commonality, G. % ranks of variables’ RIDIT 
reciprocals 
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Appendix 7.6 

Correspondence analysis (table – 1) Summary of dimensions 
Dimension Singular 

Value 
Inertia Chi 

Square 
Sig. Proportion of Inertia Confidence Singular 

Value 
Accounted 

for 
Cumulative Stand. 

Deviation 
Correlation 

1 0.516 0.266 0.700 0.700 0.010 0.412 
2 0.289 0.084 0.220 0.920 0.012 
3 0.124 0.015 0.040 0.960 
4 0.088 0.008 0.021 0.981 
5 0.071 0.005 0.013 0.994 
6 0.047 0.002 0.006 1 

Total 0.38 2644.3 .000 1 1 
a. 222 degrees of freedom 

 
Correspondence analysis (table – 2) 

Overview Row Points Contribution 
of Point 

Contribution 
of Dimension 

    Mass Inertia 
to Inertia of 
Dimension 

to Inertia of 
Point 

No Variables 1 2 Total 
31 one time exchange 0.026 0.054 0.156 0.126 0.967 
34 purposive or intentional 0.026 0.022 0.074 0.010 0.940 
26 essence of life 0.026 0.023 0.064 0.057 0.974 
18 mutual trust 0.026 0.020 0.058 0.058 0.991 
20 reputation 0.026 0.015 0.052 0.005 0.973 
33 processes 0.026 0.009 0.030 0.009 0.958 
4 Co-operation 0.026 0.008 0.029 0.000 0.971 

11 mutual commitment 0.026 0.008 0.027 0.005 0.985 
16 mutual ownership 0.026 0.008 0.025 0.017 0.943 
8 intimacy 0.026 0.008 0.025 0.001 0.798 
9 loyalty 0.026 0.007 0.024 0.003 0.954 
6 expectation to interact in future 0.026 0.007 0.023 0.001 0.850 

30 mutually valuable 0.026 0.006 0.018 0.001 0.786 
32 perceptions or images 0.026 0.006 0.017 0.014 0.944 
14 mutual interaction 0.026 0.003 0.008 0.008 0.844 
23 connections 0.026 0.003 0.007 0.003 0.853 
24 continuous interactions 0.026 0.002 0.006 0.000 0.757 
27 invisible 0.026 0.002 0.004 0.004 0.941 
28 long-lasting 0.026 0.001 0.004 0.001 0.846 
38 voluntary 0.026 0.001 0.002 0.001 0.537 
21 actively management by one party 0.026 0.068 0.181 0.227 0.988 

1 
caring / liking / affectionate/ 
understanding 0.026 0.030 0.072 0.113 0.949 

7 honesty 0.026 0.017 0.042 0.058 0.960 
36 social entities 0.026 0.006 0.001 0.051 0.742 
35 situations or phenomenon 0.026 0.011 0.022 0.040 0.843 
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15 mutual norms 0.026 0.004 0.004 0.036 0.964 
3 communication 0.026 0.005 0.004 0.035 0.792 

13 mutual influence 0.026 0.003 0.001 0.027 0.944 
12 mutual dependence 0.026 0.003 0.002 0.022 0.723 
17 mutual roles 0.026 0.002 0.000 0.021 0.784 
25 dynamic 0.026 0.001 0.002 0.011 0.905 
29 multiple interactions 0.026 0.002 0.002 0.010 0.560 
37 something that evolves / develops 0.026 0.004 0.006 0.009 0.543 
10 meanings 0.026 0.003 0.003 0.007 0.496 
5 desire to maintain the relationship 0.026 0.002 0.003 0.005 0.500 
2 communication 0.026 0.002 0.001 0.005 0.417 

  Active Total 1 0.38 1 1 
  a. Symmetrical normalization       
 Promise keeping & bonds (emotional or otherwise) were removed from analysis owing to 
0 loading on either of the dimensions. Variables have been sorted according to their 
loadings within dimension. 
 
Correspondence analysis (table – 3) 

Overview Column Points Contribution Of Point 
Contribution of 

Dimension 
to Inertia of 
Dimension 

to Inertia of Point 

Perception Mass Inertia 1 2 Total 
Strongly disagree (never)                                       0.09 0.124 0.345 0.355 0.982 
Most often disagree                                             0.069 0.043 0.147 0.003 0.911 
Disagree                                                        0.082 0.025 0.062 0.043 0.817 
neutral                                                         0.116 0.023 0.027 0.129 0.789 
Agree                                                           0.177 0.02 0.002 0.179 0.774 
Most often agree                                                0.202 0.029 0.065 0.042 0.706 
Strongly Agree (always)                                         0.264 0.117 0.354 0.25 0.983 
Active Total 1 0.38 1 1 
Symmetrical normalization 
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