
 1

 

23rd Annual IMP Conference, Manchester 

 
 

First Steps of the Empirically Test of the 
Integrated Business Relationship Value 

Model 
 

 
 

Work in progress paper  
 

Tibor MANDJÁK¹ 
¹Corresponding author 
Bordeaux Business School and  
Corvinus University of Budapest 
1093 Budapest, Fıvám tér 8 
Phone: ++ 36-1 482 5230 
Fax:  ++ 36-1 482 5236 
Email: tibor.mandjak@bordeaux-bs.edu 
 

Judit SIMON 
 
Corvinus University of Budapest 
1093 Budapest, Fıvám tér 8. 
Phone: ++ 36 1 482 5491 
Fax: ++ 36 1 482 5236 
E-mail: judit.simon@uni-corvinus.hu 
 
Research is supported by the Hungarian Scientific Research Found (OTKA KGJ 
48560)  
 
 



 2

Abstract 

 
 

Our work in progress paper is about the first empirical results of an ongoing 

measurement model testing process. The Integrated Business Relationship Value Model 

(Mandják and Simon 2004) is aware of the economic and the social value types of a business 

relationship. It deals with the episode, relationship and network level constituents of the 

business relationship value. The model is based on the involved partners' perceptions about 

the relationship. As the model is sensible for the variety of relationship values and describes 

of the different forms of connectedness, it might be useful for a specific relationship typology 

and a customer (or supplier) segmentation, if it is empirically tested.  

As part of a broader research design (Simon et al 2004) the Integrated Business 

Relationship Value Model must be empirically tested. In order to be able to provide an 

empirical basis for this procedure there is a need to design a measurement model, as well. 

This measurement model would allow us to quantify the components of the Integrated 

Business Relationship Value Model based on traditional indicators. In this research process 

value types (economic and social) and value constituents are considered as latent variables. 

Value constituents’ indicators are the observed variables. And these observed variables are 

measured with multi-item scales. 

To ensure that the construct is well defined we have chosen to apply Anderson and 

Gerbing's (1991) substantive validity assessment, also used by Anderson et al. (1994). This 

pre-test method for substantive validity assessment provides not only predictions of the 

performance of measures in a subsequent confirmatory factor analysis, but also feedback "on 

the adequacy of the construct definitions as well” (Anderson and Gerbing 1991 p.379). 

In order to follow the method a single-sentence definitions of each constituent and the 

indicators measuring the constituents were tested with suppliers and buyers. The test have 

been conducted in a qualitative way: managers were asked whether the definition correctly 

describes the constituent and whether the indicators cover the content of this constituent, how 

they would be evaluated by the managers. The method suggests defining substantive validity 

coefficients for each indicator, the coefficients being calculated based on the assignment of 

each item by the research participants. The research participants assigned each item to the 

concept that they decide it best indicates. Based on managers' assignment the coefficients 

calculation is on going.  
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To design quantitative research we have to carefully define the choice of participants. 

Data collection seems to be crucial, and quite complex, as the Integrated Business 

Relationship Model contains value data for both buyers and suppliers, we have to choose 

firms from both parties, and because of the complexity of the components we will select 

multiple informants from each firm. Using multiple informants would appear to be important 

in studying networks, but there are some problems in this practice. The hybrid-consensual 

methodology described by Kumar et al. (1993) seems to be a good method for gaining 

perceptual agreement among the multiple informants for each firm regarding phenomena of 

interest.  

The main goal of his work in progress paper to present empirically proved 

measurement tool of the Integrated Business Relationship Value Model. Based on the ongoing 

research process first result could be available soon and could be integrated in the paper. 
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Background 

 

Based on our previous research we defined a business relationship value concept and 

created an integrated concept that describes business value. Our definition of business value is 

the following: the value of business relationship is an existing concept that expresses 

usefulness and motivation recognised in, or assigned to a business relationship. Usefulness 

means the economic side and motivation indicates the social side of value. The integrated 

model of business relationship value describes the usefulness and motivation value types and 

the value components that constitute these from both the buyer's and supplier's point of view. 

It contains indicators at the exchange, relational and network level. The model integrates 

various sciences' knowledge of value, economic and social value types, economic and social 

value constituents and value perceptions of the vendor and the customer. 

A complex approach, using a combination of North American and European research 

approaches to business relationship value is one original aspect of this integrated model. 

Another originality of the model is the separation of the supplier’s and the buyer’s points of 

view and their common considerations. Many business marketing studies deal with the 

relationship between the buyer and the supplier (the relationships between the actors of the 

sales network, the dyadic studies or the interactive model), but taking into consideration both 

actors' points of view of within one model is relatively new. 

The integrated model seems appropriate for quantitative testing and, following this, 

could serve as the basis for quite a broad quantitative study of a large sample. From a 

scientific point of view, it could be viewed as provocative and could enhance fruitful 

discussions among those working on different specialities. It could also be suitable for 

international comparative studies. How does one help business relationship management? 

 

Knowledge of business relationship value is essential during organizational decisions. 

The value of business relationships fundamentally influences the decisions related to 

relationships. It affects how the supplier and the buyer acts in a given business relationship, 

whether they should develop it, maintain it or, on the contrary, simply put an end to it. On the 

other hand, business relationship value also influences the supplier and the buyer in deciding 

which one of his existing relationships he considers important or less essential. 

However, besides various relational decisions also described in literature, knowledge 

of the value of business relationships would be equally of use in the field of strategic 
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management and during decisions concerning basic resources. This knowledge becomes 

necessary and useful during the decision-making process. This is particularly interesting if we 

consider the intuitive nature of many decision-making processes. 

In business practices the value of business relationships is able to be measured, but 

there are only few companies who currently measure it. The most promising method would be 

to decompose business relationship value into its different components. We could then 

measure the individual components on different, adequate scales and the value of business 

relationships would then be given by multiplying these scale values. This process would also 

enable the individual more efficient handling of the individual components and consideration 

of their interaction, that is to say, not only the measurement, but also the management of 

business relationship value. 

In business-to-business marketing the use of an integrated value model could 

contribute to measuring or estimating the value of business relationships. It will help 

managers to recognize and use individual value items in a (more) conscious way. Thereby, it 

can contribute to the (eventually considerable) increase of company efficiency. 

 

We summarize the structure of our model at the main elements and constituents level.  

 Buyer’s perceived value constituents 

Value types Value level 

Economic value (utility) Social value (motivation) 

Exchange episode • Recognition of the 

product 

• Importance of the 

product to supplier 

• Suitability of the 

financial conditions 

• Personal relationships 

• Satisfaction with the 

product 

• Security of supply of 

the product 

Relationship • Profitability of the 

relationship 

• Decreasing the 

transactional costs 

• Supply potential of 

the relationship 

• Smoothness of 

relationships 

(routines) 

• Security of the 

relationship 

• Competence of 

supplier 
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Network • Own portfolio 

management 

• Network potential 

• Related effects 

• Emanation of the 

relationship 

• The supplier’s 

position in his own 

industry 

• Non-market strategy 

of the supplier 

 

Supplier’s perceived value constituents 

Value types Value level 

Economic value (utility) Social value (motivation) 

Exchange episode • Possibility of 

manufacturing the 

product 

• Importance of  the 

product  to the buyer 

• Suitability of the 

financial conditions 

• Personal relationships 

• The buyer’s 

satisfaction with the 

product 

• Security of product 

sales 

Relationship • Profitability of the 

relationship 

• Decreasing the 

transactional costs 

• Income potential of 

the relationship 

• Smoothness of 

relationships 

(routines) 

• Security of the 

relationship 

• Competence of the 

buyer 

Network • Own portfolio 

management 

• Network potential 

• Related effects 

• Emanation of the 

relationship 

• The buyer’s position 

in his own industry 

• Non-market strategy 

of the buyer 
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The operation  process of the model 

 

The first step was to define the indicators: as the value constituents can be interpreted as latent 

variables, so we had to define the indicators describing the constituents. To be able to define  

the indicators, we conducted interviews with experts about the meaning and of the different 

constituents. With the interviews we could confirm whether the experts agree with our 

definitions of the constituents, or what should they change in the definition. After defining the 

indicators we tested the definitions through the descriptions of them. The main question was, 

whether the representatives of the buyers and sellers understand our definition, in which 

extent do they agree with it, and what would they add to the definition. As experts and 

representatives of the buyer and seller sides we chose the biggest Hungarian oil company and 

conducted focus group interviews with the sales representatives at the seller side and 

individual interviews with their partners on  the buyer side.  

The interviews helped us to clarify the definitions, we accepted some changes in the 

definitions and the assignment of the indicators to the latent variables.  

The next step of the research was the validation of the constructs. The total construct consists 

of the buyer and seller model constructs, the constituents at the 3 levels and the indicators 

measuring them. We defined for each constituent a set of indicators, including minimal 2, 

maximal 6 indicators. To test the measurement model we conducted a research based on a 

structured questionnaire, that consisted the indicators of the model. The interviews were done 

with the sales representatives as sellers and are doing these days with the persons responsible 

for purchasing at the buyers companies.  So we can evaluate in this version of the paper the 

pretest results of the seller data. 

The database 

The test database consists of 31 questionnaires1 on the seller side, the questionnaire contents 

the initial set of the indicators (65 indicators) and descriptive data about the company and the 

relationship. The buyer companies are all partners for a longer time, 50% of the relationships 

are longer than 5 years.  

We tested the internal and external consistency of the data with the first generation methods: 

Cronbach alpha coefficient and exploratory factor analysis and item-to total correlations. The 

main results are summarized in Table1. The Cronbach alpha values are mainly above 0.62, 

                                                           
1 Recommendations for the pretest sample range from 12 to 30 (Hunt, Sparkman &Wilcox, 1982)  
2 The Cronbach alpha coefficient should be higher than 0.6 (Malhotra, 2007), 0.7 (Nunally, 1978) 
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only at one sub-set of indicators we could not yet improved the coefficient 0.44. If we 

separate the total seller database into the economic and social part (economic variables: s11 to 

s91, social variables: s12 to s92), we can see, that the internal consistency based ont he alpha 

coefficients is better at the social part. Though the internal consistency of the economic part is 

also sufficient, we do not want explain this difference on the test-level of the research, 

because the testing  sample is small.   

The item-to-total correlation coefficients are higher than 0.5, and mainly higher than 0.6. In a 

few cases the coefficient is low, we eliminated 3 indicators based ont he low item-to-total 

coefficient, but we still kept some indicators with a lower coefficient than 0.5.  

 

The test of construct validity was conducted folding the 2-step approach3:  

In the first step we conducted an exploratory factor analysis for checking the one-

dimensionalty of the constructs describing each latent variable. The constructs can be 

accepted as one-dimensional, although we had to do some, but few changes in the initial 

structure of the variables. We deleted and re-assigned a few variables based on the first-step 

level of the test. The elimination of the variables occurred based on the factor loadings and the 

item-to total correlation coefficients.  

Te second step of the construct validation was the confirmatory factor analysis4 for the test of 

the measurement models. The measurement model includes the indicators and the latent 

variables, we tested each measurement model separated and then the total model for the 

economic variables, and the social variables separated. The fitting of each measurement 

model is sufficient, it means that the constructs -  including the changes after the exploratory 

factor analysis – are acceptable. After testing each measurement model separated we 

conducted tests on 2 levels of aggregation:  

As first level of aggregation we conducted the path-analysis on the transaction, relationship 

and network level of both – economic and social – sides. The results at this aggregation level 

are satisfactory, better then the results of the separated measurement model-results5.  

The second level of aggregation was to test the total model of the economic variables and the 

total model of the social variables as well. The results are very similar to the exploratory 

phase: the model of the social variables has a better fitting than the model of the economic 

                                                           
3 Anderson-Gerbing,1988, Homburg, 2000  
4 The confirmatory factor analysis was done with Lisrel 8.54 
5 RMSEA is between 0.1 and 0.2 (suggested 0.08), GFI and AGFI are between 0.6 and 0.8 in the models 
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variables. Because of the sample size this result is only an assumption and can not be 

confirmed.   

 

Ongoing and further research 

The ongoing research is done on the database of the sellers, we are conducting the same steps 

on this adatabase of the sellers. After this pretest we define the final set of indicators and will 

do the interviews with the modified questionnaire for a bigger sample of the seller and buyer 

side of the same oil company. Only after we will have evaluated these data we can decide 

about the application of the model in an other branch. After the test phase and the data 

collection we can conduct the further research: the analysis of the dyads and the structural 

model.   

 

Conclusion 

After the qualitative phase and the test phase of our research we can say that the idea and the 

main structure of the integrated model has been proved. It means that the theoretical model 

construct including the 3 levels and 2 parts can be confirmed based on the practical data. The 

next task is to prove whether the dyads of buyers and sellers can fit our basic idea on the 

integrated model.  
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Table1 
  Reliability analysis Explorative Factor analysis 
Construct: 
economic 

Indicator Item-to-Total 
Correlation 

Cronbach 
Alpha 

Factor 
loading 

Total 
variance 
explained 

S12 S11_1 0.71  0.92  
 S11_2 0.71 0.83 0.92 85% 
S21 S21_3 0.58  0.88  
 S21_4 0.41  0.77  
 S21_5 0.29 0.59 0.57 57% 
S31 S31_6 0.55  0.78  
 S31_7 0.73  0.86  
 S31_8 0.69  0.85  
 S31_9 0.48 0.79 0.68 0.63 
S41 S41_10 0.59  0.89  
 S41_11 0.59 0.75 0.89 79% 
 S41_12 ELIMINATED    
S51 S51_13 0.28  0.80  
 S51_14 0.28 0.44 0.80 64% 
 S51_15 ELIMINATED    
S61 S61_16 0.66  0.84  
 S61_17 0.82  0.93  
 S61_18 0.75 0.86 0.90 79% 
S71 S71_19 0.26  0.81  
 S71_20 0.54  0.94  
 S71_21 0.59  0.69  
 S71_22 0.18  0.20 51% 
 S71_23 ELIMINATED 0.59   
S81 S81_24 0.78  0.91  
 S81_25 0.78  0.92  
 S81_26 0.64 0.85 0.82 78% 
S91 S91_27 0.24  0.42  
 S91_28 0.51  0.76  
 S91_29 0.53  0.81  
 S91_30 0.42 0.62 0.76 49% 
 
 
  Reliability analysis Explorative Factor analysis 
Construct: 
social 

Indicator Item-to-Total 
Correlation 

Cronbach 
Alpha 

Factor 
loading 

Total 
variance 
explained 

S12 S12_31 0.56  0.88  
 S12_32 0.56 0.7 0.88 77% 
S22 S12_33 0.46 re-assigned to 

s22 
0.75  

 S12_34 0.53 re-assigned to 
s22 

0.79  

 S12_35 0.54  0.67  
 S12_36 0.56 0.72 0.79 56% 
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S32 S32_37 0.81  0.95  
 S32_38 0.81 0.89 0.95 90% 
S42 S42_39 0.68  0.84  
 S42_40 0.53  0.73  
 S42_41 0.78  0.89  
 S42_42 0.54 0.8 0.75 65% 
S52 S52_43 0.82  0.90  
 S52_44 0.82  0.90  
 S52_45 0.81  0.89  
 S52_46 0.86 0.93 0.92 82% 
S62 S62_47 0.71  0.88  
 S62_48 0.53  0.76  
 S62_49 0.71 0.79 0.89 71% 
S72 S72_50 0.57  0.74  
 S72_21 0.32  0.45  
 S72_52 0.76  0.87  
 S72_53 0.76  0.88  
 S82_54 0.67 0.81 0.83 59% 
S82 S82_55 0.68  0.79  
 S82_56 0.70  0.80  
 S82_57 0.77  0.85  
 S82_58 0.77  0.85  
 S82_59 0.60  0.71  
 S82_60 0.82 0.89 0.88 66% 
S92 S92_61 0.46  0.61  
 S92_62 0.64  0.77  
 S92_63 0.61  0.74  
 S92_64 0.80  0.64  
 S92_65 0.51  0.73  
 S92_66 0.60 0.83 0.73 54% 
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