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Abstract: The present research examines the impact of trust, social and structural bonds, in a B2B relationship between 

companies in times of economic crisis. The aim of the research is to investigate the importance of trust, social and structural 

bonds in the creation and maintenance of long-term relationships in B2B firms. A quantitative research was carried out using a 

structured questionnaire, distributed by e-mail. Forty-four (44) medium and large companies, responded, based in Attica 

Greece, were sampled for the survey. According to the findings, companies have incorporated relational marketing into their 

philosophy. All of the participated companies maintain long-term partnerships with other companies in the sector. All the 

companies that took part in the survey have become aware of the important role that trust plays in their collaborations, as well 

as the role of structural bonds, while the results give less weight to social bonds. Companies choose long-term relationships, 

and the present research highlights the important role of a good partnership. Therefore, in order to survive, manufacturers 

develop cooperative relationships with each other in order to jointly face the challenges of the times. Project partnerships, 

consortia, associations of companies and joint partnerships are now being created in order to take part in public procurement or 

to undertake the execution of a project. 

Keywords: Relational Marketing, Trust Development, B2B Firms, Sructural Βonds, Social Bonds 

 

1. Introduction 

The science of relational marketing, refers to the creation 

and maintenance of business to business relations and 

consists the growing tendency to cultivate close contact with 

the customer base in order for a company to gain and 

maintain a competitive advantage. 

The theoretical background of this research lies in the 

agency theory, dealing with the resolution of problems that 

may arise between principals (such as shareholders) and their 

representatives, as well as in the theory of resource 

dependency theory. These two theories explain the need to 

establish long-term cooperative relationships. In such a 

relationship each of the company involved has different 

interests and their actions tend to diverge (agency theory) 

Ashnai et al.,[1]. This divergence of interests can be reduced 

by creating appropriate incentives for the agent and at the 

same time designing a monitoring system to reduce his 

opportunistic behavior. In addition, it could compensate the 

originator if it acts against him or be charged with loss of 

resources in case of wrong decisions (bonding cost). The 

resource dependency theory recognizes that organizations 

depend on resources derived from an organization's 

environment and form a basis of power. Power and 

dependence on resources are directly linked as the power that 

Organization A has over B is equal to the dependence that 

Organism B has on the resources of Organization A Barry & 

Doney, [4]. Through their cooperation they secure the 

necessary resources and gain an ally, which until then may 

have been a strong competitor Samanta [20]. In the literature 

we encounter three concepts for the development of 

sustainable and functional long-term cooperation 

relationships in a market: trust, social bonds and structural 

bonds where their appearance or absence identifies different 

types of relationships. 

The importance attached to trust in business to business 

relations has been demonstrated by a wide range of empirical 

studies Cannon et al., [2] and according to Le et al., [11] 

'mutual trust is by far the most important factor 

characterizing a successful relationship'. In particular, where 
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there is a high degree of uncertainty and a lack of 

information about a new partner Barry & Doney, [4], 

research has shown that the need for trust is increased. Roy et 

al., [18] concluded that through the creation and maintenance 

of long-term cooperative relationships, customer satisfaction 

and loyalty increases, while reducing service costs (in 

operational, administrative and service terms) as long as the 

processes are standardized, thanks to previous knowledge 

and experience. However, before trust is being developed, 

there must be a safety net and some engagement techniques 

developed that will reduce the uncertainty of the results of 

cooperation, building a relationship that will benefit both 

cooperating parties. In the literature there are two major 

categories of bonds, social and structural bonds. These two 

broad categories, mentioned by Barry & Doney, [4], also 

include a wide variety of sub-categories of bonds, such as 

technical bonds, geographical bonds, time ties, knowledge 

bonds, psychological and ideological bonds Lee et al., [4]. 

The aim of the research is to investigate the importance of 

trust, social and structural bonds in the creation and 

maintenance of long-term relationships in enterprises in the 

construction industry. In recent years construction companies 

have faced a series of adverse economic events. Financial 

Reports point out the reduced results for eleven consecutive 

quarters, especially in the last six quarters where declines 

have been increasing rapidly. In order to survive, 

manufacturers develop cooperative relationships with each 

other in order to jointly face the challenges of the times. 

Project partnerships, consortia, associations of companies 

and joint partnerships are now being created in order to take 

part in public procurement or to undertake the execution of a 

project. 

2. Literature Review 

2.1. Relational Marketing 

Relational Marketing is the process of finding, concluding, 

maintaining, strengthening or even terminating, whenever 

this is necessary, relationships with customers and other 

important agents in the relationship, so that the objectives of 

all stakeholders are achieved through mutual exchange and 

fulfilment of promises Paulssen [16]. Establishing 

relationships between B2B companies takes time and 

contains a number of stages until its creation. The creation of 

a cooperative relationship does not imply its eternal existence, 

because the non-satisfaction of one member can bring about 

its termination. What creates trust between the parties 

involved is the mutual exchange and keeping of promises. 

The main feature of successful relationships is cooperation 

between actors, which includes day-to-day work and crisis 

management. Relational marketing is a philosophy of the 

company, which places its relationships at the heart of its 

operation. Samanta & Danson [19] consider that the creation 

and maintenance of long-term relationships leads to an 

increase in customer loyalty and satisfaction, while also 

reducing service costs due to the standardization of 

transactions and the knowledge and experience gained during 

the transaction with the same customer. 

In addition, the friendly relationship created with the 

customer and the exchange of information gives the company 

a competitive advantage through the development of strong 

bonds with the customer. These bonds may prove beneficial 

to both parties involved, particularly if both aim to achieve 

long-term benefits Lai et al., [10]. According to Roy et al., 

[18], through the development of long-term cooperative 

relationships, resource and time savings are achieved through 

the automation of the processes. Transaction formalities are 

reduced and at the same time, resources and necessary 

technology are ensured for partners. 

In the literature we encounter three concepts for the 

development of sustainable and functional long-term 

cooperation relationships in a market: trust, social bonds and 

structural bonds where their appearance or absence identifies 

different types of relationships. 

2.2. The Concept and Levels of Trust in B2B Companies 

The role of trust in business to business relations has been 

demonstrated by empirical studies Zenger [31]. This belief 

reduces the need for legal structures and guarantees and thus 

leads to a reduction in transaction costs Kumar et al., [9]. 

Moreover, it is impossible to create legal agreements 

covering any possibility, especially in long-term partnerships 

Ashnai et al.,[1]. In these types of collaborations there is 

always the risk of the manifestation of opportunist behaviour 

of the cooperating parties. However, if the relationship is 

based on mutual trust and the parties involved consider that 

unexpected events will be dealt with in a way that benefits 

both sides, then this risk is minimized. This behavior further 

favors the long-term orientation of cooperation relations 

between enterprises, reduces the perceived risk that may a 

Graça & Barry [6] rise from new investments in an existing 

cooperative relationship Shou et al., [24] and lead to the 

extension and strengthening of this cooperation. Therefore a 

large part of international academic community argues that 

trust reduces uncertainty in business-to-business partnerships 

and increases a sense of safety Zenger [31], while at the same 

time leads to higher levels of fidelity and dedication to a 

relationship. 

Creating and developing trust leads to efficiency and 

productivity and leads to successful partnerships Ashnai et al., 

[1]. Relationships that are characterized by a high degree of 

trust lead to commitment, as they are highly valued by the 

parties involved because commitment Paulssen [16]. Makes a 

company vulnerable, and therefore the search for a trusted 

partner is required. According to Román & Lacobucci [17] 

the levels of trust we encounter in business relationships 

relate to Contractual Trust and reflect the expectation of the 

parties involved, that their partner will fulfill his contractual 

obligations as they arise from written or unwritten 

agreements between them. At a higher level we find the 

Confidence of Competencies, which is characterized by 

mutual trust of the parties that there will be proper execution 

of tasks, with reliability and consistency. In Good Faith trust 
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the involved parties demand from their partner not only to 

fulfill the contractual obligations, but also to take any other 

action that could lead the relationship even higher. Voss et al., 

[28] formulated the Generalized Trust which is promoted by 

common rules of behavior and social mechanisms and 

increases the willingness to cooperate. The Trust System 

which is based on written rules whose application is 

controlled by institutional organizations. Trust in Processes 

which is being developed through the repetition of processes 

between two parties and is directly related to their behavior. 

Confidence in a Personality which depends on the personal 

characteristics of individuals and concerns their willingness 

to trust their partner. This type of trust is extremely important 

in the early stages of a relationship, when there is not yet, 

enough practical knowledge to evaluate the partner. Trust is a 

process that is constantly changing during a collaboration, 

can take many forms and can be enhanced with appropriate 

marketing strategies. 

2.3. Trust Development 

Cater & Cater [3] state that variables that enhance the 

development of trust. They argue that the more dynamic the 

environment, the greater the need to develop trust to reduce 

levels of uncertainty. The greater the investments in people, 

equipment and processes, in the context of a partnership the 

greater the dependence on the specific partner, and therefore 

the greater need to develop trust. Cannon et al., [2] report that 

the more frequent contacts are made within a partnership, the 

lower the transaction costs and the greater the opportunities 

for evaluation, favoring the development of trust. According 

to Wu et al., [30], the partner's reputation, experience and 

satisfaction from previous collaborations as well as his 

perceptions of the special investments related to the 

relationship are factors that develop trust. Voss et al., [28] 

focus on the characteristics of the people involved in the 

relationship, arguing that the greater the experience of 

individuals, the greater the trust in them by their partners. 

Additional factors are confidentiality, integrity, discretion and 

the general orientation towards the relationship, which stems 

from the corporate culture and organizational structure of 

each company. At the same time, they introduced another 

variable, the perceived importance and formality of 

cooperation, arguing that the greater the importance, the 

greater the need for trust, while the greater the formality, the 

less the need for trust. But when it comes to business to 

business relationships, we have to keep in mind that building 

trust is a two-way process and requires mutual concessions 

from stakeholders. 

H1: The existence of trust in a partnership brings financial 

benefits to the business 

2.4. The Concept of Structural and Social Bonds and Their 

Relationship with Trust 

In order to build trust, there must be a safety net and the 

development of some engagement techniques that will reduce 

the uncertainty of the outcome of the partnership, building a 

relationship that will benefit both partners. Cater & Cater [3] 

distinguish two bonds categories, the structural and social 

bonds that include a wide variety of subcategories, such as 

technical bonds, geographical bonds, time bonds, knowledge 

bonds, psychological and ideological bonds. 

Dwyer et al., [5] point out the usefulness of bonds as a tool 

for determining the strength of the relationship between 

trading parties. It is a combination of regulatory and financial 

commitments, which helps to address any divisive trends and 

at the same time strengthens the relationship as a long-term 

strategic importance. The lack of these bonds can be 

considered as an indication of temporary and vulnerable 

cooperation. Bonds can act as a deterrent to ending a 

relationship, because they create barriers to escape. Social 

bonds are defined as the close interpersonal relationships that 

develop between customers and suppliers Wu et al., [30]. 

Ideally, a relationship is characterized by social bonds that 

include feelings of friendship, acceptance, mutual respect, 

and sympathy. According to Wilson (1995), social bonds 

enhance information exchange and business to business 

communication, leading the relationship to higher levels. 

Terawatanavong & Quazi, [27] describe social bonds as 

dynamic processes that can positively affect both parties to a 

partnership and they can pre-exist an cooperation. However, 

they develop gradually as people from the partner companies 

come into contact and get to know each other better. On the 

other hand, just because they relate to people, social bonds 

can be weakened when people who have built relationships 

are removed from their jobs. 

Paulssen [16] classified social bonds into Cultural that 

favor multicultural negotiations referring to language, 

nationality and religion. These are elements that are not 

going to change and which contribute to the strengthening of 

a relationship, in those cases where mutual efforts are made 

to understand these diversities. Japanese are the classic 

example, as they invest generously in time and money in 

order to meet their future partners. Psychological bonds 

concern the perceptions that have been established by each 

company, these are purely personal preferences that can 

nevertheless affect a collaboration. Ideological bonds that are 

divided into stable and dynamic. The bonds that do not 

change in intensity over time are stable, for example the 

desire to work with another company due to its nationality. 

On the contrary, dynamic bonds are constantly evolving and 

influenced by new trends, for example the common demand 

for respect and protection of the environment. These bonds 

exist as long as the partnership exists. 

Social bonds can be also external and concern the indirect 

contact of partners through groups and organizations that are 

points of reference and influence for themselves, such as 

friends, family, the various organizations and communities to 

which they belong Graça & Barry [6] and this category of 

bonds enhances the maintenance of the relationship [ ]. In 

order social bonds to be effective in a partnership, they do 

not have to pre-exist, but they can be created through the 

business relationship and strengthened over time. 

H2: The existence of social bonds brings financial benefits 
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to the business 

Relationships governed by structural bonds are more 

difficult to end, because termination would mean high costs 

for the parties involved and difficulty in finding new partners 

Román & Iacobacci [17], In a business agreement, the parties 

are bound by the tangible, financial and strategic benefits 

contained in that agreement. These benefits underlie the 

structural bonds that develop in the early stages of a 

relationship to reduce the risk of non-reciprocal behavior 

Mital et al., [15]. In structured partnerships, Ha et al., [8] 

treat them as an obstacle to exiting the partnership and see 

them as evidence of commitment to the relationship. It is 

observed that the better the alternatives on the market, the 

weaker the structural bonds. 

MacKenzie et al., [14] distinguish the structural bonds in 

Customization of products and production processes in order 

to meet customer needs. That is, the changes that can be 

made in the products of the company in order to meet the 

customer needs (product customization) or improve the 

services provided by the product, the Financial transactions 

referring to a policy of lower prices to some important 

customers and the Exchange of Information, which enhances 

the participation in decision making process and increases 

commitment to the relationship. 

Mital et al., [15] classifies structural bonds into Economic 

ones such as lower prices or favorable payment terms. These 

bonds are considered unstable because they are affected by 

variables in the wider economic environment. The 

Technicians, who concern the production process and the 

product. They are developed in the first steps of a 

collaboration, the timelines of which are gradually developed, 

as the continuous communication requires modern 

information systems that are adapted to each collaboration 

relationship. These systems usually result from long-term 

relationships and lead to reduced operating costs. Knowledge 

Bonds, which are developed before the partnership even 

starts and relate to the information that one company collects 

about another, such as what it can offer or what procedures it 

follows, and Geographical Bonds, which relate to the 

geographical proximity of the partner companies. Their 

power is greatly influenced by the business sector and can 

change over in the context of a partnership, as technology 

helps develop systems that reduce distances. 

H3: The development of structural bonds brings financial 

benefits to the business 

According to the above, social bonds represent the 

interpersonal characteristics of the cooperative relationship, 

while structural bonds represent the business to business, 

which are independent of interpersonal relationships Paulssen 

[16]. However, most relationships contain elements from 

both categories. These two types of bonds interact with each 

other Samaha et al., [21]. 

According to Román & Lacobucci [17], structural bonds 

may be a necessity, but they are not a sufficient condition for 

maintaining the relationship. On the contrary, structural 

bonds are the most important for the relationship because 

they consolidate it and maintain its viability Ha et al., [8]. 

This approach is justified by the fact that in the bonding 

process, structural bonds dominate as relationships develop 

due to technological compatibility, economic advantages and 

other future opportunities, and so decision-making is more 

influenced by structural bonds than by social Styles et al., 

[25], who also argue that structural bonds are stronger than 

social ones and are necessary to maintain profitable 

customers. Social bonds acquire the importance of structural 

only when they can incorporate activities that will provide 

useful information about the market and the general context 

in which a partnership takes place. 

The existence of structural bonds keeps both parties 

committed to a partnership, and they end up trusting each 

other as the relationship matures. On the contrary, it is 

extremely difficult for a company to justify low performance 

and maintain a relationship only because of the social bonds 

that have developed with another Li [12]. In every 

relationship there is a mixture of elements from both social 

and structural bonds, which positively affect the development 

of trust. Graça et al., [7] report that structural bonds 

strengthen social bonds, and then both together contribute to 

the development of trust. It is argued that trust reduces 

uncertainty and the degree of exposure and that it is 

necessary for the two parties to be able to commit 

psychologically or emotionally through expectations for 

future transactions and structurally through special 

investments Ha et al., [8]. 

2.5. Research Methodology 

For the present research a quantitative research was 

conducted. A structured questionnaire was used to collect the 

quantitative data, based on previous studies and scales 

applied by Luthardt [13], Wilson [29], Sin et al. [23], and 

incorporated additional suggestions based on a review of the 

relevant literature on the benefits to the business from 

adopting relational marketing strategies and the cost of 

ending a relationship. After adapting the questions to the 

needs of the research, we concluded to a questionnaire 

consisted of a total of forty (40) closed-ended and multiple-

choice questions for the most part, which are divided into 

two (2) sub-thematic sections. 

A five-point Likert scale was used where 1 indicates 

Strongly disagree and 5 strongly agree. 

Subsection 1: Contains questions regarding the adoption 

and implementation of relational marketing strategies. 

Subsection 2: Relates to the financial benefits that result 

for the company and its operation, from the specific 

relationship. Includes a total of six (6) items. 

Subsection 3: Based on the scale applied by Luthardt [13], 

on the measurement of the "trust" factor. 

Subsection 4: Investigates the main features of the 

relationship of the participated companies, with specific 

reference partner, in terms of the concept of "social bonds". 

The scale used is based on research by Wilson [29] 

Subsection 5: Investigates the main features of the 

relationship of the participated companies, with specific 

reference partner, in terms of the concept of "structural 
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bonds". The scale of Sin et al. was the basis for the 

investigation of the factor "structural bonds" Sin et al., [23] 

For the needs of the present research, construction 

companies in Greece were defined as the statistical 

population. The collection of quantitative data took place in 

2018. Senior executives were asked to answer the 

questionnaire, who are considered to have the necessary 

knowledge and experience to provide the required 

information. The research sample is a sample of convenience 

- non-probability. The questionnaire was distributed via 

physical mail (courier) and via email to business executives 

in the context of construction industry. Of the total one 

hundred and thirty (130) questionnaires were distributed 

during April 2018, forty-four (44) fully completed forms 

were collected recording a response rate of 48.8%. 

As observed in the survey, mainly large and medium-sized 

companies responded, which together constitute 81.82% of 

the sample. 

Regarding the turnover of companies in the year (2017), 

2.27% answered that their turnover was less than two (2) 

million euros. 45.45% recorded a turnover between ten (10) 

and fifty (50) million euros, while more than half had a 

turnover of over fifty (50) million euros. 

Almost one (1) in two (2) companies employs up to fifty 

(50) employees. 36.36% of them employ from fifty (50) to 

two hundred and fifty (250) people (medium enterprises), 

while only 15.91% of the companies that responded to the 

survey, have permanent staff exceeding two hundred and fifty 

(250) people. 

Regarding the years of operation 22.73% of the 

participated companies are in the construction industry less 

than ten (10) years, 38.64% have experience from ten (10) to 

twenty (20) years and 38.63% of the sample are companies 

that have been active in the construction industry for over 

twenty (20) years. 

More than half of the companies (65.91%) that participated 

in the survey stated that they have developed a long-term 

relationship with their partner. In particular, 40.91% have a 

relationship from five (5) to ten (10) years, while 25.00% have 

a relationship with their most important partner over ten (10) 

years. 

The questionnaire is characterized by high reliability, as 

the correlation coefficient of Cronbach Alpha is equal to 

0.922> 0.70. 

In order to investigate and ensure structural validity, 

through the application of the Cronbach's Alpha coefficient, 

it appears that the specific scale of evaluation of the degree 

of implementation of relational marketing policies by 

companies, is reliable as the items of the scale records a high 

coefficient of internal coherence 0,811> 0,70. 

3. Research Results 

It is examined to what extent companies apply elements of 

relational marketing to their strategy (Table 1). 

Table 1. Integration of relational marketing in organizational culture (1=Strongly Disagree, 5=Strongly Agree). 

 N Minimum Maximum Mean Standard Deviation 

During our operation we have developed cooperative relationships that have 

lasted over time 
44 1 5 4,36 0,685 

It is important for our company to have partners that we have known for a long 

time 
44 1 5 4,43 0,625 

We have invested a lot of time in order to build our relationship with the partner 44 1 5 4,27 1,086 

Our partnership will last as long as we are satisfied with it 44 1 5 3,32 1,050 

The exchange of promises is important for our cooperation 44 1 5 4,20 0,954 

It is important for our company to keep its promises 44 1 5 4,84 0,428 

Successful processing of several cases strengthens our cooperation 44 1 5 4,73 0,357 

Effective crisis management has a positive effect on our partnership 44 1 5 4,67 0,408 

 

Relational marketing consists part of the corporate culture. 

The items related to the integration of business to business 

development policies, the degree of acceptance is over 4 and 

shows that the concept of relational marketing is established 

in the culture of companies. 

Below it is explored to what extent companies are affected 

in their operation by integrating elements of relational 

marketing into their strategy (Table 2). 

Table 2. Operational benefits derived from the integration of relational marketing in its organizational culture (1=Strongly Disagree, 5=Strongly Agree). 

 N Minimum Maximum Mean Std Deviation 

Long-term partnerships reduce service costs 44 1 5 4,11 1,017 

Standardization of transactions reduces the cost of service 44 1 5 4,41 0,658 

Partners’ knowledge reduces service cost 44 1 5 4,36 0,650 

The experience of trading with the same partner reduces the cost of service 44 1 5 4,39 0,655 

Through long-term cooperation we achieve resource savings 44 1 5 4,30 0,734 

Through long-term cooperation we ensure the necessary technology for our 

modernization 
44 1 5 3,84 0,608 

Benefits_1: Financial 44 1 5 4,35 0,742 

 

Factor analysis resulted in a new variable with average 

value presented in the last line of the above table. 

The new variable Βenefits_1: Financial, shows an average 

value of 4.35, which means that companies estimate that the 

financial benefits they gain through relational marketing are 

very important for their operation. 
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The above shows that the implementation of relational 

marketing has a large positive effect on the financial reports 

of construction companies. 

According to the research hypotheses given in the 

theoretical part, the relationship between the three factors of 

relational marketing (trust, social and structural bonds) and 

the benefits derived for the company as a result of its 

relationships with its partners is examined. 

Before investigating the validity of the research 

hypotheses, the basic descriptive measures of all the 

individual factors of the factors "trust", "social bonds" and 

"structural bonds" are presented (Tables 3, 4 and 5). 

Table 3. Trust within business to business relationships (1=Strongly Disagree, 5) Strongly Agree. 

 N Minimum Maximum Mean Std Deviation 

We are convinced that our partner is fair and honest with us 44 1 5 3,59 0,871 

When problems arise our partner is honest with us 44 1 5 3,30 1,091 

We are convinced that our partner is performing his duties properly, even if we 

cannot control it 
44 1 5 3,27 1,246 

We can rely on the promises given to us by our partner 44 1 5 3,18 1,263 

We can rely on the information given to us by our partner, without any worries 44 1 5 3,09 1,197 

We are convinced that our partner takes our interest into account 44 1 5 3,75 0,943 

Our partner is trustworthy 44 1 5 3,57 1,043 

According to the results of Table 3, the degree of acceptance of all sub-questions of the "trust" factor is above the average of 

the scale (2.50). 

Table 4. Social bonds as relational marketing factor (1=Strongly Disagree, 5=Strongly Agree). 

 N Minimum Maximum Mean Std Deviation 

The development of friendly relationships between the employees of our companies 

is an important reason for maintaining our cooperation 
44 1 5 2,07 1,065 

The people of our company and our partner, agree on an interpersonal level 44 1 5 3,02 1,151 

The personality of the executives of our company matches the personality of the 

executives of our partner 
44 1 5 2,98 1,089 

Our partner understands the spirit of our company 44 1 5 3,68 0,674 

The relationship between the people of our company and the people of our partner, is 

personal 
44 1 5 2,57 0,925 

Social: Social bonds 44 1 5 2,94 0,728 

Table 5. Structural bonds as relational marketing factor (1=Strongly Disagree, 5=Strongly Agree). 

 N Mininum Maximum Mean Std Deviation 

Our partner has acquired knowledge and expertise around our special needs 44 1 5 4,09 0,563 

To build the relationship with our partner we have made a large investment in money 44 1 5 3,18 0,896 

To build the relationship with our partner we have made a great investment in effort 44 1 5 3,95 0,429 

In order to find a better partner, we have to make a great effort 44 1 5 3,89 0,754 

In order to build a similar relationship with another partner, we need to make large 

investments in time, money and effort. 
44 1 5 4,48 0,664 

We feel dependent on our partner 44 1 5 3,43 0,846 

Structural: Structural bonds 44 1 5 3,79 0,545 

Table 6. Correlations between: Financial Benefits and “Trust” - “Social bonds” - “Structural bonds”. 

 Benefits_1: Financial Reliance: Trust Social: Social bonds Structural: Structural bonds 

Benefits_1: 

Financial 

Pearson Correlation 1 ,434** -,042 ,295 

Sig. (2-tailed)  ,003 ,786 ,050 

N 44 44 44 44 

Reliance: Trust 

Pearson Correlation ,434** 1 ,445** -,134 

Sig. (2-tailed) ,003  ,002 ,387 

N 44 44 44 44 

Social: Social 

bonds 

Pearson Correlation -,042 ,445** 1 -,178 

Sig. (2-tailed) ,786 ,002  ,247 

N 44 44 44 44 

Structural: 

Structural bonds 

Pearson Correlation ,295 -,134 -,178 1 

Sig. (2-tailed) ,050 ,387 ,247  

N 44 44 44 44 

**. Correlation is significant at the 0.01 level (2-tailed). 

As shown in the results of Table 4, the degree of 

acceptance of the factor "social bonds" is generally slightly 

above the average of the scale (2.50). 

As shown in the results of Table 5, the degree of 

acceptance of the initial factor "structural bonds" is generally 

high (2.50). The answers given by the companies, for each of 



 American Journal of Theoretical and Applied Business 2021; 7(2): 30-38 36 

 

the item, show an acceptance range of 3.18. 

In order to correlate the factors "trust", "social bonds" and 

"structural bonds" and the benefits derived for the company 

from business to business relationships, a correlation test was 

performed between factor Benefits_1: Financial and the 

variables Reliance: Social: Social bonds and Structural: 

Structural bonds (Table 6). 

It is observed that: 

1. There is a statistically significant positive correlation of 

moderate intensity, between the variables Benefits_1: 

Financial and Reliance: Trust (r=0.434; p=0.003 <0.05). 

2. There is no statistically significant correlation between 

the variables Benefits_1: Financial and Social: Social bonds 

(r=-0.042; p=0.786> 0.05) 

3. There is a statistically significant correlation between 

the low intensity variables between Benefits_1: Financial and 

Structural: Structural bonds (r=0.295; p=0.05). 

In particular, the better established the factors of trust and 

structural bonds, the higher the financial benefits that the 

company derives from its relationship with its partners. 

From the above it can be seen that the hypotheses H1 and 

H3 are confirmed, while H2 is rejected. 

4. Conclusions 

In a highly competitive sector, managers tend to realize the 

importance of long-term partnerships and the benefits that 

come with them. The companies of the construction industry 

proceed to the development of associations, partnerships, 

joint ventures, multi-year cooperation agreements, joining 

forces not only for more efficient execution of the projects, 

but also for the joint confrontation of the market risks. The 

companies participated to the survey benefit from the 

development of long-term cooperation relations, especially in 

the financial terms, as it creates economies of scale, saves 

time and resources, pre-trades experience with partners and 

increases their competitive advantage. Through transactions, 

the processes are facilitated and the people of the cooperating 

companies communicate more directly and efficiently, 

processing easily the cases between them. 

5. Recommendations 

Research shows that companies trust their important 

partners, believe in their good intentions and that they are fair 

and honest with them. Having trust allows transactions to run 

smoothly, facilitates communication and reduces procedural 

delays. 

However, there is some skepticism about the information 

they receive from their associates. Obviously, each company 

filters the information it receives from the environment and 

judges for itself whether it is important or not. However, the 

development of social bonds between employees of 

companies is not something that concerns cooperation 

between them. Research shows that developing friendships 

between employees is not very important for the transaction, 

nor is it particularly important if they agree or disagree on a 

personal level. In short, it does not bring any profit to the 

company whether the employees fit together as personalities 

or not. 

On the contrary, the development of structural relations 

favors both involved parties. In long-term partnerships, 

each company makes concessions to the other, reducing 

costs, creating a special product to serve the partner and 

generally can carry out ad hoc procedures, which favor the 

other party. In a partnership that lasts over time, each side 

benefits from the special treatment it receives and research 

shows that companies in the construction industry recognize 

and value it. 

The companies that took part in the research, belong to the 

construction sector, are located in Attica and are of medium 

and large size. Consequently, the results cannot be 

generalized, as there is the risk of not taking under 

consideration important information from other market 

segments. As a result, the conclusions drawn by the research 

are representative for construction companies of this size, but 

we do not know if they can be applied to smaller companies 

or companies located outside Attica or to other sectors of the 

economy. 

 However, we can say that despite any limitations or 

weaknesses, the present research provides stimuli and set the 

directions for further analysis and research. 

It would be of great interest to enrich the sample with 

companies from other sectors, bearing different 

characteristics than the participated companies in the present 

research. It would be particularly interesting for a researcher 

to explore if there are other elements that shape long-term 

business relationships, beyond the three basic building bonds: 

trust, social and structural bonds. 
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