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ABSTRACT 

 

Recently, supply chain management has played an important role in enabling businesses to 

succeed in their goals, gain competitive advantage, and improve their performance. As a 

result, there has been extensive research into strategic supply chain management with the aim 

of improving business performance along each stage of the supply chain. This is because in 

the current business world, supply chain relationships are crucial in influencing many 

companies to continuously adopt proper supply chain management practices. However, there 

has been no attempt to study the impact of the supply chain relationships involving  trust, 

commitment, strategic supplier partnerships and customer relationships management of the 

LPG supply chain in Indonesia. This study is a critical analysis of literature to develop the 

conceptual framework that is proposed as the basis for analysing the relationship among 

domains of the supply chain and LPG supply chain performance. 
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INTRODUCTION:  SUBSIDIZED LP-GAS (PROPANE) MARKET 

 

The Indonesian Government employs a policy of subsidizing household cooking energy. The 

annual subsidy for this energy reached $2.5 billion (all monetary amounts are in US dollars) 

in 2006 [1, 2], and the amount of subsidy has increased every year since. The traditional fuel 

for household cooking was kerosene. Its increasing price caused an increase in the amount of 

subsidy. The procurement, management, and distribution of the subsidized kerosene was 

outsourced to a government-owned oil company, Pertamina [3]. This company has enjoyed 

monopoly rights since it was established. The government’s intention in granting the 

monopoly was to regulate and protect the market and people’s welfare. The regulation is 

implemented through price control of the kerosene retail price. The amount of subsidy was 

set at 85 cents per litre. 

 

During the last five years, the subsidy has drained the government budget. To reduce the 

amount of subsidy, the government initiated in 2007 a conversion of household cooking fuel 

to LP-gas (known locally as Elpiji) [1, 2]; this gas is also known as propane or LPG. The 

reduction of subsidy that was expected from the conversion to LPG was estimated to be $1.7 

billion annually. The amount of saving is computed based on the following [4]: 

 1 litre of kerosene is equivalent to 400 grams of LPG. 

 The subsidy for kerosene is 85 cents per litre. 

 The subsidy for LPG is 67 cents per kilogram. 

 The current annual subsidy for kerosene is $2.5 billion. 

 The retail price of subsidized LPG is 45 cents (4,250 Indonesian rupiah) per kilogram; 

this retail price is set by the government. 



2 

 

The subsidized LPG is packaged in a 3 kilogram green steel bottle. This special bottle is 

designated for subsidized LPG. There are two other types of bottles in circulation, i.e. 12 kg 

and 50 kg bottles, which package non-subsidized LPG and are beyond the scope of this 

research. 

 

During 2007 and 2008, the conversion program distributed 3.5 million and 12.5 million 

bottles respectively. The target of the conversion was to circulate an additional 13.3 million 

and 12.8 million bottles during 2009 and 2010 respectively. Based on these figures, by the 

end of 2010 the LPG consumption in Indonesia will reach 4.1 million metric tonnes of LPG 

per year, and the logistics system will demand a distribution channel for 42 million bottles [2, 

5]. 

 

There are two risks that may prevent the fulfilment of this demand. The first risk arises from 

the scale of the distribution channel, which has a capacity of 42 million bottles spread 

throughout the 1.9 million square kilometre archipelago of Indonesia. The second one arises 

from the existing inadequate capacity of infrastructure for storage, transportation, refill 

stations, distribution channels, and retail outlets. 

 

The likelihood of the risks is already indicated by consistent and frequent interruptions of 

supply, one of which lasted as long as one week. Another malfunction of the current LPG 

supply chain is indicated by an actual retail price that is higher than the USD 45 cents set by 

the government. This retail price violates the price regulation [4]. These events are 

symptomatic of a sub-standard performance of the existing supply chain of the subsidized 

LPG. 

 

This research will analyse the structure and performance of the existing supply chain, and 

will propose improvements in the existing supply chain. 

 

THE STRUCTURE OF THE INDONESIAN LPG SUPPLY CHAIN 

 

Based on ownerships and business processes, the supply chain of LPG can be divided into 

four levels, each with its own external and internal environment. Upstream, there are 

producers and importers. The producers and importers sell LPG to Pertamina, which is in the 

second level of the supply chain, based on contracts involving pure B2B agreements. The 

Government of Indonesia is not involved in the business between these levels [5]. 

 

The sole occupant of this second level is Pertamina, with all of its privilege for monopolizing 

the LPG market. Pertamina sells bulk LPG to the companies in third level. They refill LPG 

bottles and sell the filled bottles to the companies in the fourth (last) level. To become a 

member of the third level, a company is required to lodge an application to Pertamina, which 

will approve or reject the application. This scheme of membership is backed up by 

government regulation [5, 8], a  practice that strengthens the dominance of Pertamina across 

the downstream component of the supply chain of LPG.In the supply chain literature, the 

relationship between the monopolizing Pertamina and the third level is known as a lock-in 

situation, in which the operations of one party (companies in the third level) depend heavily 

on the other party, that is Pertamina [6, 7]. 
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Finally, the fourth (last) level within the supply chain sells the bottled LPG to consumers who 

use the fuel for household cooking purposes. The companies in the fourth level buy bottled 

LPG from the third level. The sale conditions require an exchange of empty bottles from the 

fourth level companies for full bottles from the third level companies. Similar to the 

membership of the third level, a company is required to lodge an application to Pertamina for 

membership in the fourth level. 

 

Apart from companies in these four levels, there are supporting companies that provide 

transportation, warehousing, and logistics. The cost structures of these services are regulated 

at 4 cents for transportation and 1 cent for profit margin per kilogram of LPG. 

 

These fees receive much criticism, in particular process of their calculation is unclear. A 

report covering a similar situation in the Spanish LPG market analyses a lock-in supply-chain 

[9], and will be used as a basis for the development of the conceptual framework in this 

research. 

 

Besides the official structure of supply chain levels described above, the Indonesian LPG 

supply chain recognizes another, unofficial level. The firms at this level are known as sub-

agents. The presence of this level poses several problems. The service that this level provides 

is: (a) absent in the design of the supply chain, and (b) the service charge is passed on to 

consumers. This charge is a reason why the there is violation of the government’s desired 

LPG retail price at 45 cents. Many reports suggest that this level comprises the firms that in 

fact provide access to the subsidy. This level actually performs a critical function to the 

distribution of the subsidized LPG, despite the illegal nature of its existence. This level will 

be formalised in this research in order to represent an actual functioning supply chain. 

 

THE RESEARCH QUESTION AND OBJECTIVES 

The main research question in this paper is: “How do supply chain relationships such as trust, 

commitment, strategic supplier partnership, and customer relationship management (CRM) 

affect supply chain efficiency and supply chain responsiveness in the Indonesian LPG 

enterprises?” 

 

There are two objectives in this research project: 

1. to describe the LPG supply chain framework in Indonesia, and 

2. to develop a conceptual framework of supply chain relationship factors impacting on 

supply chain efficiency and responsiveness for the Indonesia LPG industry. 
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CONCEPTUAL FRAMEWORK 

 

This section contains a conceptual framework of the Indonesia LPG Supply Chain 

Relationships (see Figure 1). There are two elements of this conceptual framework. First, the 

supply chain relationships of the Indonesia LPG industry can be segmented into four sub-

elements: trust, commitment, strategic supplier partnerships, and customer relationships. 

Second, supply chain performance indicators are divided into two sub-elements: efficiency 

and responsiveness. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1 A Conceptual Framework of the Indonesia LPG Supply Chain Relationships 

 

RESEARCH HYPOTHESIS AND PROPOSED ANALYSIS 

 

H1: Trust improves efficiency 

H2: Commitment improves efficiency 

H3: Strategic supplier partnerships improve efficiency 

H4: Customer relationships management has a positive influence on 

efficiency 

H5: Trust improves responsiveness 

H7: Commitment improves responsiveness 

H8: Strategic supplier partnerships improve responsiveness 

H9: Customer relationships management has a positive influence on 

responsiveness 

 
In the analysis, the dependent variables are supply chain performance indicators, namely: 

efficiency and responsiveness. The independent variables are supply chain relationships, 

namely: trust, commitment, strategic supplier partnerships, and customer relationships. Factor 

analysis (Varimax Rotation method) was applied, combined with multiple regression, 

descriptive analysis and Pearson’s product moment correlation. 

 

Before doing the statistical analysis, several assumptions were tested. They included: 

 no outliers [10-12], 

 normality [11, 12], 

Relationship 

Dimensions: 

 Trust 

 Commitment 

 Strategic 

supplier 

partnerships 

 Customer 

relationships 

Supply chain 

performance: 

 Efficiency 

 Responsiveness 

INFLUENCE 
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 linearity [12], 

 no multicollinearity [12, 13], and  

 homoscedasticity [13, 14]. 

 

In addition, non-respondent bias was tested [15, 16] and reliability – validity tests were 

conducted [17-19]. 

 
 

LITERATURE REVIEW 

 
Trust 
 

There are several definitions of trust in supply chain relationships: 

 Trust is a general expectancy that the word of an individual or organisation can be relied 

on [20]. 

 Trust is the willingness to rely on a trading partner in whom one has confidence [21-27]. 

Confidence in supply chain relationships is based on reliability and integrity, which is 

related in turn to consistency, competency, honesty, fairness, responsibility, 

accountability, predictability and dependability [26, 28-30]. 

 Trust is the degree to which partners perceive each other as credible and benevolent [21, 

31, 32] and is expected to have a positive effect on the degree of collaboration in supply-

chain relationships. 

 Trust is “the belief that a party‟s word or promise is reliable and that a party will fulfil 

his/her obligations in an exchange relationship” [33, p.12]. 

 Trust is “the degree to which the channel member perceives that its relationship with the 

supplier is based upon mutual trust and thus is willing to accept short-term dislocation 

because it is confident that such dislocation will balance out in the long-run” [34, p.6]. 

 Trust is “one party‟s belief that its needs will be fulfilled in the future by actions 

undertaken by the other party” [35, p.33]. 

 Trust is “the firm‟s belief that another company will perform actions that will result in 

positive outcomes for the firm, as well as not take unexpected actions that would result in 

negative outcomes for the firm” [28, p.3]. 

 

Based on definitions above, there are possibly two ways to build trust in relationships among 

trading partners in the LPG industry: trading partners should demonstrate reliability in their 

operations, consistently performing as promised and meeting expectations; trading partners 

need full and accurate sharing of all information necessary for the effective functioning of the 

relationships. 
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Commitment  

Commitment is characterised by a long-term relationship, which can be defined as the 

willingness of each partner to exert effort on behalf of the relationship [27, 36-40]. 

Commitment and trust are dimensions of a business relationship that determine the degree to 

which each party feels they can rely on the integrity of the promise offered by the other.  

There are several previous studies on trust and commitment in the following: 

 

1. Trust is seen as central to successful relationships leading to higher levels of loyalty to 

the bargaining partner and thus to increased profitability because trust encourages 

partners to co-operate, seek long-term benefits and refrain from opportunistic 

behaviour [27, 28, 35, 41]. 

2. Research clearly shows that the presence of trust and commitment substantially 

improves the chances of successful supply chain performance (to increase the value 

delivered to end customers) [42]. 

3. Four dimensions of trust: honesty; safety; credibility and previous experience [43]. 

4. Trust and commitment (key influential constructs in channel relationships) have been 

considered in domestic buyer-seller relationships [27]. 

5. Trust has been examined in international buyer-seller relationships [44]. 

6. Trust is a strategic value of buyer-supplier relationships [45, 46] 

7. Collaborative relationships in SCM need trust and commitment for long-term 

cooperation along with a willingness to share risks [47] 

8. The concepts of trust and collaboration in the supply chain began to challenge the 

explanatory power of transaction cost theory [48, 49]. 

9. Trust with effective communication could create resources that lead to a competitive 

advantage [50]. 

10. Information sharing as a prerequisite for trust [51]. 

11. Trust and collaboration were becoming more prevalent in supply chain relationships 

because of their ability to reduce uncertainty [22, 52, 53]. 

12. Supply chain management is built on a foundation of trust and commitment [54]. 

13. The high levels of trust characteristic of relational exchange enable trading partners in 

supply chain to focus on the long-term benefits of the relationships [31, 55-66]. 

14. Trust is number one on the list of reasons why so many firms do not think that their 

partner relationships are working as well as they should [67]. 

15. Examine the nature and extent of commitment to supply chain collaboration and also 

the state of supply chain governance structures [68]. 

16. Top management commitment is a key component of successful implementation of 

SCM [69]. 

17. Trust and commitment can only be earned and built on actions such as 

communication, adaptation, cooperation, shared values, and quality satisfaction [66]. 

18. Three types of commitment emerge from the literature: calculative or continuance 

commitment, normative commitment, and affective commitment [70]. 

19. Commitment is viewed as critical in the literature of organisational purchasing 

behaviour. Researchers have used commitment as the most common dependent 

variable in buyer-seller relationship studies [71]. 

 

 

 

Trust and commitment for the LPG industry in Indonesia will improve relationships resulting 

in future value to both parties (buyer and seller). For example, in order for the relationship to 
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be sustained the supplier must deliver the correct stock, in the correct quantity, at a price that 

is reasonable to both parties. As a result, trust and commitment can improve supply chain 

performance (responsiveness and efficiency). For instance, it will allow trading partners in 

Indonesian LPG enterprises to maximise the efficiency of their capabilities and resources and 

lower their cost. 

 

Based on the discussion above and literature studies, trust and commitment (antecedent 

cooperative behaviour) are considered in this research. Thus, seven sub-elements of trust and 

commitment are developed in the questionnaire. They are: 

1. Our trading partners respect the confidentiality of all the information they receive from 

us. 

2. Our trading partners have been open and honest in dealing with us. 

3. Our transactions with trading partners do not have to be closely supervised. 

4. Our firm has invested a lot of effort in our relationship with trading partners. 

5. Our trading partners have made sacrifices for us in the past. 

6. Our firm and trading partners always try to keep our promises to each other. 

7. Our trading partners abide by agreements very well. 

 

In assessing these aspects of the supply chain, it will be essential to analyse the impact of the 

various aspects of regulation imposed on the LPG distribution system by the Indonesian 

Government. 

Strategic supplier partnerships 

Strategic supplier partnerships are “a co-operative and collaborative way in which buying 

and supplying firms interact to achieve mutually beneficial outcomes, these relationships 

position participants to be more competitive in the marketplace” [72, p.616]. Another 

definition of strategic supplier partnerships is the long-term relationship between the 

organization and its suppliers [22, 73-76]. They are designed to leverage the strategic and 

operational capabilities of individual participating organizations to help them achieve 

significant ongoing benefits. 

There are several studies on strategic supplier partnerships in different sectors. 

 

1. The evolution of supply chain partnerships in the British beef industry, driven by 

changing consumer demand, food safety legislation, a concentrated and highly 

competitive retail sector and the BSE crisis [77]. 

2. The use of procedural justice and distributive justice to measure the fairness of trading 

relationships is a useful and comprehensive way of categorizing the many different 

aspects of retail buyer behaviour in trading relationships with suppliers [78]. 

3. Long-term relationships influence the strategic and operational capabilities of 

individual participating organisations to achieve important ongoing benefits to each 

party (delivering value to customers and profitability to partners) [22, 37, 73, 75, 79-

83]. 

4. Elements of partnership in SCM are: high levels of communications; provide 

managerial assistance; exchange personnel; make relation specific investments and 

ensure suppliers have world-class capabilities [84]. 

5. Elements of partnership in SCM are: trust; coordination; information sharing; 

interdependence; information quality; joint participation (problem solving and conflict 

resolution) [22, 81, 85]. 
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6. Businesses seek to form strategic supplier partnerships to work closely together and 

eliminate wasteful time and effort [37, 86-88]. 

7. Four elements of strategic supplier partnerships are: long-term commitments; open 

communications and information sharing; emphasis on cooperative and continuous 

improvements and the sharing of risks and rewards of the relationships [24, 87, 89-92]  

8. Creating more cooperative and integrative relationships with key organisations 

(including effective supplier partnerships) can be a critical component of a leading 

edge supply chain [38, 76, 93-97]. 

9. Disagreements between the firms are mostly due to the inconsistent level of treatment, 

the failure in achieving goals as well as changing priorities of the partners [98]. 

10. Strategic partnerships improve information sharing among trading partners, and result 

in cost reduction, quality improvement and service enhancement [99, 100]. 

  

There is little previous research on LPG supply chain management. Thus, it is important that 

the research investigates whether the strategic supplier partnerships in the Indonesian LPG 

supply chain relationships can have positive or negative impacts on supply chain 

performance. Again, the inclusion of the influence of Indonesian Government regulation will 

be important to the assessment. 

Customer relationships 

One of the major challenges that most businesses experience is providing a consistent service 

level across the wide variety of customer touch points that it provides (for example, over the 

telephone, face-to-face contact and via email). The implementation of a suitable customer 

relationship management (CRM) process will allow the organisation to achieve this service 

consistency. The CRM system will also allow the company to come closer to its customers 

and more aware of their needs. Close customer relationships may lead to improved customer 

retention and also positive word-of-mouth promotion for businesses. 

Keeping existing customers is less expensive than attracting new customers, so businesses 

will gain from becoming more aware of their customers’ requirements [101]. The central 

point of a successful CRM system is information. This foundation of information is then 

utilised to deliver relevant services to the customer [102]. The information for each customer 

can then be shared within industry, providing a full 360-degree view of the customer [103]. 

As a result, the information within the CRM system must be kept up to date and relevant to 

the business. Development of new IT infrastructure within an industry may be required to 

assist the CRM process. 

While the introduction of a CRM system for the firm may assist in the improvement of 

customer relationships, customers will still require individual attention to their own unique 

needs. 

The development of the CRM process for the industry requires commitment from a number 

of different stakeholders within the company. Whilst dedication from senior management is 

seen as critical to success, a company-wide commitment is also required [104]. Employees 

must see the benefit from the system and its relationship to improving customer service in 

order for it to succeed. Without this commitment the CRM system will battle for credibility. 

In order to gauge the needs for the CRM process and what customers want, a survey, focus 

group or in-depth interview are to be developed. 

 

There are five strategic sub-processes in customer relationships [105] that LPG enterprises 

may need to embark on in order to implement a proposed CRM process: 
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1. Review corporate and marketing strategy (for example, strategic decisions – this provides 

a snapshot of the firm); 

2. Identify criteria for categorizing customers (via surveys to determine customer needs); 

3. Give the guidelines for the degree of differentiation in the product/service agreement; 

4. Develop framework of metrics; 

5. Develop guidelines for sharing process improvement benefits with customers (value 

attributes). 

 

The customer relationships management process gives the structure for the way in which the 

relationship with the customer is developed and maintained [105].  There are several previous 

studies on customer relationships: 

1. Customer relationship management (CRM) is a combination of technology and 

business processes that is used to satisfy the needs of customers [106]. 

2. The main function of CRM is to closely interact with the customers of a business to 

increase the level of service given to them [104]. 

3. The primary goals of CRM are to build long-term and profitable relationships with 

chosen customers; get closer to those customers at every point of contact; and 

maximize the company’s share of the customer’s wallet [107]. 

4. CRM is a management tactic to manage customer complaints and to also build long-

term customer relationships. Improvements to customer satisfaction are also an output 

of CRM [76, 108-112]. 

5. Customer relationship management includes the processes of managing customer 

complaints and feedback, developing long-term customer associations and increasing 

customer satisfaction [108, 109]. 

6. Within supply chain management, the management of customer relationships is 

important [76, 108]. 

7. Creation of strong, long-term customer relationships is a form of competitive 

advantage as is creates barriers to competition [113]. 

8. Close relationships among supply chain members including customers can increase 

the value offered to the customer [114]. 

9. Strong and close customer alliances allow a company to differentiate its product or 

service from its competitors. This can then lead to increased customer loyalty and 

increase the value offered to the customer [111]. 

  

Based on existing and previous studies by researchers over many years in different sectors, it 

is clear that customer relationships should be included in the conceptual framework of the 

Indonesian LPG supply chain relationships. Whether customer relationships significantly 

influence supply chain performance needs to be investigated using a statistical approach. 

Government regulation will again be an issue that forces itself into the CRM equation. 

  



10 

Supply Chain Responsiveness and Efficiency 

 

Some selected previous studies from 1979 to 2006 on supply chain performance indicators 

(customer responsiveness [81, 115-127] and efficiency [54, 81, 115-129]) in manufacturing, 

food, transport, steel production, horticulture and other sectors. It is proposed that this 

measurement of performance will form part of the conceptual framework that we are 

developing.  

 

The application of supply chain performance indicators (customer responsiveness and 

efficiency) has been proposed across the various industries. Taken together they contain 

characteristics that have common features with the Indonesian LPG industry.  

Most previous studies have focussed on efficiency as a supply chain performance indicator. 

This seems to confirm that supply chain performance efficiency is essential to the Indonesian 

LPG industry. 

 

Supply Chain Responsiveness 
 

Responsiveness is the velocity at which a supply chain provides products to the customer 

[130]. There are six sub-elements of responsiveness as a supply chain performance indicator 

that are considered in this research. These sub-elements are to be presented in the 

questionnaire. They are: 

1. Our firm fills customer orders on time. 

2. Our firm has a short lead time (the time between when the order is placed and when it 

is received by the buyer). 

3. Our firm has a fast customer response time. 

4. Our firm always delivers on time. 

5. Our firm has a customer return policy. 

6. Our firm has no shipping errors. 

 

Supply Chain Efficiency 

 

The supply chain performance indicator efficiency is defined as cost reductions related to 

planning, making, sourcing and delivery to consumers. Based on the discussion above, there 

are six sub-elements of the efficiency supply chain performance indicator in this research. 

These sub-elements are presented in the questionnaire. They are: 

1.  Our firm has had a low inventory cost. 

2.  Our firm has had high labour costs. 

3.  Our firm has had low transportation costs. 

4.  Our firm has had low operations costs. 

5.  Our firm has had minimal waste cost. 

6.  Our firm has made high profits. 

  

CONCLUSION  

 

This paper proposes a conceptual framework of supply chain relationships factors that impact 

on supply chain performance of Indonesia’s LPG supply chains. According to a review of 

related studies, the supply chain relationships factors along a supply chain of different 

industries have different effects on supply chain performance. Thus, their impact on LPG 

supply chains can be different from previous studies. 
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To test two main hypotheses of this conceptual framework, an empirical approach will be 

implemented in this research project because it can represent particular characteristics of the 

LPG supply chain, and relate to the conceptual framework. The mail-questionnaire survey 

will be distributed to about 1,000 enterprises. The statistical techniques of hypotheses testing 

will involve the use of reliability analysis, factor analysis, multiple regression analysis, and 

Pearson correlation analysis. 



12 

REFERENCES 

1. Budya, H. Indonesia Kerosene to LPG Conversion Program - Challenges and 

Opportunities.  2008  [cited 2009 August 31]. 

2. Akbar, W. Indonesia Kerosene to LPG Conversion Program - The Story Behind.  

2008 [cited 2009 August]. 

3. CSIRO, et al., Think lean: Improving productivity. Meat Technology Update, 2007. 4: 

p. 1-4. 

4. www.companiesandmarkets.com (2009) PT Pertamina - Persero - Analysis Across 

the Oil and Gas Value Chain. Volume,   

5. Peraturan Menteri Energi dan Sumber Daya Mineral, in Penyelenggaraan 

Penyediaan dan Pendistribusian Liquefied Petroleum Gas Tabung 3 Kilogram. 2007. 

6. Narasimhan, R., et al., Lock-in situations in supply chains: A social exchange 

theoretic study of sourcing arrangements in buyer-supplier relationships. Journal of 

Operations Management, 2009. 27(5): p. 374-389. 

7. Lonsdale, C., Locked-in to supplier dominance: On the dangers of asset specificity for 

the outsourcing decision. Journal of Supply Chain Management, 2001. 37(2): p. 22-

27. 

8. Peraturan Presiden Republik Indonesia, in Penyediaan, Pendistribusian, dan 

Penetapan Harga Liquefied Petroleum Gas Tabung 3 Kilogram. 2007. 

9. Bello, A. and E. Huerta, Regulation and market power in the Spanish liquefied 

petroleum gas industry: Progress or failure? Energy Policy, 2007. 35(7): p. 3595-

3605. 

10. Barnett, V. and T. Lewis, Outliers in statistical data 1994, New York: Wiley. 

11. Afifi, A.A. and V. Clark, Computer Aided Multivariate Analysis. 1998, London: 

Chapman and Hall. 

12. Tabachnick, B.G. and L.S. Fidell, Using Multivariate Statistics. 1996, New York: 

Harper Collins. 

13. Berry, W. and S. Feldman, Multiple regression in practice. 1985, Beverley Hill: Sage 

Publications. 

14. Hair, J.F., Marketing Research. 2006, McGraw-Hill: New York. 

15. Lessler, J.T. and W.D. Kalbeek, Non Sampling Error in Survey. 1992, John Wiley and 

Sons: New York. 

16. Amstrong, J.S. and T.S. Overton, Estimating non response bias in mail surveys. 

Journal of Marketing Research 1977. 14: p. 396-402. 

17. Hair, J.F., Multivariate data analysis with readings. 1992, Macmillan: New York. 

18. Nunnally, J.C., Psychometric Theory. 1967, New York: McGraw Hill. 

19. Wilk, S.S., Some aspects of quantification in science. 1961, Bobbs-Merrill: New 

York. 

20. Rotter, J.B., A new scale for the measurement of interpersonal trust. Journal of 

Personality, 1967. 35: p. 651-65. 

21. Ganesan and Shankar, Determinants of long-term orientation in buyer-seller 

relationships. Journal of Marketing Research, 1994. 58(April): p. 1-19. 

22. Monczka, R.M., et al., Success factors in strategic supplier alliances: the buying 

company perspective. Decision Science 1998. 29 (3): p. 5553-5577. 

23. Wilson, D.T. and R.P. Vlosky, Inter-organizational information system technology 

and buyer-seller relationships. The Journal of Business & Industrial Marketing, 1998. 

13(3): p. 215. 

http://www.companiesandmarkets.com/


13 

24. Spekman, R., J. Kamauff Jr, and N. Myhr, An empirical investigation into supply 

chain management: a perspective on partnerships. Supply Chain Management, 1998. 

3: p. 53 - 67. 

25. Mariotti, J.L., The trust factor in supply chain management. Supply Chain 

Management Review, 1999. 35(2): p. 70-77. 

26. Moorman, C., G. Zultman, and R. Deshpande, Relationship between providers and 

users of market research. Journal of Marketing Research, 1992. 29: p. 314-28. 

27. Morgan, R.M. and S.D. Hunt, The commitment-trust theory of relationship marketing. 

Journal of Marketing Research, 1994. 58(3): p. 20-38. 

28. Anderson, J.C. and J.A. Narus, A Model of distributor-firm and manufacture-firm 

working partnership. Journal of Marketing Research, 1990. 54: p. January. 

29. Dwyer, F., Robert, and R.R. Lagace, On the nature and role of buyer-seller trust. 

American Marketing Association Summer Educators Conference Proceedings, 1986: 

p. 40-45. 

30. Lamming, R.C., Squaring lean supply with supply chain management. International 

Journal of Operations and Production Management, 1996. 16(2): p. 183-196. 

31. Doney, P.M. and J.P. Cannon, An examination of the nature of trust in buyer-seller 

relationships. Journal of Marketing Research, 1997. 61(2): p. 35-51. 

32. Kumar, N., L.K. Scheer, and J.B.E.M. Steenkamp, The effects of perceived 

interdependence on dealer attitudes. Journal of Marketing Research, 1995. 32(3): p. 

348-56. 

33. Schurr, P.H. and J.L. Ozanne, Influences on exchange processes: buyers‟ 

preconceptions of a seller‟s trustworthiness and bargaining toughness. Journal of 

Consumer Research, 1985. 11(4): p. 939-53. 

34. Anderson, E., J.M. Lodish, and B.A. Weitz, Resource allocation behavior in 

conventional channels. Journal of Marketing Research, 1987. 24(February): p. 85-97. 

35. Anderson, E., Weitz, B., Determinants of continuity in conventional channel dyads. 

Marketing Science, 1989. 8(4): p. 310-23. 

36. Lee, J. and Y. Kim, Effect of partnership quality on IS outsourcing: conceptual 

framework and empirical validation. Journal of Management Information Systems 

1999. 15(4): p. 26-61. 

37. Balsmeier, P.W. and W. Voisin, Supply chain management: a time-based strategy. 

Industrial Management 1996. 38(5): p. 24-27. 

38. Tompkins, J., Beyond supply chain management. Supply Chain Management Review, 

2000(March/April): p. 77-82. 

39. Burnell, J., Change management: the key to supply chain management success. 

Automatic I.D. News, 1999(4): p. 40-41. 

40. Dale, D., Managing quality. 1999, London: Blackwell Press. 

41. Geyskens, I. and J.B. Steenkamp, eds. An investigation into the joint effects of trust 

and interdependence on relationship commitment. ed. n.M.B. (ed.). 1995. 

42. Kwon, I.W.G. and T. Suh, Factors Affecting the Level of Trust and Commitment in 

Supply Chain Relationships. Journal of Supply Chain Management 2004. 40(2 ): p. 4. 

43. Egan, C. and G. Greenley, eds. Evaluating stakeholder principles in strategic 

marketing management. The CIM Handbook of Strategic Marketing: A Practical 

Guide for Designing, ed. C. Egan and M.J.E. Thomas. 1998. 

44. Freytag, P.V. and O. Nielsen, The buying behaviour in the furniture industry - a case 

study Marketing: Polish-Danish Perspectives. 1990, Acta Universitatis Lodziensis: 

Folia Oeconomica 105. 



14 

45. Zaheer, A., B. McEvily, and V. Perrone, Does trust matter? Exploring the effects of 

interorganizational and interpersonal trust on performance. Organization Science, 

1998. 9(2): p. 141-159. 

46. Handfield, R.B. and Bechtel C., The role of trust and relationship structure in 

improving supply chain responsiveness. Industrial Marketing Management, 2002. 

4(31): p. 367-82. 

47. Sahay, B.S. and A. Maini, Supply chain: a shift from transactional to collaborative 

partnership. Decision Science, 2002. 29(2): p. 67-88. 

48. Ghoshal, S. and P. Moran, Bad for practice: A critique of the transaction cost theory. 

Academy of Management Review, 1996. 21(1): p. 13-47. 

49. Chiles, T.H. and J.F. McMackin, Integrating Variable Risk Preferences, Trust, and 

Transaction Cost Economics. Academy of Management Review, 1996. 21(1): p. 73-

99. 

50. Lengnick-Hall, C.A., Customer contributions to quality a different view of the 

customer oriented form. Academy of Management Review, 1998. 21(3): p. 791-824. 

51. Henriott, L., Transforming supply chains into e-chains. Supply Chain Management 

Review, 1999. Global Supplement(Spring): p. 15-18. 

52. Peters, J.E. and A.J. Hogensen, New directions for the warehouse. Supply Chain 

Management Review, 1999. Global Supplement: p. 23-5. 

53. Chandra, C. and S. Kumar, Supply chain management in theory and practice: a 

passing fad or a fundamental change. Industrial Management & Data Systems, 2000. 

100(3): p. 100-14. 

54. Lee, H.L. and C. Billington, Supply chain management: pitfalls and opportunities. 

Sloan Management Review, 1992. 33(65-73). 

55. Blois, K., Trust in business to business relationships: an evaluation of its status. 

Journal of Management Studies, 1999. 36(2): p. 197-215. 

56. Volery, T. and S. Mensik, The role of trust in creating effective alliances: a 

managerial perspective. Journal of Business Ethics, 1998. 17: p. 987-94. 

57. Handfield, R.B. and E.L. Nichols Jr., Introduction to supply chain management. 1999, 

Upper Saddler River, New Jersey: Prentice Hall. 

58. Rankin, J., Building trust: the essential ingredient in partnering to improve business 

results. Empowerment in Organisations, 1998. 6(5): p. 135-45. 

59. Selnes, F., Antecedents and consequences of trust and satisfaction in buyer-seller 

relationships. European Journal of Marketing, 1998. 32(3-4): p. 305-22. 

60. Richards, L., Empowerment and trust key to partnerships. The TQM Magazine, 1995. 

7(1): p. 38-41. 

61. Cowles, D.L., The role of trust in customer relationship: asking the right questions. 

Management Decision, 1997. 35(4). 

62. Wolff, M.F., Building trust in alliances. Research Technology Management, 1994. 

37(37): p. 12-4. 

63. Lambert, D.M., M.A. Emmelhainz, and J.T. Gardner, Building successful logistics 

partnerships. Journal of Business Logistics, 1999. 20 (1): p. 165-76. 

64. Welty, W. and I. Bercerra-Fernandez, Managing trust and commitment in 

collaborative supply chain relationships. Communications of the ACM, 2001. 44(6): 

p. 67-73. 

65. Olorunniwo, F. and T. Hartfield, Strategic partnering when the supply base is limited: 

a case study. Industrial Management & Data Systems, 2001. 101(1): p. 47-52. 

66. Zineldin, M. and P. Jonsson, An examination of the main factors affecting 

trust/commitment in supplier-dealer relationships: an empirical study of the Swedish 

wood industry. The TQM Magazine, 2000. 12(4): p. 245-66. 



15 

67. Lewis, J., Trusted Partners, Simon & Schuster Inc. 2000, Washington, DC. 

68. Fawcett, S.E., et al., Organisational commitment and governance for supply chain 

success. International Journal of Physical Distribution and Logistics Managament, 

2006. 36(1): p. 22-35. 

69. Higginson, J.K. and A. Alam, Supply chain management techniques in medium-to-

small manufacturing firms. The International Journal of Logistics Management, 1997. 

8(2): p. 19-31. 

70. Meyer, John P., and N.J. Allen, Testing the „Side-Bet Theory‟ of Organizational 

Commitment: Some Methodological Consideration. Journal of Applied Psychology, 

1984. 69(3): p. 372-378. 

71. Wilson, D.T., An integrated model of buyer-seller relationships. Journal of the 

Academy of Marketing Science, 1995. 23(4): p. 335-345. 

72. Blancero, D. and L. Ellram, Strategic supplier partnering: a psychological contract 

perspective. International Journal of Physical Distribution & Logistics Management 

1997. 27(9/10): p. 616-629   

73. Stuart, F.I., Supply-chain strategy: organizational influence through supplier 

alliances. British Academy of Management, 1997. 8(3): p. 223-236. 

74. Narasimhan, R. and J. Jayaram, Causal linkage in supply chain management: an 

exploratory study of North American manufacturing firms. Decision Science, 1998. 

29 (3): p. 579-605. 

75. Sheridan, J.H., The supply-chain paradox. Industry Week, 1998. 247(3): p. 20-9. 

76. Noble, D., Purchasing and supplier management as a future competitive edge. 

Logistics Focus, 1997. 5(5): p. 23-27. 

77. Fearne, A., The evolution of partnerships in the meat supply chain: insights from the 

British beef industry. International Journal of Supply Chain Management, 1998. 3(4): 

p. 214-231. 

78. Duffy, R., A. Fearne, and S. Hornibrook, Measuring distributive and procedural 

justice: An Exploratory investigation of the fairness of retailer-supplier relationships 

in the UK food industry. British Food Journal, 2003. 105(10): p. 682-694. 

79. Tompkins, J. and D. Ang, What are your greatest challenges related to supply chain 

performance measurement? IIE Solutions 31, 1999. 6: p. 66. 

80. Lamming, R., Beyond partnership: strategies for innovation and lean supply. 1993, 

New York: Prentice-Hall. 

81. Gunasekaran, A., C. Patel, and E. Tirtiroglu, Performance measures and metrics in a 

supply chain environment. International Journal of Operations and Production 

Management, 2001. 21(1/2): p. 71-87. 

82. Mentzer, J.T., S. Min, and Z.G. Zacharia, The nature of inter-firm partnering in 

supply chain management. Journal of Retailing, 2000. 76(4): p. 549-68. 

83. Emmelhainz, A. Margaret, and J.T. Gardner, So you think you want a partner? 

Marketing Management, 1996. 5(Summer): p. 25-41. 

84. Dyer, J.H., Cho D.S., and Chu W, Strategic supplier segmentation: the next „best 

practice‟ in supply chain management. California Management Review, 1998. 40(2): 

p. 57-77. 

85. Yoshino, M. and S. Rangan, Strategic Alliances: An Entrepreneurial Approach to 

Globalization. 1995, Boston: Harvard Business School Press. 

86. Bowersox, D.J., et al., Leading edge logistics: competitive positioning for the 1990s. 

1989, Oak Brook, IL: Council of Logistics Management. 

87. Hendrick, T.E. and L.M. Ellram, Strategic supplier partnering: an international 

study. 1993, Tempe, AZ Center for Advanced Purchasing Studies/National 

Association of Purchasing Management. 



16 

88. Lalonde, B.J. and M.C. Cooper, Partnerships in Providing Customer Service. Council 

of Logistics Management. 1989, Oak Brook, IL. 

89. Ellram, L.M., The supplier selection decision in strategic partnerships. Journal of 

Purchasing and Materials Management, 1990. 21(1): p. 8-14. 

90. Gentry, J.J., The role of carriers in buyer-supplier strategic partnerships: A supply 

chain management approach. Journal of Business Logistics, 1996. 17(2): p. 35-55. 

91. Koehler, K.G., Seven keys to better inventory management. CMA, 1990. 64(6): p. 18. 

92. Ellram, L.M., Supply chain management: the industrial organization perspective. 

International Journal of Physical Distribution & Logistics Management, 1991. 21(1): 

p. 13-22. 

93. Bechtel, C. and J. Jayaram, Supply chain management: a strategic perspective. 

International Journal of Logistics Management, 1997. 8(1): p. 15-34. 

94. Cooper, M.C., L.M. Ellram, and J.T. Gardner, Meshing multiple alliances. Journal of 

Business Logistics, 1997. 18(1): p. 67-89. 

95. Fawcett, S.E. and G.N. Magnan, Achieving world-class supply chain alignment: 

benefits, barriers, and bridges. 2001, Phoenix, AZ: National Association of 

Purchasing Management,. 

96. Scott, C. and R. Westbrook, New strategic tools for supply chain management. 

International Journal of Physical Distribution & Logistics Management, 1991. 21(1): 

p. 23-33. 

97. Johnston, R. and P. Lawrence, Beyond vertical integration - the rise of the value-

adding partnership. Harvard Business Review, 1988. 66(4): p. 94-101. 

98. Frazier, G.L., On the measurement of interfirm power in channels of distribution. 

Journal of Marketing Research, 1983. 20(May): p. 158-166. 

99. Henderson, J.C., The planning into Strategic Partnership: The Critical IS Connection. 

Sloan Management Review, 1990. 31(3): p. 7-18. 

100. Landeros, Robert, and R.M. Monczka, Cooperative Buyer/Seller Relationship and a 

Firm‟s Competitive Posture. Journal of Purchasing and Materials Management, 1989. 

25(4): p. 9-18. 

101. Faircloth, M., Using your fifth “P” to gain customers. Community Banker, 2006. 

15(1): p. 16-17. 

102. Barratt, M., Understanding the meaning of collaboration in the supply chain. Supply 

Chain Management: An International Journal, 2004. 9(1): p. 30-42. 

103. Moore, P., Connecting with your customers. NZ Business, 2006. 20(4): p. 52-55. 

104. McGarry, Y., Understanding the strategic value of customer relationship 

management. Accountancy Ireland, 2006. 38(3): p. 72-74. 

105. Croxton, K.L., et al., The supply chain management processes. International Journal 

of Logistics Management, 2001. 12(2): p. 13. 

106. Bose, R., Customer relationship management: key components for IT success. 

Industrial Management & Data Systems, 2002. 102(2): p. 89-97. 

107. Shaw, R., CRM definitions - defining customer relationship marketing and 

management. 1999. 

108. Tan, K.C., Kannan V.R, and H. R.B., Supply chain management: supplier 

performance and firm performance. International Journal of Purchasing and Materials 

Management, 1998. 34(3): p. 2-9. 

109. Claycomb, C., C. Droge, and R. Germain, The effect of just in-time with customers on 

organizational design and performance. International Journal of Logistics 

Management, 1999. 10(1): p. 37-58. 

110. Aggarwal, S., Flexibility management: the ultimate strategy. Industrial Management, 

1997. 39(1): p. 26-31. 



17 

111. Magretta, J., The power of virtual integration: an interview with Dell computers 

Harvard Business Review, 1998. 76(2): p. 72-84. 

112. Rix, P., Selling managing customer relationships. 2006: Mc Graw Hill. 

113. Day, G.S., Managing market relationships. Journal of the Academy of Marketing 

Science, 2000. 28(1): p. 24-30. 

114. Moberg, C.R., et al., Identifying antecedents of information exchange within supply 

chains. International Journal of Physical Distribution & Logistics Management, 2002. 

32(9): p. 755-770. 

115. Berry, D. and M.M. Naim, Quantifying the relative improvements of redesign 

strategies in a PC supply chain. International Journal of Production Economics, 1996. 

46: p. 181-196. 

116. Beamon, B.M., Supply chain design and analysis: models and methods. International 

Journal of Production Economics, 1998. 55(3): p. 281-294. 

117. Beamon, B.M., Measuring supply chain performance. International Journal of 

Operations and Production Management, 1999. 19(3/4): p. 275-292. 

118. Li, D. and C. O' Brien, Integrated decision modelling of supply chain efficiency. 

International Journal of Production Economics, 1999. 59(1/3): p. 147-157. 

119. Talluri, S., R.C. Baker, and J. Sarkis, A framework for designing efficient value chain 

networks. International Journal of Production Economics, 1999. 62(1/2): p. 133-144. 

120. Van der Vorst, J.G.A.J., Effective food supply chains: generating, modelling and 

evaluating supply chain scenarios. 2000: Proefschrift Wageningen 

[http://www.library.wur.nl/wda/dissertations/dis2841.pdf]. 

121. Thonemann, U.W.a.B., J.R, The effect of product variety on supply-chain 

performance. European Journal of Operational Research, 2002. 143(3): p. 548-569. 

122. Lai, K.H., E.W.T. Ngai, and T.C.E. Cheng, Measures for evaluating supply chain 

performance in transport logistics. Transportation Research. Part E Logistics and 

Transportation Review, 2002. 38(6): p. 439-456. 

123. Talluri, S. and R.C. Baker, A multi-phase mathematical programming approach for 

effective supply chain design. European Journal of Operational Research, 2002. 

141(3): p. 544-558. 

124. Persson, F. and J. Olhager, Performance simulation of supply chain designs. 

International Journal of Production Economics, 2002. 77(231-245). 

125. Claro, D.P., G. Hagelaar, and O. Omta, The determinants of relational governance 

and performance: how to manage business relationships? Industrial Marketing 

Management, 2003. 32(8): p. 703-716. 

126. Gunasekaran, A., C. Patel, and R.E. McGaughey, A framework for supply chain 

performance measurement. International Journal of Production Economics, 2004. 

87(3): p. 333-347. 

127. Aramyan, L., et al., eds. Performance indicators in Agri-Food Production Chains 

2006: Springer-Netherland. 

128. Eppen, G.D., Effects of centralization on expected costs in a multi-location newsboy 

problem. Management Science, 1979. 25(5): p. 498-501. 

129. Murphy, G.B., J.W. Trailer, and R.C. Hill, Measuring performance in 

entrepreneurship research. Journal of Business Research, 1996. 36(1): p. 15-23. 

130. SCOR, Supply-Chain Council. SCOR, 2006. 

 

 

http://www.library.wur.nl/wda/dissertations/dis2841.pdf%5d

