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Background

Research project

e Acronym: FOODCOMM

Key factors influencing economic
relationships and communication in
European food chains

 More information at www.foodcomm.eu



http://www.foodcomm.eu

universitéitbonnl

Introduction

Research questions Sustainable B2B relationships

* Insights into the status quo on  Relationship quality focuses on
sustainable relationships Inter-personal social-emotional

« |dentification and measurement factors (Lang and Colgate, 2003)
of key driving forces  Relationship strength covers

dynamic aspects and considers
non-coercive and coercive
behaviour and past chain
experiences (Pressey and Tzokas,
2004) .
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SEM results from the analysis of the aggregated dataset
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Determinants of sustainable relationships
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Conclusions

The sustainability of German B2B relationships can be improved by
 improving communication quality - a high communication quality
Increases transparency of exchange and builds up trust,
 develop personal bonds through retention of key staff that fit with those
they transact with,
e treating their business partner equally,

e putting a higher emphasis on commercial reward.
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