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ABSTRACT

Collaborative communications improve organizational capabilities and in turn facilitate superior
organizational performance. However, past research regarding collaborative communication focuses
largely upon the direct effect of collaborative communication on various relational performance
outcomes. Without addressing the potential role played by collaborative communication in developing
organizational capabilities. Such a focus upon direct performance effects, while certainly beneficial,
impedes our understanding of how collaborative communication contributes to the firm's competitive
advantage. The aim of this study was to investigate the Effects of collaborative communication on
relational performance metrics in industrial markets. Firms with greater collaborative communication
possess close relationships with customers, and thus customers are less price sensitive because of
perceived higher switching costs. In this vein, collaborative communication may contribute to firm
performance in sales and profitability by effectively reducing transaction costs and improving operational
efficiency. The literature review concluded that Communication is associated with (a) the performance of
customer-centric, (b) co-operation with the customer and(c) financial performance. It is necessary to
improve the services provided to gain competitive advantage. The discovery of the relationship between
performance and relationship with customer relationship management, organizations are better able to
realize their weaknesses and thus better understand customers' needs and strive to meet them.
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INTRODUCTION

Marketing Mix is the dominant paradigm of thinking in marketing management, research and marketing
operations. Today, this paradigm is losing its status and location. New approaches are emerging in
marketing research.

The reasons can be cited changes to the globalization of business, increasing emphasis on the importance
of customer, market economies, economies of customer-orientation, physical distance, time, deregulation,
customer expectations and new information technology. Among other mainstream trend, reinforcing
marketing (Brookes, 2002; Coulter, 2002).

After 1990, many companies have focused their attention on areas such as how to maintain positive
relations with customers, how to increase customer loyalty and lifetime value of customer development.
The recent strategies of companies will change the customer-oriented strategies. Especially understanding
the needs of customers and provide additional services known as the determinants of success or failure
(Ahn and Jeong, 2003).

Drawing from the relational perspective, collaborative communication helps firms develop and maintain
quality relationships with customers (Mohr and Nevin, 1990; Morgan and Hunt, 1994; Palmatier et al.,
2006).

The importance of collaborative communication has been well noted by marketing and management
scholars, especially in business to- business market research (e.g., Joshi, 2009; Mohr and Nevin, 1990;
Paulraj et al., 2008) with a large body of empirical studies examining its effect on various relational
performance outcomes, such as satisfaction, commitment and collaboration (Meek et al., 2011; Mohr et
al., 1996). Chen et al., (2013) states that collaborative communication may improve organizational
capabilities and in turn facilitate superior organizational performance. However, past research regarding
collaborative communication focuses collaborative communication may improve organizational
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capabilities and in turn facilitate superior organizational performance. However, past research regarding
collaborative communication focuses largely upon the direct effect of collaborative communication on
various relational performance outcomes (e.g. Meek et al., 2011; Mohr et al., 1996; Schultz and Evans,
2002) without addressing the potential role played by collaborative communication in developing
organizational capabilities (Chen, 2013). Such a focus upon direct performance effects, while certainly
beneficial, impedes our understanding of how collaborative communication contributes to the firm's
competitive advantage (i.e., the process of influence is not well defined) (Chen, 2013).

The aim of this study was to investigate the Effects of collaborative communication on relational
performance metrics in industrial markets.

Conceptual Framework and Hypothesis Development

The foundational relationship marketing concepts of the 1980s and 1990s highlight the importance of
developing quality relationships with customers (e.g., Webster, 1992). Research further indicates that
long-term and high quality relationships with customers potentially enable a firm to create a competitive
advantage relative to firms without such relationships (Anderson et al., 1997; Ganesan, 1994).

In this regard, communication between buyers and sellers plays a vital role in developing and maintaining
mutual relationships (Morgan and Hunt, 1994; Palmatier et al., 2006; Weitz and Jap, 1995). Specifically,
poor communication quality not only damages mutual relational exchange (Mohr et al., 1996) but also
impedes information exchange between the customer and the firm (Frazier and Summers, 1984; Jaworski
and Kohli, 2006). Hence, researchers focus on providing actionable guidelines for managers to develop
effective collaborative communication strategies and programs (e.g., Joshi, 2009; Mohr and Nevin, 1990;
Mohr et al., 1996; Paulraj et al., 2008). Mohr and Nevin (1990) indicate that collaborative communication
strategies are constructive for generating two-way and the open flow of information between the firm and
the customer. Joshi (2009) extends Mohr et al., (1996) to identify four facets of collaborative
communication, including frequency, reciprocal feedback, formality, and rationality. Frequency refers to
the amount of contact between the firm and the customer. Reciprocal feedback focuses on two-way
communication between the firm and its customers. Formality represents the extent to which the firm's
contacts with the customer are routine, planned, and structured, as opposed to unplanned, fleeting, and ad
hoc in nature. Finally, rationality refers to the extent to which the firm provides a rationale and clear
evidence for why its customers should adopt a particular recommendation. Importantly, such
collaborative communication helps firms develop relationships with their customers while also learning
from them (Ballantyne, 2004; Ballantyne and Varey, 2006).

Therefore, in the context of industrial markets, collaborative communication refers to the extent to which
firms communicate with their customers through frequent interactions, reciprocal basis, and routine
contacts while adopting rationality as a means to effectively influence them (Joshi, 2009). Importantly,
such collaborative communication helps firms develop relationships with their customer while also
learning from them (Ballantyne, 2004; Ballantyne and Varey, 2006). In this regard, collaborative
communication has been seen as one of the most important competitive resources in industrial markets
(Joshi, 2009; Paulraj et al., 2008).

For example, Taiwan Semiconductor Manufacturing Company (TSMC), which is one of the world's
largest semiconductor dedicated foundry manufacturers, engages in establishing long-term and reciprocal
relationships with its customers by developing excellent collaborative communication activities with
customers. Specifically, TSMC builds thorough, dedicated formal communication channels (e.g.,
telephone, online platform and email) to have more frequent, prompt and two-way communication with
its customers while actively providing specific information or knowledge to make a case for a particular
course of action, all of which can create superior mutual benefits (e.g., providing superior technological
solutions to improve product quality or yield rate) (Chen, 2013). More specifically, communication is
important to building stronger relationships due to the role of communication in aligning mutual goals,
resolving opinion discrepancies and identifying cooperative opportunities (Anderson and Weitz, 1992;
Mohr and Nevin, 1990; Morgan and Hunt, 1994). In the second route, based on the RBV, collaborative
communication indirectly affects relational performance outcomes through the mediating roles of market-
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relating capabilities. The RBV addresses the origins of organizational competitive advantage that results
from valuable organizational capabilities (Barney, 1991; Grant, 1991; Hunt, 2000).

Following the market knowledge development perspective of collaborative communication, collaborative
communication puts emphasis on the effective information sharing and dissemination between the
customer and the firm (Ballantyne and Varey, 2006; Joshi, 2009).

In addition, three types of relational performance outcomes are presented in our conceptual framework,
consistent with the research previously discussed (Palmatier et al., 2006). Namely, relational performance
outcomes include customer-focused performance (i.e., customer-focused outcomes), customer
cooperation performance (i.e., dyadic outcomes) and financial performance (i.e., seller-focused outcomes)
(Palmatier et al., 2006). Formally defined, customer-focused performance refers to the level of customer
satisfaction and loyalty offered through quality services and products (Moorman and Rust, 1999).
Customer cooperation performance refers to the level of coordinated and complementary actions between
the customer and the firm in their endeavors to accomplish mutual goals (Morgan and Hunt, 1994;
Palmatier et al., 2006).

Financial performance is defined as the degree of a firm's ability to perform profit and sales growth
(Moorman and Rust, 1999; Palmatier et al., 2006).

Effects of Collaborative Communication on Relational Performance Metrics

The relational view of strategic management consists of various theories and perspectives articulating
howthe organization achieves superior competitive advantage by building, developing, and maintaining
successful relational exchanges with its partners (e.g., Anderson and Weitz, 1992; Doney and Cannon,
1997; Dwyer et al., 1987; Lusch and Brown, 1996; Morgan and Hunt, 1994; Palmatier et al., 2007).

This view suggests that long-term relationships can sustain a competitive advantage (Ganesan, 1994). In
this regard, communication is one of the most important factors in developing successful relational
exchanges (Bleeke and Ernst, 1993; Grabner and Rosenberg, 1969).

Collaborative communication is effective for firms to develop quality relationship with customers (Joshi,
2009; Mohr et al., 1996; Paulraj et al., 2008).

Following this, based on the relational view, collaborative communication may contribute to relational
performance outcomes for several possible reasons. First, according to the commitment-trust theory,
effective communication between the firm and the customer improves customer trust and further leads to
increased customer cooperation and reduced propensity to leave (Morgan and Hunt, 1994). In other
words, when interacting with firms exhibiting greater collaborative communication (e.g., frequent and
reciprocal communication), customers are more trusting and therefore are more willing to develop
ongoing relational activities and actively cooperate (Mohr et al., 1996; Palmatier et al., 2007).

In addition, the literature also indicates that collaborative communication can improve the customer's
relationship commitment and generate superior loyalty (Meek et al., 2011). Hence, it is suggested that
collaborative communication may enhance customer-focused and customer cooperation performance
through increased customer trust and commitment. Second, communication plays a critical role in
understanding mutual benefits derived for both the customer and firm (Anderson and Weitz, 1992).

When firms adopt collaborative communication strategies, customers perceive less uncertainty in the
relationship and increase their willingness to make relationship-specific investments (Claycomb and
Frankwick, 2010).

Such customer relationship-specific investments lead to the greater expectation of relational continuity
and joint action, which in turn improves firm performance (Heide and John, 1990; Palmatier et al., 2007).
As such, collaborative communication may contribute to increased customer retention and cooperative
behaviors through increased investment in relationship-specific assets.

Finally, drawing from the perspective of relational rents, the literature suggests that collaborative
communication enables the firm to reduce information asymmetry and improve behavioral transparency
in the customer—firm relationship (Heide and Miner, 1992; Paulraj et al., 2008), thereby leading to
decreased transaction costs and opportunistic behaviors, as well as increased transaction value (Dyer,
1997; Paulraj et al., 2008).
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On the other hand, collaborative communication helps firms establish close relationships with customers
(Ballantyne and Varey, 2006; Mohr et al., 1996; Prahinski and Benton, 2004), in turn creating superior
price premium value for firms (Johnson and Selnes, 2004).

That is, firms with greater collaborative communication possess close relationships with customers, and
thus customers are less price sensitive because of perceived higher switching costs (Johnson and Selnes,
2004). In this vein, collaborative communication may contribute to firm performance in sales and
profitability by effectively reducing transaction costs and improving operational efficiency (Palmatier et
al., 2007; Paulraj et al., 2008).

CONCLUSION

The attitude of companies and institutions in the development of competitive environment to attract more
and more focused on customer satisfaction and profit to sell more. The transition from the traditional
economy and the strongest competition of the new deal, the customer is the main pillar of all activities of
the organization accordingly; So that competing points of views, Survival and continuous absorption of
new customers and maintaining existing customers is the life of organizations require identification
(Elahi, 2005).

The literature review concluded that Communication is associated with (a) the performance of customer-
centric, (b) co-operation with the customer and(c) financial performance. It is necessary to improve the
services provided to gain competitive advantage. The discovery of the relationship between performance
and relationship with customer relationship management, organizations are better able to realize their
weaknesses and thus better understand customers' needs and strive to meet them.

REFERENCES

Ahn Jeong Yong, Seok Ki Kim and Kyung Soo Han (2003). On the Design Concepts for CRM System.
Industrial Management and Data Systems 103(5) 324-331.

Anderson EW, Fornell C and Rust RT (1997). Customer satisfaction, productivity, and profitability:
Differences between goods and services. Marketing Science 16(2) 129-145.

Ballantyne D (2004). Dialogue and its role in the development of relationship specific knowledge. The
Journal of Business and Industrial Marketing 19(2) 114-123.

Ballantyne D and Varey RJ (2006). Introducing a dialogical orientation the service-dominant logic of
marketing. In Robert F. Lusch, and Stephen L. Vargo (Eds.), The service-dominant logic of marketing:
Dialog, debate and directions. New York:M.E Sharpe.

Barney J (1991). Firm resources and sustained competitive advantage. Journal of Management 17 99—
120.

Bleeke J and Ernst D (1993). Collaborating to Compete: Using Strategic Alliances and Acquisitions in
the Global Market Place. New York: Wiley.

Brookes R, Brodie R and Lindgreen A (2002). Value Management in Marketing Organisations:
Comparing Academic, Business Press and Middle Management Discourses. Journal of Relationship
Marketing 17(5) 17-28.

Chen YC, Li PC and Lin YH (2013). How inter- and intra-organizational coordination influence
product development performance: The role of slack resources. The Journal of Business and Industrial
Marketing 28(2) 125-136.

Coulter KS and Coulter RA (2002). Determinants of Trust in a Service Provider: the Moderating Role
of Length of Relationship. Journal of Services Marketing 16(1) 35-50.

Doney PM and Cannon J (1997). An examination of the nature of trust in buyer—seller relationships.
Journal of Marketing 61(2) 35-51.

Dwyer FR, Schurr PH and Oh S (1987). Developing buyer—seller relationships. Journal of Marketing
51(2) 11-27.

Dyer JH (1997). Effective interfirm collaboration: How firms minimize transaction costs and maximize
transaction value. Strategic Management Journal 18 553-556.

© Copyright 2014 | Centre for Info Bio Technology (CIBTech) 612



Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231- 6345 (Online)
An Open Access, Online International Journal Available at www.cibtech.org/sp.ed/jls/2015/04/jls.htm
2015 Vol. 5 (S4), pp. 609-613/Mooghali and Davarian

Review Article

Elahi SH and Heidzri H (2005). Customer Relationship Management (Tehran: Commercial publishing
companies affiliated with the Institute for Trade Studies and Research).

Frazier GL and Summers JO (1984). Interfirm influence strategies and their application within
distribution channels. Journal of Marketing 48(3) 43-55.

Ganesan S (1994). Determinants of long-term orientation in buyer—seller relationships. Journal of
Marketing 58(2) 1-19.

Grabner J and Rosenberg L (1969). Communication in distribution channel systems. In: Distribution
Channels: Behavioral Dimensions, edited by Louis W Stern (Boston: Houghton-Mifflin Co.

Grant RM (1991). The resource-based theory of competitive advantage: Implications for strategy
formulation. California Management Review 33(3) 114-135.

Heide JB and John G (1990). Alliances in industrial purchasing: The determinants of joint action in
buyer—supplier relationship. Journal of Marketing Research 27(1) 24-36.

Heide JB and Miner AS (1992). The shadow of the future: Effects of anticipated interaction and
frequency of contact on buyer—seller cooperation. Academy of Management Journal 35(2) 265-291.

Hunt SD (2000). A General Theory of Competition: Resources, Competences, Productivity, Economic
Growth (California: Sage Publications).

Jaworski B and Kohli AJ (2006). Co-creating the voice of the customer. In: The Service-Dominant
Logic of Marketing: Dialog, Debate and Directions, edited by Robert F Lusch and Stephen L Vargo
(New York: M.E Sharpe).

Johnson MD and Selnes F (2004). Customer portfolio management: Toward a dynamic theory of
exchange relationships. Journal of Marketing 68(2) 1-17.

Joshi AW (2009). Continuous supplier performance: Effects of collaborative communication and control.
Journal of Marketing 73(1) 133-150.

Lusch RF and Brown JR (1996). Interdependency, contracting, and relational behavior in marketing
channels. Journal of Marketing 60(4) 19-38.

Meek WR, Davis-Sramek B, Baucus MS and Germain RN (2011). Commitment in franchising: The
role of collaborative communication and a franchisee' propensityto leave. Entrepreneurship Theory and
Practice 35(3) 559-581.

Mohr JJ and Nevin JR (1990). Communication strategies in marketing channels: A theoretical
perspective. Journal of Marketing 54(4) 36-51.

Mohr JJ, Fisher RJ and Nevin JR (1996). Collaborative communication in interfirm relationship:
Moderating effects of integration and control. Journal of Marketing 60(3) 103-115.

Moorman C and Rust RT (1999). The role of marketing. Journal of Marketing 63 180-197 (special
issue).

Moorman C and Slotegraaf RJ (1999). The contingency value of complementary capabilities in product
development. Journal of Marketing Research 36(2) 239-257.

Morgan N, Vorhies D and Mason CH (2009). Market orientation,marketing capabilities, and firm
performance. Strategic Management Journal 30(8) 909-920.

Morgan RM and Hunt SD (1994). The commitment-trust theory of relationship marketing. Journal of
Marketing 58(3) 20-38.

Palmatier RW, Dant RP and Grewal D (2007). A comparative longitudinal analysis of theoretical
perspectives of interorganizational relationship performance. Journal of Marketing 71(4) 172-194.
Palmatier RW, Dant RP, Grewal D and Evans KR (2006). Factors influencing the effectiveness of
relationship marketing: A meta-analysis. Journal of Marketing 70(4) 136-153

Paulraj A, Lado AA and Chen 1J (2008). Inter-organizational communication as competency:
Antecedents and performance outcomes in collaborative communicative buyer—supplier relationships.
Journal of Operations Management 26 45-64.

Webster FE (1992). The changing role of marketing in the corporation. Journal of Marketing 56(4) 1-17.
Weitz BA and Jap SD (1995). Relationship marketing and distribution channels. Journal of the Academy
of Marketing Science 23(4) 305-320.

© Copyright 2014 | Centre for Info Bio Technology (CIBTech) 613



