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creases it also leads to natural incentives to ally.
Thus, the question is what is at the core of form-
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normal tools of management and marketing
suitable for the new development? How could
we do better if we understood what relationships are about? These are the timely questions
that this research approaches. While they are
certainly huge questions as such, and a lot of
disciplinary work has been done on this both
in the US, Imp and Nordic School arenas, this
the research was able to provide some new answers to how an individual, on the perceptual
level, behaves in market relational settings.
The core in answering the arising questions was to combine both the marketing and
the social psychological explanations of how relationships function. By bridging this gap a simple and clear model of relational engagements
was built. However, the limitation naturally
arises out of the single dyadic setting that was
used to test the model. But, this one-sided dyadic view was warranted because by understanding how an individual perceives ”the
other” one is able to built a general view into
how the social elements of networking affect
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reflect this. Thus, the core questions is why re-
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lationship have become so important now? It

el provides a broader spectrum of relevant

seems that the answer lies in a paradox of mod-

fields. The result frame relationships as intuitive

ern competition – while the competition in-

or emotional by nature. The model gives a de-
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scription of the content of the intuition or emotion. Thus it provides the relationship manager
with a view into how to manage the relationship.
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