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ABSTRACT

During the last ten years, a lot of the discussion within the marketing discipline has centred on con-

cepts such as commitment and trust. These concepts are seen as critical explanatory structures of

social bonding in both social-exchange theory (e.g., Rusbult 1979; Rempel, et. al. 1985) and relation-

ship marketing (e.g., Morgan and Hunt 1994; Gundlach et al. 1995). Thus, while Bagozzi (1975) ar-

gues that marketing is exchange, and further, that this exchange may be closely involving or superfi-

cial in nature, concepts of relational exchange should capture the variation in the ”depth” of industri-

al relationships. This paper builds a model of socio-economic exchange based on work from both

relationship marketing and social psychology. This model is then tested in one of the key forest-indus-

try dyads in the Finnish forest sector. The results provide support for the model, and also frame the

concepts in a way that has not been done before. Hence they touch upon issues of relationship quali-

ty and trust.
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1 BACKGROUND

Marketing theory encompasses a distinct line on relationships and relationship perceptions.

Bagozzi (1975b), in presenting his ideas about ”Marketing as Exchange” (1975a), was already

referring to the ”economic man” and the ”social man”. Further, Dwyer, Shurr and Oh present-

ed their now classic ideas on relational exchange in 1987, Morgan and Hunt (1994) talk of

”developing and maintaining successful relational exchanges”, while Sheth and Parvatiyar

(1995) talk of a ”shift from transaction marketing to relationships”. Later, Geyskens, Stenkamp

and Kumar (1999) defined ”psychological aspects of relationships” as a basis for non-econom-

ic satisfaction, and Gruen, Summers and Acito (2000) depicted managers as being interested

in the ”psychological bonds” of membership. Thus it is clear that relationships have been of

increasing interest in marketing research the last 25 years. Further, many scholars talk of the

psychological dimensions of these relationships by using the concept of perception, and view-

ing marketing as exchange. How could these ideas be applied to relationships in the forest-

products industry? Are such relationships transactional or relational? Do psychological issues

of relational engagement matter? Is there more to the relationships than purely cognitive fac-

tors could predict? Finally, do the concepts applied elsewere explain the logic of relationship

perceptions in our special field of inquiry? These five questions comprise the research task of

this paper. They are addressed step by step in the following, beginning with the construction

of a theoretical model. A test setting is then devised, and the paper concludes with a discus-

sion of the results from both theoretical and practical perspectives.

2 THE NATURE OF RELATIONSHIP PERCEPTIONS IN MARKETING

(SOCIO-ECONOMIC) DYADS

As mentioned above, marketing relationships could be viewed as being part economic (or in-

strumental) and part social (Bagozzi, 1975). Thus one could talk of socio-economic exchange

relationships. Furthermore, we might assume that individuals enter these relationships in order

to fulfil some ”higher” goals in life. We buy something not because the new ”gadget” gives us

satisfaction per se, but because the object bought is an instrument in satisfying our needs. One

could therefore argue that socio-economic relationships are both voluntary and of instrumen-

tal value to those involved. ”Voluntary” means that there are certain limits to the kind of rela-

tionship into which we enter (for instance limits regarding coercion), and also that the instru-

mental nature is dependent on the actor’s believing (perceiving) that the present involvement

is something enabling him or her to ”push” towards some higher personal goals. Thus, any

evaluation of a socio-economic relationship is likely to be conditioned by factors other than
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those that are purely relationship-related as such.

On the basis of the KMV model (Morgan and Hunt, 1994), the Investment Model (Rus-

bult, 1980, 1983), two-dimensional views of relationship commitment (Lydon, Pierce, O’Regan,

1996), and classic views on the structure of perceptions (Lewin, 1935), symbolic interaction-

ism (Mead, 1934), and marketing as exchange (Bagozzi, 1975b), it is proposed that relation-

ship perceptions are two-dimensional and consist of the holistic evaluations that happen on

the perceptual levels of emotion and conscious calculation. Further, these two dimensions of

relationship evaluation result in behavioural intentions. Thus, the approach taken is in line

with established structures of relationship explanation (e.g. Gundlach, Achrol and Mentzer,

1995; Meyer and Allen, 1991). Different types of relationship perceptions are organised in two

different layers of concepts in the model. The first is the calculative sphere of relationship

perceptions, consisting of all of the perceptually visible material that the person involved in

the relationship is able to ”manipulate” consciously. At the same time, the emotional element

is composed of the unconscious material produced by the relational signal. In other words, it

is proposed that we react to a relational signal based on our perceptions, but the perceptions

themselves are ”visible” on two layers. The emotional sphere speaks the symbolic language of

unconscious processes, while the conscious sphere is subject to cognitive manipulation (Fes-

tinger, 1957). The ”reality” of those involved is subjective, as Lewin (1935) proposed, but the

communication is symbolic role-negotiation reflecting this subjective reality (Stryker and Stath-

am, 1985). Thus, the ”economic man” of Bagozzi (1975a) is the one making the conscious

relationship calculations, while the ”social man” (ibid.) is the unconscious ”feeler” of the sym-

bolic layers of engagement. Symbolism thus exists both on the level of the perceptual reality

(of each individual), and also on the ”external” level of dyadic communication. This paper

reports an attempt to build an explanatory model of the perceptions an individual has about a

relational setting. The model is in line with the core idea of the marketing-as-exchange view

of marketing relationships, but is highly ”psychological” in nature.

3 THE EMERGING MODEL

Carilyn Rusbult (e.g., 1979, 1980, 1983) argues that interpersonal relationships are evaluated

according to the psychological rewards, the psychological costs, the investments, the alterna-

tives (of the relationship), and the standard that ”we feel we deserve”. Simultaneously, Morgan

and Hunt (1994) presented a model of relational engagements in marketing. The Morgan and

Hunt (1994) model list relationship antecedents as relationship-termination cost, relationship

benefits, shared values, communication and opportunism. While relationship benefits (Mor-

gan and Hunt 1994), relationship costs, relationship alternatives (Rusbult 1980), relationship
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investments (again Rusbult 1980), and relationship-termination costs all represent evaluations

of the relational engagement on the conscious level, on the emotional level opportunism, psy-

chological rewards and psychological costs appear to be the ingredients of Kurt Lewin’s sub-

jective reality. Given that, in a business setting, ”monetary” calculations must hold centre stage

in motivating the involvement, it is argued here that the core of the calculative antecedent

consists of the subtraction computation of the ”monetary” benefits from the costs. Here, the

Morgan and Hunt (1994) concept of relationship benefits must overlap with the positive mon-

etary evaluations, while at the same time, the concept of relationship investments (from Rus-

bult 1980) must overlap with the relationship-exit inhibitors mentioned in the Morgan and

Hunt (1994) concept of relationship termination costs. This would leave the exogenous con-

structs of the conscious sphere as perceived economic benefits, investments and alternatives.

However, as opportunism overlaps the psychological cost of a relational engagement, the an-

tecedent of the emotional sphere is composed of the perceived psychological rewards and

perceived psychological costs.

The outcome concepts presented in the literature include relationship stability, acquies-

cence, propensity to leave, co-operation, functional conflict and uncertainty. Of these, the

one from the Rusbult (1983) model – relationship stability – seems to coincide semantically

with the propensity-to-leave concept of Morgan & Hunt (1994). However, here we are faced

with striking differences in the type of relationship. First, the Rusbult model deals with roman-

tic involvement, and it is natural to assume that the decision to leave is a very grave one. In

contrast, business relationships are seldom exclusive, and even when they are, they still deal

with issues that require less involvement from the relational parties. Second, the level at which

the relational partners consider the issues must be very different. One could assume that, while

business relationships are analysed on the cognitive level, romantic involvement, by defini-

tion, happens on the emotional level. Third, given the emotional complexity of romantic in-

volvement, the stay/leave decision must reflect the multitude of psychological material involved

in the decision making. Thus, while the relationship marketing theorist can distinguish be-

tween certain outcomes of relational interaction, these outcomes are likely to be less complex

in psychological terms, and more shallow in involvement, than in the romantic-involvement

situation. As such, all the Morgan & Hunt (1994) concepts might be assumed to be captured in

the Rusbult (1980) concept of relationship stability but they could equally well be related to

the perceptional time-span of relational engagement. This being the case, then all the various

calculative outcomes would simply reflect the subjective length of the operational horizon of

the dyad partners. These elements were incorporated into the following figure, which displays

the enhanced version of the models:
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The emotional and calculative layering give vertical structure to the model, while the

horizontal layering describes its predictive logic. Two groups of concepts result in two holistic

evaluations of the relationship and create outcomes that describe the assertiveness of those

involved in engaging in future-looking co-operative actions and the emotional ”secureness” of

the relationship. Thus, the ”calculative” outcomes are a reflection of how long the ”long-term”

orientation of a person is, and more specifically, how long the person will argue (signal) that

the operational horizon exists. The lower (emotional) layer reflects the non-cognitive layers of

relationship evaluation and thus contains that part of the subjective reality that cannot be ma-

nipulated. Thus, it is a stabilising element and should be treated as the border between the

transactional and the relational. In this sense, the social man of Bagozzi (1975), the relational

elements of Sheth and Parvatiyar (1995), and the psychological aspect of marketing (Geyskens,

Stenkamp and Kumar 1999) are all positioned in the lower part of the figure. From a theoreti-

cal point of view, one could therefore argue that the emotional layering is what distinguishes a

relationship with a long-term orientation from emotionally neutral interaction with a basic sit-

uational and calculative, time horizon.
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FIGURE 1. The structural form of the Investment Model of Socio-Economic Exchanges (The plus and
minus signs represent the hypotheses).
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4 SAMPLE AND MEASURES: WHY  IS THE RAW-WOOD TRADE

INTERESTING?

Although the bulk of productive Finnish forests (about 70%) are owned by private forest own-

ers, the size of the estates is small (average 30ha). Further, given the fact that the forestry sec-

tor is the second largest export earner of a very export-dependent country, the factors related

to the supply of raw wood are critical to the Finnish economy. The Finnish raw-wood trade is

facing previously unseen challenges in this area, challenges arising from environmental con-

cerns, demographic changes in forest ownership, and even from European Union competition

law. Under that law, all price agreements between the forest-owner organisations and the in-

dustrial buyers were banned in 1999, thus making selling more of a ”risky” endeavour given

that prices are no longer guaranteed to be stable, and thus to sell now or later often seems to

favour the decision ”later”. Further, the demographic changes in forest ownership have also

reduced forest-owner pressure to sell wood – city dwellers have alternative sources of income

and are detached from the traditional cycles of forest harvesting. Harvesting is also becoming

more socially sanctioned through the increasing emphasis on green values. All this has resulted

in a situation on the raw-wood market that emphasises the perceptual elements of the trade.

With this in mind, I selected what is probably the most populous dyad in the Finnish forestry

sector as the target of my research, the dyad between private forest owners and big industrial

raw-wood buyers. It consists of approximately 400,000 private forest owners and three big

forestry companies buying raw-wood.

A random sample of 2500 addresses was picked from the address register of a newspaper

targeted especially at forest owners (n = 325 000). The respondents were asked to reflect on

their relationship with the raw-wood buyers, and on their experiences and feelings, via the

scales given. The following describes what was done to develop the measures.

The measurement development consisted of four phases, followed by two ”mass” mailings.

1. First, all of the original measurement instruments of the original theories (Morgan

and Hunt 1994; Rusbult 1980; Bui, Peplau and Hill 1996; Lydon, Pierce and O’Reagan

1997) were combined to form two (one for the Morgan and Hunt (1994) measures

and one for the social psychological measures) questionnaire forms.

2. The forms where then tested on a pilot sample of 50 + 50 respondents.

3. The next pilot phase consisted of 130 personal interviews, conducted by students on

a intermediate level course of B2B-marketing as an exercise. The interviewers also

recorded their own experiences in a five-page interview report.

4. The questionnaire was mailed to 400 respondents. The final instrument consisted of

18 questions reflecting the latent variables.
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As the return rates of the pilot mailings were 25% and 28%, the critical issue was to make

the measurement device as short and easy to answer as possible. Moreover, to increase the

probability of receiving responses, a prize was included in the research design.

From the pilot responses it was clear that 1000 addresses would be enough to acquire the

necessary data1. The final four-page questionnaire was sent to all of those addresses. After four

weeks a reminder was sent to 780 addresses. These two mailings resulted in 260 useable re-

sponses, from which all those who had sold wood to the three big companies were selected as

the target of this inquiry (n = 230).

5 RESULTS

The following table shows the correlations, standard deviations, means and variances of the

measures.

1 100–200 responses as recommended by Hair and Al (1998).
2 Presented as Composite Reliability and computed by hand from the measurement models of the exogenous
and the outcome variables (the loading of single item indicators was fixed at 0.8)

TABLE 1. The basic descriptive information of the measures.

N/Missing Mean S.D. Var. Kurtos. Skew Reliab.2

Investments 223/4 2.56 1.10 1.20 –0.86  0.27 0.75
Cost 227/0 2.48 0.55 0.31 –0.65 –0.93 0.63
Rewards 222/5 2.67 1.19 1.42 –0.37  0.55 0.89
Economic Perf 220/7 2.56 0.95 0.90 –0.3  0.19 0.84
Security 225/2 3.74 0.96 0.92 0.4  0.93 0.78
Co-operation 223/4 2.04 0.89 0.80 –0.12  0.58 0.91
Prop.to Leave 227/0 2.30 0.55 0.31 –0.12  0.4 (0.8)
Acquiescence 227/0 2.64 1.33 1.77 –0.52  0.56 (0.8)
Alternatives 226/1 2.80 1.22 1.48 –1.17 –0.29 (0.8)
Constructivness  219/8 1.35 0.48 0.23 –0.14  0.15 0.58

Apart from the problematic numbers marked in bold, the table gives useable data. Since

normalising the data is feasible in a case in which the original metric is not of importance

(Hair et al. 1998; Maruyama 1998; Klein 1998), and as this transformation has the potential of

dealing with possible heteroscedasticity problems, the data was normalised. Further, because

missing values may cause problems in the computations (Klein 1998), the choice was made to

impute the missing values (less than 5% of the observations) with the series means. Still fur-

ther, six observations were removed from the data as outliers. After this, the two–item scales

were summated to form the composite scales for estimating the phase-two structural model.
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The following table shows the covariances (diagonal and below the diagonal) and corre-

lations (above the diagonal) of the summated scales.

TABLE 2. Associative variation existing in the summated scales.

ACQUI PL CONF COOP SEC ALT REW EPERF COST INV

ACQUI 0.83 –0.4** 0.47** 0.67** 0.62** 0.16* 0.69** 0.68** –0.57** 0.44**
PL –0.29 0.65 –0.28** –0.39** –0.35** –0.23** –0.44**– 0.47** 0.34** –0.4**
CONF 0.41 –0.22 0.89 0.47** 0.46** 0.14* 0.45** 0.47** –0.41** 0.4**
COOP 0.53 –0.28 0.40 0.85 0.57** 0.21** 0.69** 0.65** –0.59** 0.6**
SEC 0.50 –0.25 0.41 0.48 0.84 0.14* 0.48** 0.48** –0.57** 0.32**
ALT 0.11 –0.13 0.10 0.15 0.09 0.78 0.21** 0.21** –0.1 0.26**
REW 0.56 –0.35 0.41 0.52 0.39 0.17 0.93 0.75** –0.55** 0.51**
EPERF 0.57 –0.36 0.41 0.55 0.42 0.14 0.90 0.95 –0.48** 0.51**
COST –0.45 0.25 –0.34 –0.48 –0.48 –0.06 –0.40 –0.41 0.81 –0.33**
INV 0.36 –0.31 0.36 0.50 0.28 0.20 0.44 0.46 –0.27 0.89

As the table shows, in the exogenous structure, the correlations between Economic Per-

formance (EPERF) and Relationship Rewards (REW) are higher than desirable. This could be an

indication of multicollinearity, but as such the threshold of 0.9 (Klein 1998) is not exceeded.

To gauge the validity and reliability of the measurements the items were first put through

a oblique rotated PAF (principal axis factoring) separately for both the exogenous items and

the outcome items. These factor analyses reproduced the same structure as the hypothethisised

loadings would dictate. Thus one can conclude convergent validity existing. To assess con-

struct and discriminant validity separate measurement models for the exogenous and outcome

concepts were computed using Lisrel 8.3 software package. The measurement model of the

exogenous variables had the fit information of Chi–square 43.8 (p = 0.016), rmsea 0.073, GFI

0.94, and Cfi 0.96. Respectively for the outcomes the figures were Chi-square 17.45 (p = 0.18),

rmsea 0.048, GFI 0.97, and CFI 0.99. Even though the measurement model of the exogenous

variables has a chi-square p-value below the recommended 0.05 the sample size corrected

figure (chi-square/d.f) 43.8/26 = 1.68 is well below the limit of 3 set by Kline (1998, p. 131).

All other figures speaking for a good fit, one can conclude measurement validity existing. To

asses the construct validity of the ideas developed two structural models were estimated. The

following presents the results of the model estimations.

6 ESTIMATING THE MODEL

This section continues with a presentation of two different estimated models. The first is the

theoretical model developed earlier and estimated from the data. The second is the same model
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in a reduced form. As such, the latter model is weaker in its theoretical interpretation, but

should be viewed from two directions;

a) The modified model represents a true model existing in the data, and the non-rele-

vant material has been removed via the modifications.

b) The modifications arise from problems in the measurement, and as the core aim of

the research was to tackle the structural nature of the phenomenon, the modified

model best represents this structure. Thus, the idea here is to concentrate on the

sequential nature (exo-mediating-outcomes) and layering (emotional-calculative) of

the model, and to judge whether this is in line with the theoretical ideas developed

earlier. The estimation is done utilising the Lisrel 8.3 software package.

The following figure depicts the theory-driven model.
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As the figure shows, the model is identified and has a good fit even though the signifi-

cance of the chi-square is below the limit of 0.05. Thus, it seems that the sample size is al-

ready approaching the critical point as a sample-size corrected (chi-sq./d.f.) measure gives on

acceptable fit (37.31/22 = 1.693). The model stands as the theory proposed, but there is an

FIGURE 2. The Theoretically Driven Model (n = 224), d.f. 22, Chi-Square = 37.31 (P = 0.022), RMSEA
0.056, GFI 0.97, NFI 0.97, CFI 0.99.

3 Hair et al., (1998) suggest that this figure should be between 1 and 2, while Maruyama (1998) suggests that it
should be between 1 and 3.



256

L T A  3 / 0 4  •  S .  B E R G H Ä L L

identification problem related to the estimation process itself – the concept of calculative com-

mitment is perfectly explained. This results in the error variance of Calculative Commitment

(CalcCom) going negative. Therefore, as suggested by Hair et. al. (1998), the problem was

solved by setting the error variance close to zero. However, as this problem was a minor one,

it did not affect the validity of the results.

The next phase was to find out whether a sub-model of the enhanced model would work

better. It was also decided to leave the less significant4 part of the multicollinearity problem

out of the estimation. Further, the measurement of Perceived Relational Investments (INVESTME)

seem to load on only Calculative Commitment (CalcCom). Also, on the outcome side, the model

was reduced to two levels of behavioural intentions. These were the intensity of the mutuality

of the conscious level signalling (propensity to signal co-operation) and the degree with which

the person evaluates his/her partner as offering a secure relationship. These two behavioural

intentions are thus seen to capture the long-term orientation of the relationship. These thus

compose a measure of the degree to which the relationships are relational at all. The out-

comes were labelled from the background model concepts as being co-operation (the propen-

sity to co-operate in the future) and trust (the degree to which the person involved feel emo-

tionally secure). Thus, this new social psychological explanation of industrial marketing rela-

tionships has the following structure:

FIGURE 3. The Modified Model (n = 224), d.f. 3, Chi-Square = 3.31 (P = 0.35), RMSEA 0.021, GFI
1.00, NFI 0.99, CFI 1.00.

4 Structurally less significant… leaving psychological rewards out would have distorted the whole model, while
investments could still be a proxy of the calculative value of the relationship.

 
 
 
 
 
 
 
 
 
 
 
 
 

ALTERNAT0.78 

PSYCOST 0.81 

INVESTME 0.89 

PSYREW0.93 

CalcCom 

ECom 

COOPERAT 0.28 

TRUST 0.40 

0.75 

0.67 

0.77 

0.04 

0.42 

-0.67 

0.38

-0.06 

0.20 

-0.27

-0.40 

0.44 



257

C O M M I T M E N T ,  T R U S T  A N D  R E L A T I O N S H I P S  I N  T H E  F O R E S T  I N D U S T R Y

Again, the model is identified but also has a significantly better fit (with a chi-square de-

crease of 34 with 19 d.f. and higher fit-index figures). All of the coefficients are significant. The

model-fit measures are so good that one could almost argue that it is over-identified. Therefore it

is critical to test this modified model in other settings and with other data later on. However, the

simplicity and the intuitive appeal of the model support the core ideas presented in the theoreti-

cal argumentation. Perceived costs are still the most influential exogenous concept, with the

effect being visible in Calculative Commitment (CalcCom) via the mediating effect of Emotional

Commitment (ECom). As such, it provides tentative support for the notion that the emotional

layering of the phenomenon could be seen as containing basic holistic evaluations of the rela-

tionship. With the emotional content removed, the cognitive dimensions of the exchange would

prevail, thus altering the relationship from a relational-oriented to a transactional one.

7 DISCUSSION

It seems that changes in the mode of competition has lead to the need to understand how we

structure our perceptions. Thus, two different paths of development give accentuated meaning

to relational matters. These are the publicity of organisations leading to relational bonding

from the target-audience side, and the increasing complexity of production systems leading to

network production. The first establishes the societal institutions as quasi-persons and the lat-

ter puts critical value on the ( ”production”) efficiency of the social system itself. Thus, the

future seems to point to an increasing need to understand the socio-economic exchanges go-

ing on in instrumental relationships. This type of modelling is also at the core of discourse on

marketing as exchange.

What, then, is the internal logic of relationship perceptions? Given that the flux of per-

ceptual images is a representation of subjective evaluations, the symbols of this flux are an

”explicit” indicator of the content of relational adaptation. Thus, the image flow also presents

the internal and external signals that get through to the psychological processors. In viewing

the model created, it presents itself as a ”net” for capturing the flow of perceptual images. The

images are structured in a certain way, and arise from certain antecedents while resulting in

some other outcomes.

Nevertheless, in the context of the core logic of the model, the exogenous variables de-

fine what kind of propensities to co-operate exist in the long term, and also the level of emo-

tional security5 that exist. Given that these concepts are descriptive of close interaction, they

could also be seen as reflectors of the closeness of the dyad.

5 Emotional security could also be labeled as trust. It would then resemble the Rempel, Holmes and Zanna
(1985) dependability dimension of the interpersonal trust scale.
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In terms of the theoretical-background models, the present view of relationship percep-

tions speaks the same language as the Morgan and Hunt (1994) KMV model, and at the same

time is in line with Rusbult’s (1980) ideas of Relationship Investments. These models put for-

ward a view of the holistic evaluation of calculative and emotional commitment as a ”still

photo” of the continuous flow of perceptual images, while the one presented here is also a

tool for capturing the psychodynamics of socio-economic settings. It thus captures relation-

ship perceptions at a single point in time and presents the viewer with an idea of what the

”fibres” are that tie the dyad members together. This description also points towards the ”rea-

sons” why things exist as they do. Two holistic evaluations, the conscious and the emotional,

describe how the relationship is perceived .

Therefore, as the model is based on the KMV model (Morgan and Hunt 1994), the Invest-

ment Model (Rusbult 1980 and 1983), two-dimensional views of relationship commitment

(Lydon, Pierce and O’Regan 1996), the core ideas of social-exchange theory (Thibaut and Kel-

ley 1959), and on classic views of the structure of perceptions (Lewin 1935), symbolic interac-

tionism (Mead 1934) and ideas on marketing as exchange (Bagozzi 1975b), and as it succeded

in surviving this preliminary test, it could be argued that socio-economic exchanges consist of

two holistic evaluations. These evaluations happen on the conscious (cognitive) and on the

emotional (affective) levels. Further, as Wiselquist, Rusbult, Foster and Agnew (1999) suggest,

commitment is a precursor of trust and not vice-versa. Still, as Fletcher, Simpson and Thomas

(2000) argue, relationship quality is an outcome (i.e. a behavioural intention) of basic rela-

tionship evaluation (here, long-term orientation and trust). However, considering the special

nature of socio-economic engagements (in contrast to normal casual interpersonal engage-

ments), one might suppose that cognitive interdependence, which is sometimes considered to

be related to close interpersonal engagements (Agnew, Rusbult, van Lange and Langston 1998),

should not be an issue here. Thus, the factors mentioned (satisfaction, commitment, intimacy,

trust, passion, and love) as the basis of perceptions of relationship quality in close interperson-

al relationships appear to present instrumental relationships (socio-economic relationships) as

different from close interpersonal engagements. It follows that, while relationships become part

of self-conceptions in close interpersonal engagements (Agnew, Rusbult, van Lange and Lang-

ston 1998), this is likely not to be the case in instrumental relationships. Thus, while the in-

strumental engagement might well become a part of self conception the relationships related

to this engagement will not.

8 LIMITATIONS

This work discusses relationship perceptions through the concept of commitment and its dif-
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ferent definitions. The disciplinary discussion of the different conceptualisations of trust, in-

volvement and possible other moderators are discussed only briefly, and not tested at all. There-

fore, the view put forward stands only on the stilts that have been discussed and tested.

The concepts discussed embrace a lot of material that is relevant in explaining relational

exchanges. However, some alternative ways of framing and defining them may still exist. Those

excluded from the models, in particular, need addressing in the future.

A further limitation is that the testing was done on a single relationship using a single

measurement instrument, so there is probably some level of method bias (Maruyama 1998,

p.89). Therefore, in the future, it would be necessary to devise some sort of multimethod-mul-

titrait test setting to provide the conditions in which to estimate method bias.

9 MANAGERIAL IMPLICATIONS

From a relationship managers point of view the results indicate points to concentrate ones

relationship management efforts. The psychology of the relationships is condensed around the

concepts of Relationship Rewards and Relationship Costs. As can be seen, in fig. 3, especially

efforts which reduce perceived relationship costs (i.e emotional burden, threats, perceptions

of opportunism, unfair treatment or just complexity of interaction) produce direct benefits con-

cerning trust. The efforts also have a significant effect on the propensity to co-operate. Thus,

an increase in Relationship Rewards and/or a decrease in perceived costs are likely to be much

more effective in relationship management than trying to separate oneself from others (alterna-

tives were not significant in this study).

The visible (cognitive) processing seems to condense into the concept of Relationship In-

vestments. For the relationship manager this means that all sorts of mutual activities (presenta-

tions, contacts, trade shows etc.), to which the relationship manager is able to involve some-

how the forest owner, produces relationship investments that have an effect on propensity to

co-operate. Simplifying one could describe relationship investments as some sort of "familiari-

ty" with the relational counterpart. Thus, from a relationship manager's point of view, any ef-

forts, which engage the forest owner, produce direct benefits in the willingness of the forest

owner to co-operate.

Combining from the above, one can say that the agenda of the relationship manager in

this forest sector dyad is very different compared to a transactional (low-involvement) forest

owner. So while in mass marketing repeating exposure to a product, and further, differentiat-

ing ones offer from others is vital, here familiarity and easiness of approaching the round-wood

buyer seems to provide the clues to beneficial long-term outcomes.

Putting the same issues the other way around presents relationship dissolution situations
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susceptible to mis-management. This is because, if true emotional-level relationships exist, end-

ing a relationship abruptly presents the client with stress beyond conscious processing. This

stress is visible as non-trusting behaviours and thus the outcome is likely to be conflict prone

(in line with Morgan and Hunt, 1994 and the concept of Functional Conflict). True relation-

ship dissolution (aiming at minimising the conflict) therefore tries to get the customers own

agreement on the unfavourable situation. Even though this might be tough for all it provides

the customer a possibility to cut short the emotional ambiguity induced by the dissolution. In

the long-run this might be beneficial for the company a) by reducing negative word-of-mouth,

b) by increasing the propensity by which the ex-customers can be regained. Here just normal

methods of after marketing might go a long way.   �

LITERATURE CITED

ANDERSON, E. and WEITZ, B. (1992), Determinants of Continuity in Conventional Industrial Channel
Dyads, Marketing Science, Vol.8 , 310–323.

ANDERSON, HÅKANSSON, H. and JOHANSON, J. (1994), Dyadic Business Relationships Within a
Business Network Context, Journal of Marketing, Vol. 58 (October), p. 1–15

ARRIAGA, X.B. and AGNEW, C.R. (2001), Being Commited: Affective, Cognitive, and Conative
Components of Relationship Commitment, Personality and Social Psychological Bulletin, Vol. 27,
(September), pp. 1190–1203.

BAGOZZI, R. (1975a), Marketing as Exchange, Journal of Marketing, Vol. 39 (October), p. 32–39.

–. (1975b), Social Exchange in Marketing, Journal of the Academy of Marketing Science, Vol. 3, p. 314–
327.

BECKER, H.S. (1960), Notes on the concept of commitment, American Journal of Sociology, Vol.66, 32–
40.

BUI, PEPLAU & HILL (1996), Testing the Rusbult Model of Relationship Commitment and Stability,
Personality and Social Psychology Bulletin, Vol.22, No.12, 1244–1257.

BURKE, P.J. and REITZES, D.C. (1981), The Link Between Identity and Role Performance, Social Psychology
Quarterly, Vol. 44, p. 83–92.

CANNON, J.P. and PERRAULT, W.D. (1999), Buyer-Seller Relationships in Business Markets, Journal of
Marketing Research, Vol. XXXVI (November), p. 439–460.

CELLY, K.S. and FRAZIER, G.L. (1996), Outcome-Based and Behavior-Based Coordination Efforts in
Channel Relationships, Journal of Marketing Research, Vol. XXXIII (May), p.200–210.

DWYER, SHURR, P.H. and OH, S. (1987), Developing Buyer-Seller Relationships, Journal of Marketing,
Vol. 51, No.2, 11–27.

FEIN, A.J. and ANDERSON, E. (1997), Patterns of Credible Commitments: Territory and Brand Selectivity
in Industrial Distribution Channels, Journal of Marketing, Vol. 61, No.2, 19–35.

FLETCHER, SIMPSON, THOMAS, (2000), The Measurement of Perceived Relationship Quality
Components: A Confirmatory Factor Analytic Approach, Personality and Social Psychological Bulletin,
Vol. 26 (March), no. 3, pp. 340–354.

FREUD, S. (1991), Introductory Lectures on Psychoanalysis, Penguin Books, London. (Original date of
publishing 1915–1917)

GABARINO, E. and JOHNSON, M.S. (1999), The Different Roles of Satisfaction, Trust, and Commitment
in Customer Relationships, Journal of Marketing, Vol. 63 (April), p. 70–87.

GANESAN, S., (1994), Determinants of Long-Term Orientation in Buyer-Seller Relationships, Journal of
Marketing, Vol 58 (July), pp. .



261

C O M M I T M E N T ,  T R U S T  A N D  R E L A T I O N S H I P S  I N  T H E  F O R E S T  I N D U S T R Y

GEYSKENS, STEENKAMP, J-B. and KUMAR, N. (1999), A Meta-Analysis of Satisfaction in Marketing
Channel Relationships, Journal of Marketing Research, Vol. XXXVI (May), p. 223–238.

GRUEN, SUMMERS and ACITO (2002), Relationship Marketing Activities, Commitment, and Membership
Behaviours in Professional Associations, Journal of Marketing, Vol. 64 (July), p. 34–49.

GUNDLACH, ACHROL, R.S. and MENTZER, J.T. (1995), The Structure of Commitment in Exchange, Journal
of Marketing, Vol.59, No.1, 78–92.

HAIR, ANDERSON, TATHAM, and BLACK, (1998), Multivariate Data Analysis, Prentice Hall, Upper Saddle
River, New Jersey.

HUNT, S.D. (1991), Critical Issues in the Philosophy of Marketing Science, Yale University Press, New
Haven.

KELLEY, H. and THIBAUT, J. (1978), Interpersonal Relationships: A Theory of Interdependence, John Wiley,
New York.

KLINE, R. (1998), Principles and Practice of Structural Equation Modeling, The Guilford Press, New York

LEWIN, K. (1935), A Dynamic Fied Theory, McGraw-Hill, New York.

LYDON, PIERCE & O’REGAN (1997), Coping with Moral Commitment, Journal of Personality and Social
Psychology, Vol 73, No.1, 104–113.

MARUYAMA, G. (1998), Basics of Structural Equation Modeling, Sage Publications, Thousand Oaks.

MEAD, G.H., (1934), Mind, Self and Society, University of Chicago Press, Chicago.

MEYER, J.P. and ALLEN, N.J. (1991), A Three-Component Conceptualization of Organizational
Commitment, Human Resource Management Review, no. 1, pp. 61–89

MORGAN, R.M. and HUNT S.D. (1994), The Commitment-Trust Theory of Relationship Marketing, Journal
of Marketing, Vol 58 (July), pp. 20–38.

MOORMAN, DESHPANDE, R. and ZALTMAN, G. (1993), Factors Affecting Trust in Market Research
Relationships, Journal of Marketing, Vol 57 (January), pp. 81–101.

REMPEL, HOLMES & ZANNA (1985), Trust in Close relationships, Journal of Personality and Social
Psychology, vol. 49, No.1, 95–112.

RUSBULT C.E. (1980), Commitment and Satisfaction: A Test of the investment model, Journal of
Experimental Social Psychology, Vol. 16, 172–186.

RUSBULT C.E. (1983), A Longitudinal Test of the Investment Model, Journal of Personality and Social
Psychology, Vol. 45, No.1, 101–117

SARBIN, T.R. and ALLEN, V.L. (1968), Role Theory, in Handbook of Social Psychology, 2nd edition, eds.
Lindzey and Aronson, Addison-Wesley Publishing Company, Reading.

SEKARAN, U. (2000), Research Methods for Business – A Skill Building Approach, John Wiley & Sons Inc,
New York.

SHETH, J., PARVATIYAR, A. (1995), The Evolution of Relationship Marketing, International Business
Review, Vol. 4, No. 4, 397–418.

STRYKER, S. and STATHAM, A. (1985), Symbolic Interactionism and Role Theory, in Handbook of Social
Psychology, eds. Lindsay and Aronson,

THIBAUT, J. and KELLEY, H. (1959), The Social Psychology of Groups, Wiley. New York.


