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Abstract

Business relationship value is a quite complex phenomenon. It has economic, social, and
time dimensions. It means different things at episode, relationship, and network level. In each
level, it presents a combination in time of different economic and social elements. Each person
involved in the same business relationship perceives this combination differently. However, it has
also a collective perception at least by two groups of people, members of buying centre on one
side and selling centre's members on the other side.

What is the buyer's perception of business relationship? What are its main elements and
how are they structured? How individual perceptions of the buying centre members' do influence
the collective vision of the value of a business relationship? What is the opinion on the seller’s
side? How do they perceive the value of the same business relationship? Is this perception the
same or quite different from the buyers' one? Do they evaluate an importance of the same
elements similarly or differently to the buyers?

Continuing our previous research, using of individual and collective causal maps in this
paper we attempt to answer some of these questions. We study a buyer’s and a seller’s sides of
the same business relationship. Group interviews with involved people at the buyers’ and sellers’
sides have been held. Two different lists of items have been used to generate and to emerge the
main perceived elements of the business relationship value. Using these elements individual
causal maps have been constructed for all group members. Special software is applied to
elaborate four different types of collective causal maps based of the individual data. In our paper,

we analyse these maps and perform a comparative analysis to define a collective perception of the



value of the same business relationship. Some first findings emphases the important role of social

elements (relationship security, network aspects) of the business relationship value.

Subject areas: business relationship, group decision support, cognitive mapping.

REFERENCES

Anderson, J.C. (1995) Relationships in business markets: Exchange episodes, value creation, and
their empirical assessment In: Journal of the Academy of Marketing Science Volume 23, No.4,
pp-346-350

Anderson, J.C. -Narus, J.A. (1999) Business market management, Understanding, creating and
delivering value, New Jersey, Prentice Hall

Anderson, J.C.-Hakansson, H.-Johanson, J. (1994) Dyadic business relationships within a
business network context In: Journal of Marketing Volume 58, No.4, pp.1-15

Axelrod R.: (1976). Structure of Decision: The Cognitive Maps of Political Elites. Princeton
University Press, New Jersey

Bougon M. G. (1992) Congregate cognitive maps: a unified dynamic theory of organisation and
strategy. In: Journal of Management Studies Volume 29, No.3, 324-348.

Bouzdine-Chameeva T., Michrafy M. (2000) "Methodology of Cognitive Mapping Applied in
Group Decision Support”, Groupe ESC Bordeaux, Cahier de Recherche n° 15



Chameeva T., Rakotoarivelo C., Trahand J. (1997) ANCOM- decision support system for
analysis of cognitive maps. In: Proceedings of the g European Workshop on Group Decision
Support, Grenoble, March 1997.

Eden C. (1991) Cognitive mapping: a review, In: European Journal of Operations Research
Volume 36.

Eden, C., Ackermann, F. (1998). Making Strategy: The Journey of Strategic Management. Sage
Publications

Eden, C., Spender, J.-C. (1998) Managerial and Organisational Cognition, Sage Publications
Ford, D. (ed.) (1990) Understanding business markets: Interaction, relationships and networks,
First edition, London, Academic Press

Ford, D.-Gadde, L.E.-Hakansson, H.-Lundgren, A.-Snehota, I.-Turnbull, P.-Wilson, D. (1998)
Managing business relationships, Chichester, John Wiley

Ford, D.-McDowell, R. (1999)Managing business relationships by analysing the effects and value
of different actions, In: Industrial Marketing Management Volume 28, No.3, pp.429-442
Gassenheimer J.B., - Houston F.S. -Davis J.C. (1998) The role of economic value, social value,
and perception of fairness in interorganizational relationship retention decision, In: Journal of the
Academy of Marketing Science, Volume 26, No 4, pp.322-337

Ginsberg A.: (1989) Construing the business portfolio: a cognitive model of diversification, In:
Journal of Management Studies, Volume 26, 4, pp.356-367

Hakansson, H. (ed.) (1982) International Marketing and Purchasing of Industrial Goods: An
Interaction Approach, Chichester, John Wiley & Sons

Hakansson, H.-Snehota 1. (eds.) (1995) Developing relationships in business networks, London,
Routledge

Huft, A. (1998) Mapping Strategic Thought. New Y ork: Wiley

Jantrania, S. -Wilson D.T., (1999) An exploratory study of value relationship, In: McLoughlin D.
and Horan C. eds., Proceedings of the 1 5™ Annual IMP Conference, University of Dublin,
Langfield -Smith K. (1992) Exploring the need for a shared cognitive map. In: Journal of
Management Studies, Volume 29, No.3, pp.349-368



Mandjak, T.-Durrieu, F. (2000 ) Understanding the non-economic value of business relationships
In: Ford, D.,- Naudé, P.-Turnbull, P.W. (eds.) 16th IMP Conference, Work in progress papers,
CD-Rom, Bath, pp.1-17

Ravald, A.-Grénroos, Ch. (1996) The value concept and relationship marketing In: European
Journal of Marketing Volume 30, No.2, pp.19-30

Reddy, M.N. (1991) Defining product value in industrial markets, In: Management Decisions,
Volume 29, No.1., pp.14-19

Stabell, Ch.B.-Fjeldstad, O.D. (1998) Configuring value for competitive advantage: on chains,
shops, and networks In: Strategic Management Journal Volume 19, pp.413-437

Turnbull, P (1990) A review of portfolio planning models for industrial marketing and purchasing
management In: European Journal of Marketing Volume 24, No.3, pp.7-22

Turnbull, P., Ford, D.-Cunninghham, M. (1996) Interaction, relationships and networks in
business markets: an evolving perspective In: Journal of Business & Industrial Marketing
Volume 11, No.3/4, pp.44-62

Turnbull, P.-Valla, J.P. (eds.) (1986) Strategies for international industrial marketing, London,
Croom Helm

Turnbull, P.W.-Topcu, S. (1996) Portfolio analysis in the management of supplier-customer
relationships across three county markets: An exploratory study In:25th EMAC Conference 14-17
May 1996, Marketing for an expanding Europe, Beracs, J.-Bauer, A.-Simon, J.(eds.),
Proceedings, Volume II., Budapest University of Economic Sciences, pp.1183-1198

Turnbull, P.-Zolkiewski, J. (1997) Profitability in customer portfolio planning In: Ford, D. (ed.)
Understanding business markets: Interaction, relationships and networks, Second edition,
London, Dryden pp.305-325

Walter, A.-Ritter, Th.-Gemiinden, H.G. (2000) Value-creation in buyer-seller relationships:
Theoretical considerations and empirical results from a supplier's perspective Working paper,
Forthcoming

Weick K. E. (1979) Cognitive processes in organisations. In: Staw B., (ed.) Research in
Organisational Behaviour, JAI Press, Greenwich

Wilson, D.-Moller, K. (1995) Business marketing: an interaction and network perspective,

Boston, Kluwer Academic Publishers



Wilson, D.T. (1995) An integrated model of buyer-seller relationships In: Journal of the Academy
of Marketing Science Volume 23, No.4, pp.335-345

Wilson, D.T. (1997) Relationship management and value creating networks, Working draft
presented at the /3th IMP Conference in Lyon, pp.1-16

Wilson, D.T. -Jantrania, S. (1996) Understanding the value of a relationship In: Asia - Australia
Marketing Journal Volume 2, No.1, pp.55-66



	Different Perceptions of Business Relationship Value
	Abstract

