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Abstract. 7his study provides an understanding of how the use of Internet-based technologies can affect the
quality of business-to-business marketing relationships in the Jordanian Banking industry. It investigates the
relationships of Jordanian Banks with their small and medium-sized enterprises (SMEs) customers in terms of
commitment, saisfaction, trust, communication, transparency, understanding, and cooperation. It examines how the
use of Interet-based communications can affect the quality of corporate customer relationships by developing a
conceptual model which empirically tests the relationships between Joraanian Banks and SMES. This research builds
and validates a research model based on the liferature survey and uses a mixed method approach. Qualitative data
were gathered through in-depth inferviews fo achieve the goal of refining the initial research model. The second stage
15 a quantitative empirical study that uses a questionnaire and fests the empirical model generated in the first stage.
This infegration of methods provides a more complete view of this emerging area of marketing theory. This research
finds that online banking has a positive impact on Relationship Quality (RQ) in a business-to-business context in
Jordan. Six different constructs of Relationshijp Quality were found to be critical in this research: frust, commitment,
satisfaction, transparency, communication, unaerstanding and cooperation. The importance of transparency emerged
as one of the most significant determinants of Relationship Quality, which is considered to be a new finding and not
common among previous studies. Communication appears to make the biggest contribution overall and have direct
and indirect relationships with other variables. It is, therefore, a major contributor fo the success of Relationship Quality
and further increases the importance of using e-banking fechnology.

Keywords: marketing relationship quality, business to business relationships, online banking, small and medium
enterprises, transparency, Jordan.

Introduction. Relationship marketing is heavily influenced by the advancements in the Internet and
information technology, which is likely to change both its course and definition (Sheth, 2002) due to the
development of new solutions and products enabling customisation and closer interaction (Palmer et al.,
2005). Consequently, relationship marketing and management are likely to change drastically (Ballantyne,
2000, Sheth, 2002) as Internet-based relationships are sufficiently different from traditional relationships
and require specialised management attention (Colgate et al., 2005).

Competing in this new millennium without Internet-enabled capabilities will be similar to compete
without a sales force or a telephone (Ramsey and McCole, 2005). There has been some debate about the
limited knowledge available concerning the adoption of information and communication technologies by
small and medium-sized enterprises (SMEs), although recently researchers have begun to explore it in
greater depth (Shiels et al., 2003). This has encouraged authors to call for establishing criteria for
measuring the use of Internet-based electronic commerce (Kaynak et al., 2005).

Internet-based relationships seem to be sufficiently different from traditional relationships and require
specific management attention (Colgate et al., 2005). Furthermore, the adoption of e-business by SMEs
varies by type of industry. Public, education and charitable sectors have a lower adoption rate, while the
professional services sector have very high adoption levels (Koh and Maguire, 2004).

Research Problem and Objectives. Due to the limited customer base and restricted marketing ability,
and the lack of formalized planning of lots of small companies, it is very difficult for them to use transaction
marketing techniques such as the ‘4Ps’ or market segmentation (Zontanos and Anderson, 2004). This
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calls for finding alternative ways for smaller companies to achieve their marketing goals. Lots of small
firms have adopted the Internet but not all of them are able to extract the same value from this technology
(O'Toole, 2003).

From a theoretical perspective, it is important to develop a model that explains the antecedents of
relationship marketing in e-commerce (Bilgihan and Bujisic, 2015). There has been a relative lack of
research examining the dynamics of online exchange and the requirements for building effective online
relationships. Academics and practitioners are considering adapting traditional relationship marketing
theory to the online environment (Keating et al., 2003).

As an attempt to challenge this problem, this research revisits the relationship marketing theory and
investigates how relationships are shaped and interact over the Internet. The research links the concept
of Marketing Relationship Quality to one of the most well-established, robust, parsimonious, and influential
models in explaining information technology and information system adoption behaviour.

This research examines the impact of Internet use on the quality of marketing relationships in a
business-to-business context. Indicators of quality vary depending on each study's specific context (Ulaga
and Eggert, 2006). This research investigates these different dimensions of Relationship Quality in the
context of Jordanian banks to SME relationships.

The overall aim of this research is to understand how Internet use can affect Relationship Quality for
business-to-business customers in the Jordanian Banking industry. This paper has the following
objectives:

— toinvestigate the quality of the relationships of Jordanian Banks and SME customers;

— 1o examine how the use of Internet-based communications can affect the quality of business-to-
business marketing relationships;

— to develop a conceptual model that tests online business-to-business relationships;

— to empirically test the proposed model on the specified context.

Justification of the research. Studying the Jordanian market can help in drawing some conclusion
about an emerging economy. There is still a dearth of research that addresses the impact that the Internet
has on relationships (Rao and Perry, 2003), and studies about determinants of Relationship Quality are
few (Ndubisi, 2006). This work will address these two presented gaps in relationship marketing literature.

Much of the research in the area of relationship marketing is still considered to be exploratory (Sheth,
2002) and is strongly associated with qualitative methods and methodologies. Limited numbers of
researchers have applied quantitative techniques, which represents another gap in the literature.

Moreover, the other contributors would be based on one limitation of the study by Chaston and
Baker (1998), which states that further cross-border research is needed in order to determine whether
culture has an effect. Culture influences the norms, roles, and expectations of marketing relationships;
since these interactions are social exchanges (Samaha et al., 2014)

Banks-SME'’s relationship. Estimates show that SMEs make up 98% of the total working enterprises
in Jordan, and that financing through internal capital is insufficient to meet the present needs of many
companies (Jordanian Ministry of Planning & International Cooperation, 2007). Consequently, Jordanian
SMEs cannot realize their growth potential due to the insufficient access to external financing and lack of
financial services (Jordan Ahli Bank, 2007).

It is increasingly difficult for SMEs to stay within the constraints of self-financing. Therefore, SMEs
need to struggle for capital from external sources. The Jordanian banking sector is traditionally reluctant
to lend to SMEs because of a perceived lack of collateral (EJADA, 2007). Despite this, access to finance
in Jordan remains underdeveloped. Loans are expensive for businesses, when available, and so the cost
of this capital is high.

SME marketing does not fit the traditional marketing approaches that have emerged in the context of
larger businesses (Moriarty et al., 2008). Small firms appear to prefer interactive marketing (Zontanos and
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Anderson, 2004). They specialize in interactions with their target markets and prefer personal contact with
their customers and providers, rather than the impersonal marketing of mass promotion.

Literature Review. Relationship quality: The term “Relationship Quality” was coined by researchers
to describe the quality of business relationships (Ulaga and Eggert, 2006). Relationship Quality, like
service quality and product quality, is a multi-dimensional concept (Woo and Ennew, 2004). Among the
earliest researchers to identify and empirically examine dimensions of Relationship Quality were Crosby
etal. (1990).

Despite the salience of Relationship Quality as a higher order construct depicting firm-customer
relationships, many issues still remain to be explored in terms of firm-customer Relationship Quality
(Leach, 2009). Building and strengthening relationship quality has been shown to affect behavioural
outcomes such as purchase consideration and brand switching (Hudson et al., 2015).

The rise of the internet gives marketers the power to customize offerings to demanding customers in
ways they could not before (Bojei et al., 2013). The emergence of the Internet and the advances in
technology “do not change a firm's fundamental need to establish strong customer relationships”
(Harrison-Walker and Neeley, 2004). However, it is likely to change both the course and the definition of
relationship marketing (Sheth, 2002).

Different authors have suggested different measures for the outcomes of relationship marketing.
Hennig-Thurau et al. (2002) suggested profitability. However, profitability is not the direct outcome of
Relationship Quality activities. Others suggested customer loyalty and customer word-of-mouth
communication as outcomes. The development of close social relationships ultimately approaches what
is known as "psychological loyalty", a loyalty which seems contrary to self-interest (Durkin and
Howcroft, 2003).

However, most researchers adapted the concept of “Relationship Quality” as an immediate outcome
for marketing relationships. There is no real agreement on what this concept constitutes exactly. As a
concept ‘Relationship Quality’ was developed from theory and research in the field of relationship
marketing (Crosby et al., 1990, Dwyer et al., 1987). Relationship Quality is to strengthen already strong
relationships and converts indifferent customers into loyal ones (Berry and Parasuraman, 1991). There is
an agreement among authors that the concept of Relationship Quality is a higher order construct
consisting of several distinct but related components or dimensions (Rauyruen and Miller, 2007).

Technology acceptance model. Companies must allow customers to control buyer-seller interactions
through the customization of products and services (Harrison-Walker and Neeley, 2004). The introduction
of Internet marketing brought solutions to some of the difficulties in customer relationship management,
by providing one-to-one interactivity and customization (O'Leary et al., 2004). Many companies use online
applications in an attempt to form some form of relationship with their consumers (Verma et al., 2016).

Internet marketing involves building and maintaining customer relationships using online activities to
assist in the exchange of ideas, products, and services (Ngai, 2003). Internet marketing makes use of
digital interactive technologies and information technology to fulfil the traditional practices of creating,
communicating and delivering value to customers (Gilmore et al., 2007).

Due to the realised marketing benefits of the Internet, more and more companies are adapting to this
technology. One of the deep-rooted models for assessing technology acceptance is the Technology
Acceptance Model (TAM). This has been used in this study to explain the adoption behaviour of business-
to-business Internet marketing. After that, technology adoption in SMEs is discussed in detail. Technology
acceptance model (TAM) is considered to be the most broadly used and robust model for predicting
individual adoption of a new technology (Kesharwani and Singh Bisht, 2012).

According to TAM, perceived usefulness (PU) and perceived ease of use (PEOU) pressure an
individual's behavioural intention to use a system, which determines actual use (Schaupp and
Carter, 2005). Perceived usefulness is the degree to which a person has the belief that using a particular
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system would improve the job performance, and perceived ease of use is the degree to which a person
believes that using a particular system would be effortless (Davis, 1989). The TAM model states that
perceived usefulness and perceived ease of use impact attitude towards use, which impacts behavioural
intentions, which in turn impacts actual usage (McCloskey, 2006).

Methodology & Research Design. A preliminary model was developed from a detailed and critical
analysis of literature. In the first stage, qualitative data were gathered through in-depth interviews in order
to refine the initial research model. The second stage was empirical; a survey based on the literature
review and a qualitative investigation was designed. From this, hypotheses were produced and tested
using quantitative data collection and subsequent analysis. This integration of methods provides a more
complete view especially when research is conducted in an emerging area of marketing theory.

A series of in-depth interviews were carried out with experts in Jordanian banks. The Jordanian
banking sector consists of 23 banking institutions, thirteen Jordanian commercial banks, three Islamic
banks, and branches for seven foreign banks. After data were collected using in-depth interviews. The
interviews were transcribed and then analysed using content analysis. Content analysis is a systematic
research method for analyzing textual information into much fewer content categories. The content
analysis approach to data collection needs to go through five basic steps: Coding, Categorizing,
Classifying, Comparing, and Concluding.

The aim of the second stage of the research is to develop hypotheses and test them to produce more
generalisable results. A questionnaire was designed for this purpose. The scales for measuring variables
were developed from previous empirical research conducted in a similar context to this one.

A total of 500 questionnaires were distributed; 383 responses were received. Of these, 47 were
incomplete resulting in 335 usable responses, a response rate of 39.4%. Of the completed responses,
277 were initial responders with 59 late responders. All non-demographic questions were measured using
a 7-point semantic difference Likert type scale. Collected data appear consistent with published
demographics on the profile of SMEs according to sector and size (JDSAR, 2006).

The data were coded, transcribed, cleaned, and entered into SPSS to create a database for the
research data. Codes were assigned to different questions in the questionnaires. Open-ended questions
were kept to the minimum. Raw data went through an on-going process of editing to ensure their usability
for the research.

Structural equation modelling was used to analyze the survey data. Structural equation modelling has
grown to be an established element of the methodological repertoire of marketing researchers
(Baumgartnera and Homburgb, 1996). The two main features that make SEM attractive are: First, SEM
allows the researcher to take into account the imperfection of behavioural science data and to assess and
correct for measure unreliability, provided multiple indicators of each construct are available. Second, SEM
makes it easy to investigate comprehensive theoretical frameworks in which the effects of constructs are
propagated across multiple layers of variables via direct, indirect, or bi-directional paths of influence.

SEM is a confirmatory technique that is used to decide whether a certain model is valid. It considers
measurement quality while testing the hypotheses. SEM improves statistical estimation and allows the
researcher to separate the explained variance in the measures from the error variance (Perry et al., 2002).
The model advised by this research consists of multiple dependence relationships, making structural
equation models an appropriate approach for the data analysis and hypotheses testing.

Not all the data collected and used for analysis must be distributed normally. In most marketing
studies, data are likely to be distributed non-normally (Bontis et al., 2007). The normal distribution is a
means to an end, not the end itself. The distribution becomes an issue only when a researcher needs to
use a statistical tool that requires normally distributed data. SmartPLS does not require any normality
assumptions and handles non-normal distributions relatively well. SmartPLS employs bootstrapping to test
the significance of relationship making and works well with non-normal data.
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This study uses a relatively large sample size and is considered to be sufficiently large enough to
partially compensate for violations of normality (Liang et al., 2009). Larger sample sizes are required in
cases of model complexity and non-normality of data.

Development of Research Model & Hypotheses. The respondents were asked to pick from a list,
extracted from the literature, the constructs that are more suitable for measuring the quality of business-
to-business relationships. The constructs more frequently chosen were: trust, commitment, satisfaction,
communication, understanding and cooperation. Respondents stressed a construct as being critical in
measuring the quality of relationships namely: "transparency"”. According to them, transparency comprises
honesty, and not hiding any information from customers (information sharing). Building on a synthesis of
the literature already reviewed and in-depth interviews; the initial model is depicted in Figure 1 below.

N @ B

Perceived Ease of

Communication
Use

Understanding

Perceived
Usefulness

Satisfaction

Cooperation

Perceived Security

Transparency

Structural Bonds Social Bonds

B2B Internet Marketing Relationship Quality

Figure 1 - The initial model for the research
Sources: developed by the authors

Having identified the relevant constructs related to Relationship Quality and e-banking in a business-
to-business context, the final research model will be presented after hypotheses are generated. The
relationships between variables are based on the literature. When individuals are able to communicate,
co-operation increases significantly. The positive effect of communication on cooperation and trust is one
of the robust findings in the sociological literature. Communication would have a significant effect on the
level of co-operation between the dyadic pairs. Immediate forms of communication are expected to
achieve the development of trust and co-operation (Jensen et al., 2000):

H1a: Communication is positively associated with co-operation. The two-way exchange of
communication achieves shared understanding (Duncan and Moriarty, 1998). In its original sense,
communication is the creation of a common understanding, a sharing of experience between people
(Zineldin, 1998). Common understanding consists of shared meanings that are created through the
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process of communication or shared experiences. This is a recursive relationship where communication
resulting in common understanding feeds back into the communication process:

H1b: Communication is positively associated with understanding. From a communication perspective,
understanding is transparent in the sense that it is "seeing through" verbal or visual acts in interaction
(Ucok, 2006). Transparency is the complete and clear recording of reasons, judgments and decisions
(Tenngy et al., 2006). The concept of transparency relates to communication and understanding as a
visible, observable achievement rather than a private, mental, hidden state (Ucok, 2006). Tenngy et
al. (2006) found that communication and transparency improve bi-lateral decision making resulting in an
improved relationship:

H1c: Communication is positively associated with transparency. Communication, coordination and
shared knowledge are all presumed to be important to building co-operation (Steinheider, 2000). Shared
knowledge is the basis for communication and coordination since it is not possible to transfer information
without a common understanding of terms and their implications. For efficient co-operation, there is a need
to reach a sufficient degree of shared knowledge which will lead to understanding (Steinheider, 2000):

H2: Co-operation is positively associated with understanding. Communication is a fundamental part of
the process of interaction and sense-making between relationship stakeholders. While contributing to the
process of understanding, if understanding is achieved, ultimately increased trust and a strengthened
relationship will occur (Kumar and Becerra-Fernandez, 2007). Acquiring information about the other party,
understanding its point of view, and showing empathy reduce distance in the relationship and gradually
builds up trust creating more inter-personal interaction, friendly relations, and familiarity with the partner
(Leonidou et al., 2006).

H3a: Understanding is positively associated with trust. A shared understanding between relationship
stakeholders is an important source of satisfaction (Selnes, 1998). Building a cooperative climate between
sellers and buyers has a favourable effect on satisfaction. This climate eliminates negative feelings and
increases emphasis on the positive outcomes derived from this cooperation (Leonidou et al., 2006).

H3b: Understanding is positively associated with satisfaction. Transparency increases trust and
reduces uncertainty (Bosch et al., 2005). Transparency reinforces dynamic interactions between partners’
trust levels and the level of transparency that is in line with that trust level. The more transparency the
more trust and commitment is achieved (Akkermans et al., 2004):

H4a: Transparency is positively associated with trust.

H4b: Transparency is positively associated with commitment. According to the principles of
relationship marketing, successful business relationships enhance client satisfaction (Hess and Story,
2005). Satisfaction is necessary but not sufficient for the formation of trust, and not all satisfied customers
develop trust. Satisfaction has been conceptualized as a prerequisite for Relationship Quality (Caceres
and Paparoidamis, 2007). For banks, customer satisfaction is essential to sustain long-term relationships
(Poon, 2008). Links between trust and satisfaction have typically been tested in marketing contexts
(Brashear et al., 2003). Trust in one's exchange partner reduces negative conflict and increases
satisfaction which leads to the building of long-term relationships:

H5a: Trust is positively associated with satisfaction. Trust is defined as a willingness to rely on an
exchange partner in whom one has confidence (Zineldin and Jonsson, 2000). Trust is a necessary
condition for commitment and both are influential in the future of relationships (Garbarino and Johnson,
1999). Relationship commitment exists when one partner makes maximum efforts to maintain a long-term
relationship with the other partner (Caceres and Paparoidamis, 2007).

In order to be consistent with other relationship marketing research, trust is a necessary condition for
commitment hence it is modelled as a precursor to commitment (Morgan and Hunt, 1994, Lacey and
Morgan, 2009). Because commitment involves potential vulnerability and sacrifice, it follows that
stakeholders are unlikely to be committed unless trust already is established:
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H5b: Trust is positively associated with commitment. Relationship satisfaction and commitment lead
to desirable relational outcomes like long-term orientation and decreased the tendency to terminate
relationships (Abdul-Muhmin, 2005). Customer satisfaction contributes to good customer-organization
relations and is related to the rudiments of the relationship, namely trust and commitment (Rexha et al.,
2003). Gustaffson et al. (2005) distinguish between satisfaction as being "backwards-looking" and
commitment as being "forward-looking" and both influence customer churn and retention.

Satisfaction impacts commitment in many contexts, for instance in employment (Brashear et al., 2003)
and repurchase. The dominant view in the literature assumes satisfaction causes commitment (Currivan,
1999). Consistent with the majority of findings, satisfaction has been modelled as an antecedent to
commitment (Brashear et al., 2003)

H6: Satisfaction is positively associated with commitment. The greater the perceived usefulness and
the perceived ease of use, the better the reactions and higher the intentions to adapt to innovations
(Hernandez and Mazzon, 2007). Consistent with TAM; perceived ease of use is a causal antecedent to
perceived usefulness (Davis, 1989):

HOB2a: Perceived ease of use is positively associated with perceived usefulness. Perceptions of
insecurity have been found to impact perceived usefulness in the context of service employees (Walczuch
et al., 2007) and mobile computing (Lapczynski and Calloway, 2006) and are expected to be the same in
the case of online banking:

HOB2b: Perceived security is positively associated with perceived usefulness. The main factors found
to influence customer use of online banking services are perceived ease of use and perceived usefulness
in combination with security (Makris et al., 2006). In several studies, communication in terms of media
richness, higher levels of cues, language variety and humanlike adaptiveness, provides cognitive
clarification which impacts perceived ease of use of a system (Chen et al., 2007, Jahng et al., 2000) but
not perceived usefulness:

HOB1: Communication is positively associated with perceived ease of use. System security must
involve all stakeholders, especially the users, to ensure its integrity (Tassabehji, 2003). Devaraja et al.
(2006) confirmed the importance of security for online customer satisfaction and retention and
recommended making available security software for users to download. In order for security to be
maintained, there must be co-operation with the customers. It is therefore expected that:

HOB3: Co-operation is positively associated with perceived security. In the online environment
success of e-commerce is largely dependent upon the emergence of guaranteed security (Kolsaker and
Payne, 2002). The relationship between building trust and security of electronic transactions has already
been established (Tsiakis and Sthephanides, 2005) where security impacts trust:

HOBA4: Perceived security is positively associated with relationship trust.

Table 1 summarises the hypotheses developed in this section.

Table 1 — Research hypotheses

How do constructs of technology acceptance | How does usage level of online business-to-business
model interact with each other? marketing affect aspects of Relationship Quality?
1 2

HOB2a: Perceived ease of use is positively|HOB1: Communication is positively associated with

associated with perceived usefulness perceived ease of use

HOB2b: Perceived security is positively associated|HOB3: Co-operation is positively associated with perceived

with perceived usefulness security
HOB4: Perceived security is positively associated with
relationship trust

How do different constructs of Marketing Relationship Quality interact with each other?
H1a: Communication is positively associated with co-|H3a: Understanding is positively associated with trust

Marketing and Management of Innovations, 2018, Issue 4 167
http://mmi.fem.sumdu.edu.ua’en



M. Alnsour. Internet-Based Relationship Quality: A Model for Jordanian Business-to-Business Context

Table 1
1 2

operation H3b: Understanding is positively associated with satisfaction
H1b: Communication is positively associated with|H4a: Transparency is positively associated with trust
understanding H4b: Transparency is positively associated with commitment
H1c: Communication is positively associated with|H5a: Trust is positively associated with satisfaction
transparency H5b: Trust is positively associated with commitment
H2: Co-operation is positively associated with|H6: Satisfaction is positively associated with commitment
understanding

Sources: developed by the author

Based on the discussion above, Figure (2) depicts the model developed for this research and the
respective hypothesis.

i HOB1 Hlc i
Perceived Communication Transparency
Ease of Use
Hla \’Qf H3a
HOB2a H2b Commitment [€7
Understanding

Perceived H2a H5
Usefulness

HOB2b Co-operation Satisfaction
Perceived | HOB3 Trust H4a
Security

HOB4 I H4b

Online Business
Banking Relationship Quality Interactions in a B2B context

Figure 2 — Research model
Sources: developed by the author

Discussion of Research Findings. The maximized measures of scale reliability for all constructs
were acceptable. Partial least squares (PLS) structural equation model was used to validate the
hypotheses (Chin, 1998). The two-phase approach advocated by Hulland (1999) was followed whereby
the measurement model was fitted and internal consistency reliability, convergent validity and discriminate
validity for the indicator variables on their latent variables was checked against typical benchmark values.
Next, the structural path model was appraised by testing the significance of Bootstrap statistics for each
of the path coefficients, using 1000 Bootstrap re-samples. R2 values were also inspected to assess the
predictive power of the resulting model. For these analyses, SmartPLS 2.0M3 software (Ringle, 2005)
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was used. All indicators load onto their respective latent variables more strongly than they do on alternative
latent variables. These loadings are exhibited figure 3. The weakest loading is 0.758 for ease.c onto
perceived ease of use (PEU). This is in excess of 0.700, as advocated by (Hulland, 1999), and greater
than its next highest loading of 0.644 onto perceived usefulness (PU). All other loadings are in excess of
0.820.

Table 2 - Loadings of manifest variables onto latent variables for B2B Online Marketing

Variable PEOU PS PU
Easuse.a 0.894426 0.657541 0.763032
Easuse.b 0.931638 0.700572 0.829870
Easuse.c 0.758913 0.644053 0.543645
Easuse.d 0.897319 0.686311 0.836951
Easuse.e 0.914130 0.686888 0.762485
Easuse.f 0.891937 0.708576 0.704995
securi.a 0.769027 0.941929 0.732489
securi.b 0.749083 0.952378 0.699613
securi.c 0.622331 0.917246 0.595862
securi.d 0.732618 0.947353 0.705891
useful.a 0.775046 0.593605 0.871465
useful.b 0.840655 0.695303 0.929772
useful.c 0.807202 0.670585 0.937270
useful.d 0.777630 0.691679 0.921698
useful.e 0.782290 0.653274 0.937388
Useful.f 0.730499 0.640575 0.927397
useful.g 0.734512 0.722902 0.886722
useful.h 0.751181 0.687336 0.912272

Sources: developed by the authors

In addition, from Table 3, the average variance extracted [AVE] for the variables is seen to range from
0.725, for communication to 0.883 for perceived security (PS), all in excessive of 0.5, as recommended
by Fornell and Larcker (1981), further demonstrating good convergence. Discriminate validity is shown for
each variable by inspection of the square root of AVE [VAVE] in Table 3.

Table 3 - Average Variance Extracted [AVE], Composite reliability [CR] and R? values for the
latent variables

Construct | AVE | CR | R?
Relationship Quality
Co-operation 0.787885 0.936915 0.603952
Commitment 0.797537 0.951625 0.731418
Communication 0.725601 0.913568 0.000000
Satisfaction 0.815908 0.956794 0.649180
Transparency 0.738046 0.933653 0.522857
Trust 0.813849 0.956215 0.709495
Understanding 0.806408 0.961477 0.755053
B2B Online Marketing
Perceived Ease of Use 0.780044 0.954937 0.275784
Perceived Security 0.883268 0.968011 0.216148
Perceived Usefulness 0.838651 0.976502 0.733844

Sources: developed by the author
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Figure 3 - Loadings of manifest variables onto latent variables for RQ

Sources: developed by the author
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Here, AVE is greater than the correlation of the variable with any other variable (Fornell and Larcker.,
1981). Finally, all composite reliability values (Table 3) are in excessive of 0.900 indicating very high levels
of reliability (Hair et al., 2005). Moreover, the three main output variables in the Relationship Quality sub-
model, namely, trust, commitment, and satisfaction have R2 values of 0.755, 0.731 and 0.649 respectively.
These are high values, representing the proportion of variability in the latent variables accounted for by
the measurement model. The remaining R2 values for the antecedent Relationship Quality variables are
0.522 for transparency, 0.603 for co-operation and 0.755 for understanding (Table 3) further confirming
that the Relationship Quality sub-model provides a very good fit to the data. Communication is an
extraneous variable and thus has no associated R? value. We, therefore, have compelling evidence that
the measurement model is reliable, valid and distinct.

The research hypotheses with associated standardized path coefficient values are exhibited in
Figure 4. From the Bootstrap t-statistics obtained from 1000 re-samples, all paths have highly significant
values at the 0=0.001 level. We, therefore, have strong evidence from these data that the model is valid
with all the hypotheses being confirmed (Figure 4).

Relationship Quality is known to be dependent on trust, satisfaction and commitment. From Table 4
and Figure 4, we can see that transparency has a direct positive and substantial effect on trust (3=0.692)
which leads to a mediated effect on commitment. There is a further effect from the trust, mediated by
satisfaction. Transparency also directly impacts commitment (8=0.374). This demonstrates the importance
of transparency in addition to the established dependent variables for Relationship Quality (trust,
satisfaction and commitment).

Table 4 — Hypotheses, Path coefficients [§], and Bootstrap t-values.

Hypotheses | Path | B | BSt-value
Relationship Quality
H1a Communication ---> Co-operation 0.777 26.753
H1b Communication ---> Understanding 0.364 6.223
Hic Communication ---> Transparency 0.723 16.536
H2 Co-operation ---> Understanding 0.555 9.258
H3a Understanding ---> Trust 0.130 2.624
H3b Understanding ---> Satisfaction 0.254 2.833
H4a Transparency ---> Trust 0.692 14.568
H4b Transparency ---> Commitment 0.374 5.186
H5a Trust -—-> Satisfaction 0.611 7.156
H5b Trust ---> Commitment 0.131 1.416
Hé Satisfaction ---> Commitment 0.407 5.211
B2B Online Marketing
HOB1 Communication ---> Perceived Ease of Use 0.525 11.304
HOB2a Perceived Ease of Use ---> Perceived Usefulness 0.696 12.687
HOB2b Perceived Security ---> Perceived Usefulness 0.195 3.255
HOB3 Co-operation ---> Perceived Security 0.464 9.345
HOB4 Perceived Security ---> Trust 0.128 3.227

Sources: developed by the author

Communication appears to make the biggest contribution overall (Table 5) with total effects due to
direct and indirect action in excess of 0.6 on each of the Relationship Quality variables and highly
significant contributions to the business-to-business online marketing variables. It is, therefore, a major
contributor to the success of Relationship Quality and further increases the use of e-banking technology
through the TAM variables.
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Figure 4 - SmartPLS Output of the Research Model
Sources: developed by the author
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Table 5 - Total Effects of Paths from Communications to Dependent Constructs

Total Effects | B | t Statistic
Relationship Qualit
Communication ---> Co-operation 0.777 26.753
Communication ---> Commitment 0.600 13.579
Communication ---> satisfaction 0.600 12.905
Communication ---> transparency 0.723 16.536
Communication ---> understanding 0.795 33.108
Communication ---> trust 0.650 16.008
B2B Online Marketing
Communication ---> PEOU 0.525 11.304
Communication ---> PU 0.361 10.424
Communication ---> PS 0.436 7.916

Sources: developed by the author

Communication correlates directly and strongly with; cooperation, understanding, and transparency
and are linked indirectly to three traditional constructs of Relationship Quality (trust, commitment and
satisfaction).

Another important addition is the constructs that were included in the study of Relationship Quality.
This research used seven different concepts for the measurements of Relationship Quality. In addition to
the most frequently used constructs of trust, commitment, and satisfaction, this research uses
transparency, communication, understanding and cooperation.

Trust is very important in online marketing. The literature maintains that transparency becomes very
important when trust suffers; this is consistent with findings from the qualitative interviews. Jahansoozi
(2006) suggests that trust erodes over time or declines due to a crisis and transparency becomes a
“critical” relational characteristic. The level of trust increases as the organizational transparency increases.

When there is a state of distrust in a relationship, transparency is a required condition for rebuilding
trust and commitment in the relationship. In addition to rebuilding trust, transparency can promote
accountability, collaboration, cooperation and commitment.

Transparency might not be the component of central importance when trust is already established but
it is important when measuring the quality of online relationships, where trust so critical. The empirical test
of the developed model found that transparency has a direct positive and substantial effect on trust which
leads to a mediated effect on commitment. There is a further effect from the trust, mediated by satisfaction.
Transparency also directly impacts commitment. This demonstrates the importance of transparency in
addition to the established dependent variables for Relationship Quality (trust, satisfaction
and commitment).

The study of transparency in relationships is considered to be relatively new (Eggert and Helm, 2003).
Transparency was highlighted as a major factor to Relationship Quality during the interviews with the
banks and regarded as being critical to relationships. It was suggested that transparency comprises being
honest and sharing information with customers.

Communication appears to make the biggest contribution overall with total effects due to direct and
indirect action on other constructs. It is, therefore, a major contributor to a successful relationship.
Communication correlates directly and strongly with; cooperation, understanding, and transparency and
are linked indirectly to three traditional constructs of Relationship Quality (trust commitment
and satisfaction). The verification and conceptualizing of the constructs depend on the specific context of
the study. Here, the core variables of TAM were confirmed to be perceived usefulness and perceived
ease of use with perceived security as the single external variable that was reported to be of most concern
to respondents.
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The data analysis in the previous section showed strong evidence that the research model is valid
with all the hypotheses being confirmed. This research developed and validated an online relationships
acceptance model (ORAM) of online business-to-business marketing and Relationship Quality based on
the extant literature and issues specific to the context of SME banking in Jordan. Overall, this research
has found that online banking has a positive impact on Relationship Quality in a business-to-business
context in Jordan. The established TAM constructs, perceived ease of use and perceived usefulness,
together with the recognized antecedent, security, are impacted directly or indirectly by communication
and co-operation from the Relationship Quality model. Security also increases trust, which acts as a
mediating variable increasing both satisfaction and commitment to the business relationship.

Conclusions. The findings of this research confirm and extend previous studies. The main conclusion
that can be drawn from this research is that Internet adoption has a positive impact on Relationship Quality
in a business-to-business context in Jordan. This research has developed and validated a novel model
based on the extant literature with qualitative in-depth interviews empirically testing the model.

There are numerous associations among the key constructs characterizing business-to-business
relationships, with different degrees of strength. These constructs can be dependent variables in some
relations and become independent variables in others. The direction of causality in some relations seems
to be reversible.

Communication is very important in a business-to-business relationship. It is a major contributor to the
success of Relationship Quality, and it increases the use of e-banking technology through the
TAM variables.

Transparency becomes very important when trust suffers. There is strong evidence that trust suffers
when operating in an online environment, especially if customers are still sceptical about the whole idea
of doing business online.

This research included the construct of understanding in the study which is a relatively neglected
construct by researchers of buyer-seller relationships (Leonidou et al., 2006). Understanding is essentially
important, especially if customers happen to be in a huge overlooked segment, such as small and medium-
sized enterprises.

The constructs of a relationship are divided into social and technical. The social bonds are common
among most studies while the technical bonds differ from one context to another. There are three main
social dimensions of Relationship Quality; commitment, trust and satisfaction. Many studies — including
this research - expanded these three by adding more contextual constructs.

One interesting aspect of this study is the explaining and predictive power of TAM in the context of
organizational intentions to adopt the Internet. TAM was therefore extended to explain Internet adoption
behaviour by organizations.

The study was carried out in an emerging market in a small developing country. This bridges a gap
since most of the previous studies in the literature have been conducted in the US, Europe and Australia.
The research helps in understanding whether the findings of a developing country corroborate with
previous findings, and provides new insights into SMEs business-to-business online adoption and
relationships.

Research Limitations. This research provides some new insights into the impact of the Internet use
on inter-firm relationships in a service context, however, these findings should be viewed in light of
some limitations. The sample set of firms in this study does not represent a truly random sample. There is
an obvious selection bias in this sample. The study results are skewed towards small-sized firm more than
medium-sized ones. Small firms accounted for 77% of the sample. This might be due to the larger number
of small firms in Jordan. The use of a convenience sampling approach in the study weakens research
objectivity. The small and medium enterprises sampled may not be fully representative of the Jordanian
SMEs. Many SME's refused to cooperate in the study.
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One limitation refers to the fact that the model was tested in a specific context. The model needs to
undergo testing in multiple contexts. One suggestion is to test it using different technologies like mobile
banking or using a different sample like large companies or in a certain sector, industry or a country.

The buyer-seller relationships are highly dynamic, they evolve over time, and this research has offered
only a snapshot of them. There is a need to carry out longitudinal research to observe changes in the
elements comprising the relationship over time. Also, the dynamics of relationships change from one stage
of a relationship to another.
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AkicTb IHTepHeT-kOMyHikauin: B2B mopens ans ﬁop.ani'l'

Y pamkax gaHoi cTarTi asTop AOC/HKYE BIVMB [HTEPHET-TEXHOONMN Ha AKICTb B3AEMOBIAHOCHH B OaHKIBCLKOMY CEKTOPI
Hopnawii 3 Bukopuctantsm mogeni B2B. Y CTaTTi IpoananisoBano BIaEMOBITHOCHHN MIX HODZAHCHKUMY BAHKAMN T8 Mammm |
CEPEAHIMI MIAMPUEMCTBAMY 3 TOYKU 30Dy N1APAMETDIB SKOCTI B3AEMOBIIHOCHH 3 KODITODATUBHUMY KITIEHTaMV, & CaMe: BUKOHAHHST
30008 53aHb, 33[0BOTICHHS] T0CITYramu, PiBEHb [O0BIPH, KOMYHIKALIli, PO30PICTb, PO3YMIHHS Ta CrBAPALS. ABTOD JOC/IAXYE BIUMB
IHTEPHET-TEXHOMONV HA AKICTL BIHOCHUH 3 KODIIODATUBHUMY KITIEHTaMy OaHKIB. Y CTATTI 3arpOMOHOBAHO KOHLENTYallbHy MOJETb,
KA 136 MOXITNBICTS EMITIDUYHO BUMIDSTH SKICTE BIAEMOBIFHOCHH MiX BaHKamMy Viopaarii Ta mammm | CepesHimm miampnemMcTaamm,
BuxigHi JaHHi 4719 40CTAKEeHHS OY/iu COPMOBAH] Ha OCHOBI aHAIII3Y HAYKOBUX My OITKaLiVT T4 SMILLaHNX METOZIB 300py JaHnX. Tak,
Ha nepiomy erani (po3pobka emmpndHoi Mogern;) Byro POBEAEHO TOMNOTIEHE IHTEPBI0 3 METOK YTOYHEHHS MOYATKOBUX
napameTpis Mogesi. Ha apyromy erari, 4151 KibKICHOrO eMIPHYHOIO AOCIANKEHHS, OyII0 MPOBEAEHO OMUTYBAHHS Ta anpobayis
3arpOIIOHOBAHOI” eMITPHYHOI MOJEST. ABTOp 3a3HAYac, YO IHTEIPALIS BULICHABEACHNX METOLIB [Jac MOXIMBICT OTPUMATH
KOMIITIEKCHY OLIHKY 3 ypaxyBaHHSIMU OCOOIMBOCTEN PO3IBUTKY CYYACHUX MAPKETUHIOBUX TEOPId. PesyribTat [OCIIKEHHS
THATBEDIKYIOTS, 11O OHITAVIH-BAHKIHT MOSUTUBHO BIVTNBAE HA AKICTS BIAEMOBTHOCHH 3 KOPIODATUBHIMA KilicHTamu B Vopaarii. [Ton
LbOMY, GBTODOM BUOKDEMITEHO LLICTb [O/I0BHUX QAKTOPIB BIIMBY HA SKICTb B3AEMOBIIHOCHH 3 KOPROPATHBHIMA KITIEHTaMU OaHKy:
PIBEHb LOBIpH, BUKOHAHHS 30008 53aHb, DIBEHb 3840BOTICHHS MOCITYramu, fpO30PICTb, KOMYHIKaLli, migToumKka 1a Crisripays.
Pe3syribTam JOCIIKeHHS] MIATBEDKYIOTb, IO MPO3OPICTb € KITOHOBOK [AETEPMIHAHTON, LO BIMBAE HA SKICTb B3AEMOBIGHOCHH 3
KODIOPAaTUBHUMY KITIEHTaMU. TaKoX, QaKTOD-KOMYHIKALI MAE CTATUCTUYHO SHAYUMIMV Ta MAE MPDSMUIT BIITTNB HA B3AEMO3B S3KN MIX
THLLIAMY SMIHHIMY 38TIDOMOHOBAHOT @MITIDUYHOI MOZET. Y 3B A3KY 3 LM, y CTATTI 3a3HAYEHO, L0 KOMYHIKALIT € OCHOBHUM @aKTOPOM
MJBULYEHHS SKOCTI B3AEMOBIHOCHH 3 KOPITOPATVBHUMY KITIEHTaMu OaHKy Ta €QeKTUBHOCTI BUKODHCTAHHS TEXHOJIOMN OHIIaNH-
OaHKiHry.
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