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ABSTRACT

Supplier development initiatives refer to actions by buyers to improve a supplier’s performance
and/or capabilities, and are often described as a ‘win-win’ for both buyers and their suppliers.
However, supplier development initiatives can be ineffective and stimulate opportunistic
behaviour by suppliers, so that the investments made by buyers are counterproductive. The
thesis investigates this ‘dark-side’ of supplier-buyer relationships. Specifically, it studies (a)
the relationships between supplier development initiatives, relational norms, and supplier
opportunism, and (b)seeks to understand the factors that increase the likelihood of a positive

outcome (improvements in the buyer’s performance) and decrease supplier opportunism.

Informed by transaction cost and social exchange theories, and drawing on the case of fresh
fruit and vegetable supply chains in Vietnam, the thesis comprises of two studies. The first
study utilises thematic analysis and qualitative comparative analysis to analyse the relationships
between specific supplier development initiatives and forms of opportunism, considering the
role of relational norms. While often regarded as reducing the likelihood of opportunism, the
study identifies a specific relational norm, norms of opportunism in supply chain relationships,
which sanction a degree of opportunistic behaviour. The second study introduces and validates
a model of supplier development, considering both negative and positive outcomes
simultaneously. The analysis based on structural equation modelling indicates that supplier
development not only can help improve a buyer’s performance, but also simultaneously
increases supplier opportunism. However, the degree to which supplier development initiatives

lead to positive or negative outcomes depend on goal congruence and long-term orientation.

The research contributes to supply chain management theory and aids practitioners by
investigating how buyers can address opportunism, so that supplier development initiatives
curb supplier opportunism rather than trigger it. Supplier development initiatives should be

designed to fostering suppliers’ long-term orientation and goal congruence between parties.
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Chapter 1. INTRODUCTION

1.1 Introduction and Rationale

In supply chains, improving the quality and quantity of suppliers’ outputs is a major
concern. Buyers increasingly seek to create sustainable supply chains in co-operation with their
suppliers, recognising that suppliers’ capabilities affect, either directly or indirectly, their costs,
quality, delivery, and level of technological competence (Krause and Scannell, 2002).
Consequently, firms often seek to enhance the capabilities of their suppliers through supplier
development initiatives, which are “any effort by a buying firm to improve a supplier’s
performance and/or capabilities to meet the manufacturing firm’s short- and/or long-term
supply needs” (Krause et al., 1999, p.206). Both suppliers and buyers can benefit from the
implementation of supplier development initiatives (e.g.,Wagner, 2010; Li et al., 2012). They
can lead to positive outcomes such as improved product and delivery performance (Wagner,
2010), as well as the enhancement of suppliers’ operational potential (Krause et al., 1998).
Therefore, the outcomes of supplier development initiatives are often characterised as a ‘win-

win’ for suppliers and buyers alike (Pilar et al., 2012).

Nevertheless, even when both suppliers and buyers recognise the importance of supplier
development, these initiatives are not always successful and may have unintended
consequences. Informed by transaction cost economics, it has long been argued that
investments in suppliers by buyers may suffer from opportunism (Liu et al., 2014; Li et al.,
2017b). For buyers that invest much time and resources in trying to improve their suppliers’
performance, if they fall victim to supplier opportunism their investments can be
counterproductive (Proch et al., 2017). At first sight, the supplier development initiative let to
a positive outcome of order fulfilment. However, in practice it created an unintended form of
opportunism. Consequently, realising ‘win-win’ benefits is not a default outcome, rather

supplier development initiatives may create a ‘win-lose’ situation.

Emerging economies such as Vietnam often lack strong, formal institutions for contract
enforcement (Kirsten and Sartorius, 2002), negatively affecting both suppliers’ and buyers’
performance (Saenger et al., 2014). Under these conditions, exploring opportunistic behaviour
in supply chains is necessary. It is common in agri-food supply chains for processors to provide
credit and physical inputs to farmers as part of a contract (e.g., seeds, fertilisers). Yet,
difficulties in monitoring and contract enforcement may allow farmers to misuse the

investment (Bellemare, 2010). This can lead to buyers withdrawing support, with negative



impacts on output quality, safety, and quantity of production (Gow and Swinnen, 2001). There
is some evidence that such problems beset the Vietnamese agri-food sector (Cadilhon et al.,
2006). For example, a cooperative funded an initiative to help their farmers to comply with
national good agricultural practices (VietGap), to improve the quality of sourced products.
Farmers accepted the agreements on following good practices, because they believed it
advantageous financially to be certified. However, the farmers continued to deliberately use
chemicals on their farms which were not permitted under VietGap certification (Nam, 2014a).
Thus, this research aims to understand the relationships between supplier development

initiatives, opportunism and performance improvement in the context of Vietnam.

The extant literature notes that business-to-business relationships may suffer from a ‘dark-side’
(Abosag et al., 2016). Specifically, previous research considers relationship damage (Samaha
et al., 2011), the potential disadvantages of being involved in close relationships (Mitrega and
Zolkiewski, 2012), and how value co-creation activities (Chowdhury et al., 2016) may become
‘dark’. However, to date, very few studies consider the potential downsides of supplier
development initiatives in business relationships and the circumstances under which they
stimulate, rather than curb, opportunistic behaviours by suppliers. Exceptions include Huo et
al. (2016b), who discern that buyer-specific investments increase the likelihood of suppliers
engaging in opportunistic behaviour, arguing that the former is a risky, non-transferable
investment. Moreover, when participating in supplier development initiatives, suppliers may
behave opportunistically if they perceive a missing control mechanism (Li et al., 2017b).
Others also note that one-sided investments in relationship-specific assets are sensitive to
opportunistic behaviour, especially in an unpredictable business environment (Hawkins et al.,
2008; Proch et al., 2017). According to Abosag et al. (2016) and Samaha et al. (2011),
opportunism represents a natural dark-side of business relationships. Hence, within the scope

of this research, opportunism is considered as a ‘dark-side’ of supplier development.

The opportunism literature draws on transaction cost theory, recognising how different
governance mechanisms may affect the likelihood of opportunism (Rindfleisch and Heide,
1997). Much of this work considers differences between internal (within a single firm) and
external (market relations between two or more independent actors) relationships. However, it
is increasingly acknowledged that intermediate or hybrid governance structures such as vertical
interorganisational relationships may be preferable (Heide, 1994). This is because hybrid

governance structures combine formal mechanisms (e.g., contractual provision, equity



arrangements) and informal mechanisms (e.g., information sharing, joint planning) to achieve
internal like organisational features while reaping the rewards of exchange between actors with
different core competencies and assets (Rindfleisch and Heide, 1997). Supplier development
can be considered as a hybrid governance structure, in that a buyer remains independent from
the seller but through formal and informal relationship support measures seeks to improve
product and delivery performance (Wagner, 2010). This increases suppliers’ satisfaction and
their commitment to a particular buyer (Ghijsen et al., 2010). In the literature, hybrid
governance structures that incorporate supplier development initiatives are often characterised
as a ‘win-win’ for suppliers and buyers (Pilar et al., 2012). This is especially the case where
the latter gains greater control over the quality of production and the supplier receives
appropriate incentives for learning new skills and production techniques (Ghijsen et al., 2010;
Humphreys et al., 2011; Li et al., 2017b; Zhang et al., 2017). It is apparent that the literature
pays less attention to the circumstances under which hybrid governance mechanisms fail and
induce opportunism. In other words, it is still unclear what supplier development initiatives,
under specific conditions, are more likely to stimulate opportunism rather than advance the

buyer’s performance.

Supplier development research has been conducted within the framework of transaction cost
theory (Humphreys et al., 2004; Li et al., 2017Db), the resource-based view (Krause et al., 2000),
and resource dependence theory (Carr et al., 2008). Transaction Cost Theory (TCT) proposes
that investments in a supplier can make buyers more dependent on that business relationship,
therefore, endangering them to greater risk and uncertainty (Humphreys et al., 2004). The
Resource-Based View (RBV) assumes that firms possess various resources (i.e., assets,
capabilities, and input resources) and should focus on using them in a manner that is difficult
to imitate (Barney, 2001). These should form the basis of the firm’s competitive advantage
(Wernerfelt, 1995). Other less important resources, activities, or non-core capabilities can be
allocated to external parties but require incentives and processes to ensure that suppliers act in
a manner that protects and enhances the resources of the buyer. Resource dependence theory
seeks to explain why suppliers are willing to engage with supplier development activities
(Krause et al., 2000). Specifically, selling substantial amounts to a particular buyer increases
dependency on this relationship, making the supplier more willing to cooperate with the
buyer’s supplier development initiatives, such as participating in a buyer’s training (Modi and
Mabert, 2007) and product development activities (Takeishi, 2001). All three of these

theoretical frameworks focus on structural or strategic perspectives, which abound in B2B



research. In contrast, the social aspects of relationships, which are more commonly studied in
B2C and C2C research, have received much less attention in the supplier development
literature (Shahzad et al., 2018). Specifically, while the notion that economic exchanges are
influenced by social norms is central to economic sociology (Granovetter, 1985; Gibbons,
1999; Bercovitz et al., 2006), how social aspects affect the likelihood of supplier development
initiatives leading to either positive (performance improvement) or negative (supplier

opportunism) outcomes remains under-researched.

As a means to curtail opportunism in supply chain relationships (Liu et al., 2009; Huo et al.,
2016a), previous studies highlight the role of relational norms (e.g., Brown et al., 2000;
Tangpong et al., 2010; Zhou et al., 2015; Huo et al., 2016a; Paswan et al., 2017). Relational
norms are an informal governance mechanism, potentially mitigating opportunistic behaviours
in exchange relationships. Previous research largely regards relational norms as positively
affecting supply chain outcomes (Brown et al., 2000; Tangpong et al., 2010). However, it is
argued that the literature overlooks relational norms that define commonly acceptable, dark-
side behaviours. For instance, business partners may expect and tolerate to some extent
wrongdoing from each other, on the basis that these are widespread within a particular context.

Such norms of opportunism reinforce related behaviour.

1.2 Research Aims and Objectives.

Since the effects of supplier development initiatives on opportunism and the circumstances
under which investments in supplier development trigger or suppress opportunistic behaviour
by suppliers is uncertain, this research aims to explore those effects. Moreover, drawing on
Social Exchange Theory (SET), as introduced by Emerson (1976), this research seeks to
uncover the social exchange factors that mediate the relationships between supplier
development initiatives, performance improvement and supplier opportunism. Hence, this
thesis investigates three research questions:

(1) to what extent, and under what circumstances, do supplier development initiatives curb
and/or stimulate supplier opportunism?

(2) how do relational norms affect the relationship between supplier development and
opportunism in supply chains?

(3) how do relational norms facilitate positive outcomes (i.e., performance improvement) and

negative outcomes (i.e., opportunism) of supplier development initiatives?



1.3 Research Methodology

To answer the three research questions, this research employs a mixed-methods research
approach, consisting of two studies. Study 1 is designed to answer research questions (1) and
(2). Study 2’s focus is to answer research question (3), but also gives further insights in
addressing research questions (1) and (2). Table 1.1 provides a summary of the research gaps,

research questions and corresponding research method for each study.

As the literature acknowledges that theoretical and empirical work to date underplays
opportunistic behaviour stemming from supplier development initiatives (Proch et al., 2017)
and the potential role played by negative relational norms, Study 1 suits a qualitative, theory
building design. The goal of study 1 is to uncover how supplier development activities curtail
or stimulate opportunistic behaviour and to conceptualise norms of opportunism. To generate
insight, in-depth interviews with both buyers and suppliers in fruit and vegetable supply chains
in Vietnam were conducted. In-depth interviews provided access to key buyers and suppliers,
who were willing to discuss issues confidentially, including their motivations, experiences and
behaviour when dealing with their business partners. To analyse further the qualitative data,
Qualitative Comparative Analysis (QCA) was employed in Study 1 to examine the causal
conditions that lead to opportunistic behaviour. QCA uses a case-oriented ‘set theory’ approach
to understand the combinations of conditions that jointly contribute to outcomes of interest.
This entails identifying the mutual conditions of cases that feature the same outcome (Ragin,
1987; Ragin, 2000; Mahoney and Goertz, 2006). This study employs fuzzy-set QCA (fsQCA),
which provides a more fine-grained analysis than the crisp-set variant, by classifying social
phenomena to sets using partial membership rather than instances only of full (1) or non-
membership (0) of sets (Ragin, 2008).

Study 2 develops and validates a research model using covariance-based Structural Equation
Modelling (SEM), considering supplier development as an independent variable, buyer
performance improvement and supplier opportunism. Three social factors (i.e., goal
congruence, long-term orientations, and role integrity) are justified as mediators for the
relationship between supplier development and buyer performance as well as supplier
developments. The study tests eight hypotheses in addressing the thesis’ research question 3.

Empirical work was conducted in Vietnam, focusing on the agri-food sector.



Table 1.1 - Summary of the research gaps, research questions and methodology

The overall research gap:

The literature overlooks the ‘win-lose’ potential of supplier development, regarding supplier development

as a ‘win-win’ scenario for both buyers and suppliers in the supply chain.

Study 1

Research gap The effects of supplier development initiatives on opportunism and the circumstances
under which investments in supplier development trigger or suppress opportunistic
behaviour by suppliers is unclear.

Research (1) to what extent, and under what circumstances, do supplier development

guestion(s) initiatives curb and/or stimulate supplier opportunism?
(2) how do relational norms affect the relationship between supplier development
and opportunism in supply chains?

Research method  Qualitative approach, utilising thematic analysis and fuzzy-set Qualitative
Comparative Analysis.

Study 2
Research gap Lack of research considering social factors that facilitate supplier development
outcomes.
Research (3) How do relational norms facilitate the positive outcomes (i.e., performance
question(s) improvement) and negative outcomes (i.e., opportunism) of supplier development
initiatives?

Research method Quantitative approach, utilising covariance-based Structural Equation Modelling.

1.4 The Vietnam Context

The country has two main types of domestic food supply chains for fresh fruit and vegetables:
wet markets and supermarkets. Market based, rather than hybrid or internal governance
arrangements, predominate. Within wet markets, regulations are poorly enforced (Cadilhon et
al., 2006; Maruyama and Trung, 2007; Shepherd and Tam, 2008), with widespread concerns
regarding food safety. In this situation, supplier performance is difficult to verify, and buyers
require alternative governance structures in order to ensure food safety. In contrast, the
supermarket sector is growing and more likely to insist on the certification of suppliers, to
verify the quality of their produce (e.g., VietGap and GLOBALG.A.P — see section 4.4 for
more information on these certifications). While hierarchical governance structures — where
agri-food businesses bring production in-house (i.e., processors and retailers invest in their own
farms) — provide greater control over product quality (Rindfleisch and Heide, 1997), they
require considerable investment financially. This may stretch managerial time and
competences. To avoid the problems of hierarchical structures, some supermarkets and their
suppliers embraced hybrid governance structures. Specifically, they support farmers through
credit and/or training, although these have not always delivered intended outcomes (Nam,
2014a; Nam, 2014b). Opportunistic behaviour remains widespread. Vietnam, thus, represents
an appropriate context to investigate the phenomena of interest. To date the supply chain

literature has mainly focused on North America and European Countries (Zhao et al., 2008;



Cannon et al., 2010) and there is very limited research on supply chain management in Vietnam
(Geng et al., 2017a).

1.5 Summary of the Contribution of the Thesis

This thesis is the first to study the opportunistic behaviours of suppliers in the context of
Vietnam’s agri-food supply chains. Given the anecdotal evidence of opportunism in Vietnam,
the thesis contributes to understanding how supplier opportunism may arise from supplier

development initiatives in a specific context where legal enforcement is weak.

This research provides empirical evidence that supplier development initiatives, as an
intermediate governance structure in business relationships, indeed have a ‘dark side’.
Specifically, study 1 documents the negative outcomes of different supplier development
initiatives in Vietnam, which lead to specific forms of opportunistic behaviour such as cheating
on product quality and quantity, inappropriate use of cash advances, failure to use physical
inputs as intended, and breaking contracts to sell to competitors. Drawing on fuzzy set
Qualitative Content Analysis (fSQCA), five configurations of supplier development initiatives
and relational norms, which result in opportunistic behaviour were identified. The research also
contributes to the literature on relational norm by identifying norms of opportunism in supplier-
buyer relationships, which to date have been overlooked. The study explains how the existence
of norms of opportunism is a critical factor in destroying supplier development efforts.

Study 2 makes three contributions. Firstly, the study confirms that supplier development has
both a positive effect on the buyer’s performance but also increases supplier opportunism.
Second, the study extends the use of Social Exchange Theory in the supply chain context by
examining the mediating role of social elements (i.e., goal congruence, supplier long-term
orientation, and role integrity) in the relationships between supplier development initiatives
and outcomes. Finally, while previous studies have often either emphasised the ‘bright-side’ of
supplier development or have only considered the ‘dark-side’, the study captures both aspects
and the factors increasing or decreasing the strength of negative and positive outcomes. The
research, therefore, contributes to a nuanced assessment of supplier development, providing

managerial recommendations for practitioners.

1.6 Structure of the Thesis

This thesis is divided into seven chapters and structured as follows. This chapter (chapter 1)

outlines the research gaps and gives an overview of the research. It is followed by chapter 2,



which presents the relevant literature and the theoretical frameworks that inform the research,
including Transaction Cost Theory and Social Exchange Theory. The conceptual framework
and the development of hypotheses for testing in study 2 are discussed in chapter 3. Chapter 4
first discusses the philosophical worldview which informs the thesis and the rationale for a
mixed-methods approach, which is followed by an overview of the Vietnam context. It then
describes the research design for each study, including sampling technique, data collection, and
data analysis procedures. The subsequent chapter (Chapter 5) presents the analysis and findings
from Studies 1 and 2. Chapter 6 discusses the analysis and findings from the two studies. The
thesis concludes with chapter 7, detailing the theoretical contributions and managerial
contributions of the research. Chapter 7 also reflects on the limitations of the research and
presents suggestions for future research. Table 1.2 summaries the structure of the thesis.
Table 1.2 - Structure of the thesis

Chapter title Chapter content

Chapter 1 Introduction Rational of the thesis
Research aims, objectives and research questions
Research methodology
The Vietnam context
Significant and contribution of the thesis
Structure of the thesis

Chapter 2 Literature review Literature review on supplier development, opportunism, and
relational norms
Theoretical framework: Transaction Cost Theory and Social
Exchange Theory

Chapter 3 Conceptual framework Hypothesis development
The conceptual framework

Chapter 4 Methodology Pragmatism in research philosophy
The mixed-methods approach
The Vietnam context and supply chain structure
Research designs of Study 1 and Study 2

Chapter 5 Analysis and Findings Study 1 findings from thematic analysis and fSQCA.
SEM results for Study 2

Chapter 6 Discussion Study 1 and Study 2 discussion

Chapter 7 Conclusion Summaries of the thesis
Theoretical and managerial contributions of the thesis
Limitations and future research directions.




Chapter 2. LITERATURE REVIEW

2.1 Chapter Introduction

This chapter reviews the extant literature as well as the theoretical and conceptual
frameworks of the thesis. Firstly, a thorough discussion of supplier development literature is
presented, highlighting the ‘win-win’ scenario of supplier development in the supply chain.
Section 2.3 reviews the relevant literature of opportunism, including its antecedents and control
mechanism, whereas the next section (2.4 focuses on relational norms. Two theories (i.e., TCT
and SET) which informed the research are considered in Section 2.5 followed by a discussion
of the linkage between supplier development, opportunism, and relational norms.

2.2 Supplier Development

2.2.1 Definition and Classification

Supplier development (SD) can be defined as ‘any effort by a buying firm to improve a
supplier’s performance and/or capabilities to meet the manufacturing firm’s short- and/or long-
term supply needs’ (Krause et al., 1999, p. 206). Buying firms undertake supplier development
as a result of suppliers’ weak performance (reactive approach) or in order to increase supplier
performance without any specific problem with the supplier (strategic approach) (Krause et al.,
1998; Friedl and Wagner, 2016). Previous research in supplier development has studied a broad
range of initiatives, including both low-risk and high-risk activities such as rewards to suppliers
contingent on performance and supplier-specific investment, respectively (Krause and
Scannell, 2002).

Prior research on supplier development indicates that buying firms employ various activities
to improve suppliers’ performance and/or capabilities (e.g., Wagner and Krause, 2009; Zhang
et al., 2017). Such supplier development activities are highly dependent on specific situations.
They are also subject to change as a result of aspects of the supplier development activity,
parties (i.e., buyer, supplier) that will adopt the supplier development activity, and the
environment in which the supplier-buyer relationships occur (Hahn et al., 1990). Considerable
research classifies supplier development activities by the level of commitment from buyers to
a specific supplier (e.g., Wagner, 2006; Ghijsen et al., 2010; Humphreys et al., 2011; Proch et
al., 2017; Zhang et al., 2017). Consequently, supplier development activities include direct and

indirect supplier development (Table 2.1).



Indirect supplier development occurs in the case of there being limited resources (or none)

committed by buying firms (Proch et al., 2017). Rather, indirect supplier development activities

include evaluating suppliers’

operations,

setting performance goals,

and providing

performance feedback. It also involves instilling competitive pressure and promising future

business based on goal attainment or recognising suppliers’ progress by designating them as

preferred suppliers (Krause et al.,, 2000; Wagner, 2010). In order to satisfy buyers’

requirements with these supplier development activities, suppliers could be encouraged to

make an extra effort which could result in the unilateral deployment of relationship-specific

investments (Proch et al., 2017). Indirect supplier development can improve suppliers’ product

and delivery performance as well as their capabilities (Wagner, 2010).

Table 2.1 - Supplier development practices

Supplier Supplier Definition How SD may affect Source
development Development to supplier and buyer
Strategies Activities performance
When buyers are willing and (Krause and
able to switch suppliers, they Ellram, 1997;
Competitive apply competitive pressure. Krause et al.,
pressure Consequently, current 2000; Krause
suppliers’ performances et al., 2007)
become more competitive. These activities (Blonska et al.,
Indirect Buyers reward the top suppliers promote vital 2013)
Supplier with or increase the purchasing information exchanges
Development  Supplier incentives  volume. This may inspire and which should
or stimulate competition among ultimately assist
Supplier them. buyers and suppliers in
Governance Buyers offer feedback to  enhancing their own
Supplier supfl_liers byl_ assessing _their performance.
assessment: quality, delivery,  pricing,
. technical and management
evaluation and o .
feedback capab_llltles_. Feedbac_k_ assists
suppliers in determining the
areas that need improvement.
Human-specific ~ Buyers give training and These actions improve (Krause and
investment instruction to suppliers’ supplier operations’ Ellram, 1997;
or workers or send a temporary efficiency, which hasa Krause etal.,
Direct Knowledge and workforce to work on-site at direct impact on 2000; Krause
supplier qualifications suppliers’ facilities. performance-related  etal., 2007,
Development transfer advantages suchas ~ Wagner, 2010;
Or Capital-specific Supplier  received financial lower costs, higher Blonska et al.,
Capability assistance in order to invest in  quality and flexibility, 2013)

Development

investment

equipment and tools.

Technologies

Buyers provide technical and
quality expertise and advice.

more dependable
delivery, and shorter
product development
cycle times.
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Contrastingly, buying firms play a more active role in direct supplier development. Such
initiatives include the following: human-specific supplier development (e.g., training provided
for suppliers’ personnel, technical assistant, site visits, furnishing temporary on-site support to
enhance further interaction) and capital-specific supplier development (e.g., providing
equipment and tools, or even dedicating capital resources to suppliers) (Wagner and Krause,
2009; Ghijsen et al., 2010; Friedl and Wagner, 2016). Therefore, direct supplier development
leads to bilateral deployment of relationship-specific investment because it presents a more
collaborative approach based on frequent buyer-supplier exchanges (Proch et al., 2017).
Supplier development activities can often support suppliers’ improvement efforts. Moreover,
direct supplier development results in a considerable enhancement in supplier capabilities
(Wagner, 2010). It also encourages supplier commitment and satisfaction (Ghijsen et al., 2010),
as well as stimulates improvements in quality, delivery, and flexibility (Krause et al., 2007).
Furthermore, Krause et al. (2000) concluded that direct involvement activities, where the
buying company internalises a significant amount of the supplier development effort, play a

critical part in supplier performance improvement.

Furthermore, the most common classification of supplier development as indirect and direct
activities, Sanchez-Rodriguez et al. (2005) classified supplier development initiatives. This
was based on the extent to which buyers were committed to developing their suppliers, namely
basic supplier, as well as moderate and advanced supplier development. These three levels of
sophistication are based on buyers’ involvement and investment regarding personnel, time, and
capital that buyers who are devoted to their supplier development activities. For example,
buyers limit their engagement and expenditure in order to improve supplier performance and/or
capabilities to the lowest level in basic supplier development. This includes evaluating supplier
performance and feedback, and standardising parts, providing qualifications for suppliers and
limiting the number of suppliers on each sourcing item. In moderate supplier development, the
level of buyer involvement and the complexity of development implementation are limited to
activities such as on-site visits in order to evaluate supplier’s facilities, giving rewards and
identifying supplier’s performance improvements, thereby enhancing materials by cooperating
with suppliers and providing certifications for suppliers. Consequently, this requires a
comparatively greater number of buyers’ resources than basic supplier development practices
(Sanchez-Rodriguez et al., 2005). Advanced supplier development requires the highest level of
complexity in implementation and engagement of buyers with suppliers. This means providing

credit and other resources for suppliers, involving them in the new product development
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process, and requiring them to share accounting information, cost and quality information.
Thus, a greater use of buyers’ resources than of moderate and basic supplier development
initiatives is required (Sanchez-Rodriguez et al., 2005). By this classification, the authors
identified the important interrelationships between basic, moderate and advanced supplier
development practices. The results suggest that implementing one level of supplier
development has no negative effect on another level of the practice, thus providing direction
for designing improvement programmes as well as a significant incentive for the management
to consider the strategies simultaneously. However, this result differs from the findings of
Wagner (2010) who found that all types of supplier development activities should not be

applied concurrently because this would be less effective.
2.2.2 The Implementation of Supplier Development

Extant research provides some insight into the factors that drive supplier development
adoption and processes. Chen et al. (2016) uses the expectancy theory to provide a framework
that posits the fundamental elements of motivation which drive buyers’ supplier development
adoption decisions such as expectancy, valence, and their interaction. Furthermore, Khan and
Nicholson (2014) indicated a three-stage supplier development process, including the
qualifying, evaluation and interactive stages. In each of these, a difference was apparent
between the type of knowledge transfer, and the quality and level of interaction, direction and
richness of communications and orientation. However, Matook et al. (2009) suggested that
supplier development should be incorporated into a five-stage framwork in order to manage
risk in the supply chain in which supplier development is seen as a component of supplier risk
management responses. Nevertheless, in the socially sustainable supply chain, supplier
development should commence with the purchasing process before any financial transactions
occur (Cole and Aitken, 2019). Suppliers are required to demonstrate their commitment to
sustainability by implementing improvement prior to transactions because this helps to align
sustainability goals and to reduce risk. Similarly, Narasimhan et al. (2008) demonstrated the
necessity to perform other activities prior to implementing supplier development. Therefore, it
is essential for companies to focus on relationship and trust in building initiatives, and to
conduct regular audits of the supplier perceptions on the level of trust and relational norms.
Rezaei et al. (2015) proposed a novel and effective approach for developing suppliers by using
supplier segmentation, the basis of which includes supplier willingness and capabilities. These
important dimensions should be considered for application to suitable supplier development
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activities. According to (Modi and Mabert, 2007), evaluation and certification efforts are the
most important supplier development activities that should be performed before implementing
more intensive operational knowledge transfer activities such as site visits and supplier

training.

Supplier development research has been conducted empirically in different settings and
contexts including various industries (Krause et al., 1998; Krause and Scannell, 2002). These
involved stages of the relationship life cycle (Wagner, 2011), competitive environments
(Mahapatra et al., 2012), and the willingness and capabilities of suppliers (Rezaei et al., 2015).
It is reported that product-based firms are more proactive than service-based ones in
implementing supplier development initiatives (Krause and Scannell, 2002). The product-
based companies purchased less standardised items and used more dependent suppliers,
compared with service-based firms. Therefore, the purchase transactions of the former may
involve comparatively high levels of transaction-specific assets, leading to difficulties in
switching suppliers regarding cost and availability of the item (Krause and Scannell, 2002).
Considering supplier-buyer relationship lifecycle, Wagner (2011) indicates that supplier
development activities applied at a mature stage are more effective in that regular
communication and information connects and initiates relationship-specific assets. However,
the effect of organisational size and culture on supplier development design and internal quality
dimensions (design quality and conformance quality) has been investigated (Salimian et al.,
2017). This indicates that larger organisations have a significantly higher supplier development
and internal quality performance integration than do small and medium-sized enterprises
(SMEs). Furthermore, buying organisations are more prepared to be involved in supplier
development if they have a higher level of supply chain organisation culture (Salimian et al.,
2017).

2.2.3 The ‘win-win’ scenario of supplier development

Research has revealed that suppliers and buyers can benefit from the implementation of
supplier development (e.g., Krause et al., 2000; Wagner, 2010; Li et al., 2012). Suppliers gain
benefits such as product and delivery performance improvement, or capabilities enhancement
by participating in supplier development programmes (Krause et al., 2000; Wagner, 2010).
Similarly, previous research indicated that companies proactively employ supplier
development initiatives with key suppliers in order to maintain their suppliers’ operational

performance such as quality, delivery and technological standards (Krause et al., 1998).
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Supplier development can strengthen the relationship between buyers and suppliers (Blonska
et al., 2013). Therefore, such improvements in supplier performance and supplier-buyer
relationship can lead to enhancement in the performance or competitive advantage of buying
companies (Krause et al., 2000; Li et al., 2012). During the new product development process,
supplier development efforts of companies can be vital in provoking creativity and
innovativeness in main suppliers, and can eventually reinforce the new product development
(Lawson et al., 2015). Moreover, five supplier development factors such as effective
communication, direct supplier involvement, trust, supplier evaluation and supplier strategic
objectives were shown to be significantly associated with supplier-buyer performance
(Humphreys et al., 2011). Supplier development has a strong direct positive impact on
outsourcing performance by reducing outsourcing opportunism risk and improving outsourcing
flexibility (Li et al., 2017b). Furthermore, supplier development can also result in the
enhancement of supplier performance through the mediation role of different factors such as
knowledge transfer and social capital. According to Modi and Mabert (2007), supplier
evaluation and certification effort are the most crucial supplier development requirements
before attempting operational knowledge and transfer initiatives such as site visits and supplier
training. Moreover, transforming a company’s efforts to promote supplier involvement requires
collaborative inter-organisational communication as a critical supporting element.
Furthermore, Carr et al. (2008) demonstrates that suppliers’ operational performance
improvement is a consequence of multiple practices of supplier development such as supplier

training or involvement in product development.

The benefits of supplier development are not only limited to dyadic settings between one buyer
and one supplier but can also occur in triadic settings among a focal supplier and a first and
second buying company (Friedl and Wagner, 2016). However, it is worthy of mention that
recent research on supplier development principally focuses on supplier-buyer dyads Friedl
and Wagner (2016) by only considering a triadic setting with analytical modelling. Thus,
empirical evidence on supplier development activities and its benefits in triadic structure

remains underdeveloped.
2.2.4 Summary of Past Research

Table 2.2 below summarises past and current research on supplier development
problems, detailing supplier development activities, motivations and performance outcomes of

supplier development. The table includes six columns, namely ‘Study’, ‘Supplier Development
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Area’, ‘Focal constructs’, ‘Theory’, ‘Findings’ and ‘Future Research’. The Study column
presents the name of the first author and the year of publication of the research. In total, 42
empirical research projects, which were published in journals and ranked ABS 3 or above from
2000 to 2021, are included. The Supplier Development Area column covers the area on which
the cited research focused, including corporate social responsibility, performance, supplier
development adoption, and green supply chain supplier development practices. The next
column depicts the primary constructs of each research project. The main theoretical
frameworks of the published papers are shown in the column ‘Theory’. The main findings of
each piece of research are summarised in the next column of the table. Finally, limitations and

suggestions for future investigation are presented in the last column.

The benefits of taking supplier development and how companies should implement its
initiatives are the two main themes shown in Table 2.2. These themes have been discussed in
Sections 2.2.2 and 2.2.3. Briefly, supplier development research often focuses on different
positive outcomes of supplier development. These include buyer and supplier performance
improvement, supplier satisfaction, buyer-supplier relationship improvement, purchasing
performance, and buyer market responsiveness. However, the negative outcome of supplier
development is overlooked. Supplier development should be taken after building trust in the
supplier-buyer relationship and in seeing some indication demonstration of commitment from
suppliers. Supplier development initiatives are classified into different levels which form the
basis of supplier development such as supplier evaluation and certification, which should be
employed before introducing more advanced supplier development initiatives with the
suppliers, such as training and specific investment. Different types of supplier development
also bring different kinds of benefits. It is recommended that future research conducts a detailed
assessment of diverse supplier activities in order to explore the antecedents and consequences

of different levels of supplier development practice (Nagati and Rebolledo, 2013).

Previous research remains limited in its design, in that it often collects data from a either
supplier or buyer by using cross-sectional data. Future researchers are encouraged to apply
longitudinal study in order to capture changes in the supplier and buyer’s performance before
and after the implementation of supplier development. Multiple theories have been considered
as the theoretical framework for research in the supplier development domain, such as the

Transaction Cost Theory, Resource-based View Theory and the Dynamic Capability Theory.
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However, research investigating supplier development under the two perspectives of
Transaction Cost Theory and Social Exchange Theory is lacking.

2.3 Opportunism
2.3.1 Definition

Opportunism, seen as a dishonestly oriented breaching of business obligations, is defined
as “self-interest seeking with guile,” (Williamson, 1985, p. 47). This can take numerous forms,
including deliberately withholding information in the early stages of the relationship and giving
fake information on the procedure of transactions (Wathne and Heide, 2000; Cavusgil et al.,
2004; Wang et al., 2016a). This often occurs in inter-company relationships which offends tacit
and/or specific arrangements between the cooperating partners and comprises some misleading
aspects to the detriment of the exposed party (Lui et al., 2009; Leonidou et al., 2017).
Opportunistic activities include the following: cheating, stealing, breaking of contracts, fake
threats and commitments, dishonesty, deliberately misinterpreting data, cutting corners,
blurring issues, complicating transactions, cover-ups, misrepresenting aspects and preferences,
withholding information, and deception (Williamson, 1975; Wathne and Heide, 2000; Crosno
and Dahlstrom, 2008; Hawkins et al., 2008). In order to boost its own unilateral interest, a
partner may act opportunistically without considering the potential long-term effects of the
relationship (Brown et al.,, 2000). Such bypassing and deceiving behaviour induces
considerable transaction costs and weakens efficiency in economic exchanges (McCarter and
Northcraft, 2007; Morgan et al., 2007; Tangpong et al., 2010).

Numerous types of behaviour could be regarded as opportunistic (Tangpong et al., 2010),
potentially having different norms and consequences (Hawkins et al., 2013). For example,
bluffing and stealing conform to the definitions of opportunism, but only bluffing (making false
threats) is the norm, while stealing (fraudulently overbilling) may not do (Hawkins et al., 2013).
Similarly, the same act of opportunism, such as stealing, can have various consequences
(Hawkins et al., 2013). However, Hawkins et al. (2009) recognised that the measurement of
opportunism in literature often combines such types of behaviour. Prior to this, scholars

advocated examining the different types of opportunism (Wathne and Heide, 2000; Luo, 2006).
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Table 2.2 - Summary of the research relating to supplier development

Author SD domains Focal constructs Theory Context Findings Future research suggestions
Saghiri and Performance Supplier development RBV United Assessment/certification programs and direct Explore a wider range of constructs and
Wilding Supplier performance DCT Kingdom buyer involvement impact positively on measure for supplier development in
(2021) Supplier size supplier performance improvement. other supply chains.
Supply share Supplier size, buyer-supplier integration and Investigate different time window (i.e.,
Product complexity the supplier’s management systems positively  more than 3 years) for the improvement
Buyer-supplier moderate the effect of buyer direct of supplier, and in different industries.
integration involvement in SD to supplier performance Consider the factors of management of
Supplier’s improvement, while product complexity technological innovation in supplier
management system negatively moderate the relationship. development research
Buyer-supplier integration moderates
positively the effect of the
evaluation/certification initiatives in SD to
supplier performance improvement.
Gu et al. Performance Supplier development RBV China BDA capability positively impact on supplier  Develop a longitudinal study to capture
(2021) Firm performance CT development and  firm  performance, the same effects.
Big data analytics respectively. Include different respondents instead of a
(BDA)capability BDA also plays positive mediating and single respondent in data collection to
moderation roles on the relationship between reduce bias.
SD and firm performance improvement. Extend the research to other settings than
China.
Using  meta-analysis  method or
bibliographic literature  review to
examine the relationship between SD and
firm performance.
Cole and SD adoption Supplier development AT Not provided For socially sustainable supply chain, supplier  Investigate the change in the process in
Aitken Supplier selection (3 focal firms development activities are now moved to the the traditional buyer-supplier relationship
(2019) Commitment who are beginning of the purchasing process. It is and through the supplier view of the
exemplary in performed at the pre-selection stage while exchanges.
social previously positioned post-selection.  Using larger sample, longitudinal design
responsible Suppliers must demonstrate their commitment  for investigation.

purchasing)

to  sustainability
improvements
transactions occur.
The change in the process helps to align
sustainability goals and reduce risk.

through
before  any

implementing
financial

Test the supplier
developments  with
criteria.

selection process
environmental
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SD domains Focal constructs

Context

Findings

Future research suggestions

Maestrini et  Performance
Supplier performance
Goal congruence
Supplier opportunism

Finland
Germany
Italy
Ireland

Monitoring and incentives positively impact
the suppliers’ operational performance.

Goal congruence does not mediate the
relationships between monitor  and
performance as well as incentives and
performance, while supplier opportunism is a
significant mediator.

Offering incentives to suppliers increase
opportunism from supplier, in turn decrease
supplier performance.

Taking other theoretical perspectives that
guide the collaborative view on supplier-
buyer relationship.

Explore if the effects change between
different purchasing categories (i.e., raw
material, IT, office supplies), and across
countries.

Consider collecting data from supplier’s
perspective or from supplier-buyer dyad.

Performance
Outsourcing
performance
Supplier opportunism
Outsourcing

China
Manufacturi
ng sector

Supplier development has a strong direct
positive effect on outsourcing performance.
Supplier  development also  improves
outsourcing performance through reducing
outsourcing opportunism risk and improving
outsourcing flexibility.

Using multi-dimensional
performance measures.
Investigate other contingency factors
(e.g., task complexity, power, strategic
importance, availability of alternative
suppliers) that can impact the relationship
between supplier development and
outsourcing performance.

Extend to other contexts (e.g., other
countries or service sector) and observe
from supplier perspective.

outsourcing

Zhang et al. Corporate Social

Responsibility

Supplier development

Global

To promote supply chain social responsibility,
manufacturers might use strategies such as
standard operating procedures (SOPs), audits,
collaboration, and training.

Indirect supplier development practices (e.g.,
SOPs and audits) are established in response to
institutional demands.

Direct supplier development practices (e.g.,
collaboration and training) provide resources
for overcoming suppliers’ CSR skill gaps.
The indirect and direct supplier development
practices are complementary and positively
influence each other in enhancing supply chain
social responsibility.

Examine the impact of social capital on

the  linkages  between  supplier
development and social responsibility in
the supply chain.

Link supplier development to other
management strategies in the supply
chain  (e.g.,,  postponement  and
integration) and examine their joint
influence on social responsibility for the
supply chain
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Salimian et Performance Organisation size N/A United Larger organisations with more resources and Examine the influence of additional
al. (2017) Supply chain Kingdom a strong supply chain orientation culture tend  contingency factors on the examined
orientation culture to put the greatest emphasis on supplier association (e.g., local, national, and
Internal quality development programmes. As a result, internal ~ worldwide scope of operations).
performance quality performance is improved. What sort of business climate is
Supplier favourable to supplier development
Development programmes - highly regulated, as in the
UK, or less regulated, as in most
emerging economies?
Does the level of economic stability
influence organisations' decisions to
invest in/pursue supplier development
programmes?
Mizgier et SD adoption Capital allocation N/A us The results from stock markets may be utilised Consider an extended supply chain,
al. (2017) SD Japan for the performance of suppliers. including multi-tier suppliers.

Considering the specific characteristics of the
suppliers to introduce a model which
optimally allocates the capital for supplier
development.

Risk aversion of manufacturer plays a crucial
role in allocate the capital for supplier
development. Higher risk averse manufactures
will allocate capital to more diversified supply
base.

Supplier base-driven is the most effective
strategy for SD if the main goal of the
manufacturer is to minimise the overall risk.

Add more objectives to the optimisation
problems.

Using other optimisation methods.
Consider the risk aversion of suppliers.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Friedl and SD adotion SD investment N/A N/A Cooperation  between two purchasing To develop the optimal contract to
Wagner Triadic setting businesses  results in  lower overall achieve profit maximum, explore
(2016) development  investments than  non- different contractual agreements between
cooperation. As a result, deciding to suppliers and buyers.
collaborate with other purchasers in Consider supplier development
development activities lowers overall investments and benefits across many
development investments. levels of the supply chain, where suppliers
in each tier have the option of cooperating
or not cooperating with other suppliers in
the same tier.
Establish more sharing schemes (e.g.,
share in proportion to contributions)
Chen et al. SD adoption SD expectancy ET N/A The study developed a two-stage multilevel Empirical testing the propositions that are
(2016) SD valence conceptual framework that offers the SD underlined the logical development of the
SD adoption adoption process from a behavioural framework
standpoint.
The influences of activity-, firm-, interfirm-
and environmental-level factors on the
adoption of SD activities are mediated by two
behavioural constructs, SD expectation and
valence.
Bai and SD adoption SD Cooperation GT N/A Increasing in supply volume leads to Examine the situation in which suppliers

Sarkis
(2016)

SD Bargaining
SD Investment

motivation for SD investment activities in the
‘increasing returns to scale’ situation, while
increasing the organisation and suppliers’
marginal profit results in motivation for SD
activities in the ‘decreasing returns to scale’
situation.

Comparing to non-cooperative relationship,
the cooperative relationship between focal
organisation and suppliers benefits the supply
chain more economically, but it also demands
greater capital and knowledge expenditures.

compete directly with one another.
Include other competing organisations
that benefit from SD in the model because
they may also invest in SD.

Consider SD that not only boosts profits
but also lowers risk or liabilities (e.g.,
environmental project implementation)
and how this could affect cooperative and
non-cooperative game scenarios.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Agan et al. CSR CSR N/A Various CSR relates positively with ESD. ESD Examine the link between additional
(2016) Performance Environmental  SD industries impacts  positively on the financial motivators (e.g., legal requirements,
(ESD) performance and competitive advantage of consumer pressure) and ESD.
participating companies. Research the nature and particular of the
Larger companies are slightly more concerned  balancing act that exists between the three
with CSR. elements of sustainability (i.e., societal,
In heavy industries, the link between CSR and  economic, and environmental).
ESD was not significant when compared to Consider whether and how large retailers
consumer products, textiles, and chemicals enhance their suppliers’ environmental
sectors skills.
Saeedpoor SD adoption Green SD program N/A China Identify GSDP components in practice and the  Using other method (e.g., analytical
and (GSDP) relationships between the GSDP components hierarchy process or rough set theory) to
Vafadarnikj using grey-based DEMATE method. address the limitation of the importance
00 (2016) The focus of on the GSDP was relatively value using in the research.
adversarial and less collaborative with its Investigate of grey scale/linguistic
suppliers. assignment and dispersion of the grey
scale.
Conduct comparative analysis across
multiple companies.
Sanchaetal. Performance Social SD N/A Spain Supplier development practices improves the Examine the effect of SD in the context of
(2015) Supplier performance suppliers’ social performance and the buyers; developing countries.
Buyer performance operational performance. Examine the difference  between
Supplier development practices do not pay-off manufacturer and service firms on the
in terms of economic performance. same links.
Rezaei et al. SD adoption Supplier  evaluation N/A China Capabilities and willingness are two new Examine the criteria that companies use
(2015) Supplier High-tech dimensions for supplier evaluation and for supplier selection and segmentation.
segmentation sector segmentation. Apply other decision-making methods for

The two dimensions are the crucial basis for
supplier development strategies.

segmentation.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Lawson et Performance Supplier N/A UK Companies’ supplier development efforts Investigate the value of various
al. (2015) Development during NPD can play an important role in relationship-specific assets (e.g., location,
New Product fostering creativity and innovativeness in key physical asset, or human asset) to NPD.
Development (NPD) suppliers, and ultimately enhance the Using buyer-supplier dyad or market
performance of NPD projects. spillover to explore the extent to which
Suppliers responsibility is an antecedent for product and project performance
NPD activities while skill-similarity between improvements are achieved by supplier
manufacturer and suppliers, and single- development.
sourcing strategy do not lead to NPD Investigate whether governance
activities. structures support supplier development
in NPD, as well as how companies may
successfully  grow  their  suppliers'
creativity and technology contributions.
Vanpoucke et Performance Supplier integration N/A Global Supplier integrative capability (i.e., sensing, Examine other integration practices (e.g.,
al. (2014) competitive Industrial seizing and transforming) helps buyers to mapping out processes together or joint
advantages sector sense changes in the supply environment, R&D projects) that could contribute to
seize opportunities presented by sharing improving buying firms.
information with suppliers, establishing Using dyadic data.
procedures to analyse this information and Verify that firms with SIC can maintain
make long-term changes to existing processes. their performance in variety of settings.
SIC fosters both process flexibility and cost
efficiency and enables firms to avoid the
traditional cost-flexibility trade-off.
The impact of SIC on operational performance
is enhanced by market and technological
dynamics; supply base complexity weakens
this relationship.
Khan and SD adoption SD TPT Pakistan Indicate three-stage supplier development Explores the different tensions and
Nicholson Communication Automotive  process: the qualifying stage, evaluation stage, dilemmas that exist between emerging-
(2014) Knowledge transfer industry and interactive stage. emerging, developed-emerging, and
Relational factors In each stage, the type of knowledge transfer, developed-developed supplier

quality and level of interaction, direction and
richness of communications and the
orientation differ.

development programs.

Consider the research context of emerging
market at different period of time.
Include strategic practices into processual
research.

22



Author SD domains Focal constructs Theory Context Findings Future research suggestions
Nagati and SD adoption Supplier development N/A Canada Supplier engagement in SD activities is A detailed assessment of diverse SD
Rebolledo Supplier perspective influenced by trust and preferred customer activities to explore the antecedents and
(2013) status. consequences of different levels of
Supplier participation in SD impact positively  supplier development practice.
on suppliers’ operational performance. Explore the effect of SD activities on
A dynamic environment also encourages suppliers’ financial and/or marketing
suppliers to engage in SD initiatives. performance.
Blonska et Performance Relational capital N/A Belgium SD does not directly result in benefits for Examine the alignment of two sides’
al. (2013) France suppliers or buyers. Instead, relational capital perception on social capital and the
Italy connect SD and relationship benefits. effects of misalignment on relationship
Relational capital is crutial to accumulate performance.
benefits from capability development, and Consider if matching, relationship-
without it supplier governance regime can specific investments are required for
have negative impact to the relationship. effective SD.
Where high relational capital present, lower Determine the sequences of capability
perceived buyer benefits are yielded from development and supplier governance
capability development. system.
Akamp and Performance Supplier selectionand N/A Germany Supplier selection and evaluation, supplier Consider supplier perspective as mutual
Muller evaluation development, and supplier integration are activities play an important role in
(2013) Supplier monitoring suitable to improve supplier performance in improving performance.
Supplier development developing countries.
Supplier integration Supplier monitoring does not seem to have a
Supplier performance positive impact on supplier performance.
Buyer satisfaction
Li et al. SDantecedents  Supplier TCE Hongkong Top management, supplier evaluation, and Examine more factors (e.g., the purchase
(2012) Development Electronics supplier strategic objectives significant link to  amounts, the number of suppliers, and the
Competitive industry transaction-specific supplier development. type of manufacturing firms) as
advantage Closer buyer-supplier collaborative determinants for supplier development.
relationships  may  strengthen  buyers’ Consider suppliers’ perspective to
competitive advantage. improve data reliability.
Examine the nature of supplier

development activities in other industrial
contexts.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Friedl and SD adoption Supplier switching N/A N/A The development of a current supplier Consider alternative optimise variables,
Wagner SD becomes more attractive when the uncertainty instead of buyer’s purchasing volume.
(2012) about the price the buyer can realise on the Extend the decision criteria developed in
market and the curent supplier’s cost is the the study to a multi-period setting.
higher Examine the impact of different
Changing to an alternative supplier is desirable  contractual agreements with the current
when the expected value of and the uncertainty  supplier on the sourcing choice.
regarding the buyer’s market price is higher
Changing suppliers is less advised when the
present cost variance is significant and the
unknown maximum demand is adversely
associated with the existing supplier's cost.
Wagner Performance Supplier development SCT Germany Supplier development is more effective in Use objective measures of the main
(2011) Relationship life Switzerland  mature life-cyclers phase, and less effective in ~ constructs for the dynamic nature of the
cycle Austria initial and declining life-cycles phases. buyer—supplier relationship.
Examine life-cycle of buyer—supplier
relationships in production and operations
management.
Humphreys Performance Communication N/A Hong Kong Effective communication, direct supplier Consider effects of other constructs (e.g.,
etal. (2011) Direct supplier Electronics involvement and trust directly impacts buyer- power dependence relationship, trust, the
involvement industry supplier performance improvement. technical complexity of the purchased
Trust Supplier involvement mediates the positive item and the level in the supply tier) and
Supplier  evaluation relationship between supplier evaluation and their interrelationships to  supplier
Supplier strategic supplier  strategic  objectives  supplier performance improvement.
objectives performance improvement.
Wynstra et SD adoption Supplier product Sweden Supplier product development activities is Use longitudinal design to capture the
al. (2010) development Automotive  significantly affected by supplier position in  same effects in different settings.
Supplier position industry the supply chain and supplier innovation Examine the antecedents of supplier

Supplier  innovation
strategy

Customer
development

commitment

strategy.

The effect of strategic focus on innovation of
supplier on supplier product development are
contingent on the supplier position in the
supply chain.

Supplier innovation fully mediated the
relationship between customer development
commitment and supplier product
development.

innovation strategy.

Investigate the financial benefits of
supplier product development.

Examine the effectiveness of supplier
commitment toward supplier product
development.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Wagner Performance Indirect SD TCT Germany Only indirect SD increase supplier’s product Examine factors (i.e., time lag or
(2010) Direct SD KBV Switzerland  and delivery performance. opportunism) that explain no-relationship
Austria Both indirect and direct SD improve supplier between direct SD and supplier’s product
capabilities, with the latter has a stronger and delivery performance.
effect. Examine moderators in the model, such as
When apply direct and indirect SD service versus product offerings,
simultaneously, supplier development efforts uncertainty, relational norms, trust,
are less effective. commitment, or communication, life
cycle.
Investigate the impact of direct and
indirect SD to buyer’s performance
improvement.
Tallurietal. SD adoption SD investment N/A N/A Suggestions for optimum investments in It is necessary to address the issue of
(2010) Risk various suppliers based on effective risk and competitive manufacturers investing in
SD return return analysis in the case of single- SD in the same suppliers without
manufacturer and multiple suppliers. coordinating or participating in partial
In the two-manufacturer and multiple collaboration.
suppliers case, manufacturers with different
skills may benefit from partnering in supplier
development to reduce risk.
In collaboration between manufacturers in SD,
The highest benefit/risk ratio for both
manufacturers will be achieved if the inferior
manufacturer bears 80% of the total
investment expenditures.
Ghijsen et SD outcome Supplier commitment  N/A Germany Promises and both human- and capital-specific  Investigate the usefulness or
al. (2010) Supplier development Automotive  supplier  development affect supplier appropriateness of supplier development
Specific SD industry commitment positively. activities in supplier’s perception.
Indirect SD Indirect influence strategies and capital- Examine other factors (e.g., power
Direct SD specific  supplier development increase difference, level of collaboration) in
supplier satisfaction, while other direct buyer-supplier relationship and its affect
influence  strategies  decrease  supplier to supplier development efforts and

satisfaction.

influence strategies.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Wagner and  SD adoption Buyer-supplier N/A Europe Human interactions moderate the relationship  Collect dyadic data from both sides.
Krause relationship between supplier’s capabilities improvement Investigate communication in SD in both
(2009) Human resource issue goals and knowledge transfer. guantitative and qualitative aspects.
Supplier development Training and co-location of buyer and supplier Examine the role of human resources in
Communication employees to leverage the knowledge transfer  supplier development and buyer-supplier
are crucial for improve supplier capabilities. relationships.
Matook et SD adoption Risk management N/A United Five-stages framework to manage risk: Apply the framework to a larger sample
al. (2009) SD Kingdom supplier risk identification, assessment of size.
Chemical supplier risk, reporting and decision of Develop measurements for risk types.
industry supplier risk, supplier risk management Integrate supplier satisfaction and
responses, and supplier risk performance supplier benefits in the process of
outcomes. assessment.
At stage four of the framework, suppliers are
developed through knowledge transfer, using
benchmarking approach at stage four.
Narasimhan Performance SD N/A Denmark Before engaging in a supplier development Conduct a study with a larger sample size.
et al. (2008) Relational norms United States effort, companies must prioritise relationship Develop more comprehensive measures
Trust and trust building initiatives. for the instruments.
The level of trust and relational norms must
determined through regular audits of the
supplier perception.
Modi and Performance Supplier performance N/A United States Before implementing operational knowledge Validate and examine the bilateral top
Mabert Knowledge transfer transfer activities (i.e., site visits, supplier management involvement role in the
(2007) Communication training), evaluation and certification efforts supplier-buyer relationship.

are the most important supplier development
activities should be taken.

The positive relationship between supplier
development and supplier performance
improvements are mediated by collaborative
communication.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Li et al. Performance Joint action N/A Hong Kong  Joint actions and trust are the two most Investigate SD in other industries, using
(2007) Trust Electronics important components to improve a buyer's multiple research method approaches
Asset specificity industry operational performance. (e.g., surveys, experiments and
Buyer performance Asset specificity slightly enhances buyer’s qualitative)
market responsiveness.
Other SD efforts (e.g., increasing supplier
performance goals, recognising supplier
progress) do not link to buyer performance
improvement.
Krauseetal. Performance SD SCT us Buyer commitment and social capital Investigate the existing measures of the
(2007) Commitment Automotive  accumulation with key suppliers increase three dimensions of social capital, and
Social capital and buyer performance. additional measures of buying firm
Buying firm Electronics Depends on the type of performance performance such as innovation.
performance industries improvement goals (i.e., cost and total cost, or Examine the social dimensions of these
quality, delivery and flexibility), the effects of relationships.
structural capital (i.e., information sharing,
supplier evaluation, supplier development)
and relational capital (i.e., length of the
relationship, buyer dependency, supplier
dependency) on performance improvement
vary.
Wagner SD practices Buyer-Supplier N/A Germany Firms are hesitant to develop suppliers. Include small and medium sized
(2006) Relations Switzerland  Observed two dimensions of direct supplier enterprises in future research.
Austria development (i.e., human and capital support) Investigate the influence of goal

and four dimensions of indirect supplier
development (i.e., ad hoc manner supplier
evaluation, formal supplier evaluation,
structure and process of supplier evaluation,
and communication)

Direct SD is strongly related to formal supplier
evaluation, process and structure of supplier
evaluation and communication.

congruence or inter-organisational trust
on supplier development practices.
Examine the causal relationships between
supplier development and different types
of improvement (e.g., cost, delivery
performance, product quality, product
innovation) as well as profit.

Investigate how SD benefits are shared in
various supply chain settings (i.e., among
several firms).
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Sanchez- Performance SD initiatives N/A Spain Identify three SD practices: basic SD, Collect data from supplier side.
Rodriguez SD adoption purchasing moderate SD and advanced SD. Using longitudinal study, or experimental
et al. (2005) performance The SD practices are inter-related in a positive  study to investigate the model.
manner. Include supplier development antecedents
Basic and advance SD positively link with into the model.
improving purchasing performance.
Sako (2004)  SD adoption Company capability oC Japan Sharing practice of tacit knowledge is used to  N/A
Continuous overcome difficulties in SD.
improvement Buyers have broadened the scope of supplier
development over time because of dependency
on the hierarchy of routines that make up
buyer capabilities.
Corporate governance is required to overcome
the challenge of the broaden of SD as buyers
needs to intervene to supplier’s internal
decisions.
Humphreys Performance SD N/A Hong Kong  Identify two SD groups: transaction-specific Conduct research with a larger sample
et al. (2004) Supplier-buyer Electronic SD, and infrastructure factors of SD (i.e., size, and from supplier’s views.
relationship industry effective communications, long-term  Consider cultural and historical factors in
commitment, top management support, SD models.
supplier  evaluation, supplier  strategic

objectives, and buyer trust in the supplier.)
SD has positively related to supplier-buyer
performance outcome.

Buyer—supplier performance is significantly
improved through transaction-specific
supplier development, trust, supplier strategic
objectives and effective communications.
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Author SD domains Focal constructs Theory Context Findings Future research suggestions
Li et al. Performance SD N/A Hong Kong Identity seven SD initiatives: long-term N/A
(2003) Purchasing Electronic strategic goals, effective communications,
performance industry partnership strategy, top management support,
supplier  evaluation, direct  supplier
development and perception of supplier’s
strategic objective.
SD has positively related to purchasing
performance.
Direct supplier development and supplier’s
strategic  objectives improves purchasing
performance.
Krause and SD adoption SD N/A United States  Product-based firms and service-based firms Consider context-specific effects or other
Scannell Product-based firms invest in SD differently. Supplier evaluation moderating effects to explain the
(2002) Service-based firms and feedback, supplier incentives, and direct differences between product firms and
involvement activities are employed more in  service firms.
product firms. Competitive pressure is Consider other independent variables
preferable for service firms. such as manager support, communication,
technical complexity.
Investigate SD in supplier management
strategies for different level of service
firm, based on a classification scheme.
Link specific SD activities with specific
performance improvement.
Examine the order of SD activities to
achieve the optimal outcomes.
Krauseetal. Performance SD RBV United States Direct involvement activities play an Consider competitive  environment,
(2000) SD adoption Supplier performance IT important role in  improve supplier management support, power, dependance
performance. as context-specific  factors and/or
Supplier assessment and supplier incentives moderating factors in SD.
are key enablers of supplier development Collect data from both suppliers’ and
efforts for the manufacturing firms. buyers’ perspectives.
Note: IT: Institutional Theory ET: Expectancy Theory TCE: Transaction Cost Economics CT: Contingency theory

RBV: Resouce-based View Theory
KBV: Knowlegde-based View Theory

GT: Game Theory
GoT: Goal Theory

OC: Organisational Capabilities

SCT: Social Capital Theory
DCT: Dynamic capability theory

AT: Agency theory
TPT: teleological process theory
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Supplier opportunism is an important risk for buyers from which they should safeguard
themselves while they provide supplier development initiatives. If a buyer is unable to
introduce effective safeguards, they may reduce the provision of supplier development
initiatives, but this results in underinvestment and possibly would impair the buyer’s long-term

competitiveness (Rokkan et al., 2003).

Opportunism can be classified into different types, such as strong, weak, (Liu et al., 2014),
proactive, and shirking (Handley and Benton, 2012). According to (Luo, 2006), the strong form
of opportunism refers to actions such as failing to share information, investing insufficient
resources or cheating on using joint assets. These actions seek to maximise self-interest by
breaching the contractual terms and conditions as stated in the written agreements between

suppliers and buyers.

Weak-form opportunism is defined as seeking self-interest by offending relational norms, or
acting to damage another partner’s benefits. An example of this is deterring a full attempt and
partnership during relationship progression, not honouring verbal promises, or not complying
with fair exchange and adaptable principles (Luo, 2006). These relational norms are not
officially written in any of the contracts, but are usually understandable to all parties in a
specific relationship. Hawkins et al. (2013) argues that the distinction between the strong and
weak forms of opportunism depends on the perceptions of opportunistic partners regarding the
opportunistic types of behaviour. Therefore, strong-form opportunism incurs formal costs for
the victim to fix the disruption. Contrastingly, weak-form opportunism does not create a formal
cost, but may still have other consequences. These can be worse than those related to strong
form of opportunism because of its impact on trust (Morgan and Hunt, 1994), commitment
(Gundlach et al., 1995), and cooperation (Morgan and Hunt, 1994). However, consequences of
the weak form of opportunism are concealed and do not appear to be an immediate threat (Luo,
2006). Moreover, the responsibility of the opportunistic actor may be less because the weak
form of opportunism may not be easily detected (Hawkins et al., 2013). Therefore, Hawkins et
al. (2013) provided empirical evidence that the strong and weak forms of opportunism are
different with regard to their significant predictors. Specifically, environmental surroundings
factors (leader opportunism) and individual difference factors (honestly) affect a buyer’s weak
form of opportunism but not the strong form. Buyer-supplier relationship factors, such as buyer
power, tend to affect the strong form, but not the weak form (Hawkins et al., 2013). The

classification of different forms of opportunism is an interesting area of research which is
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applied in domains where the existence of opportunism is established, and mechanisms are
defined. The objective of this research is to explore whether opportunism is triggered by
supplier development activities and, if so, what role relational norms may play in the process.
Therefore, classifications of the degree of opportunism are outside the scope of this research

investigation.
2.3.2 Antecedents

Extensive research considers the antecedents of opportunism (Joshi and Arnold, 1997,
Crosno and Dahlstrom, 2008; Hawkins et al., 2008) because of the common occurrence and
negative associations of it (Hawkins et al., 2008). Some key antecedents of opportunism
include: dependence (Joshi and Arnold, 1997; Achrol and Gundlach, 1999), bureaucratisation,
formalisation, centralisation, control, and participation (John, 1984; Achrol and Gundlach,
1999), relational norms (Heide and John, 1992; Achrol and Gundlach, 1999; Joshi and Stump,
1999; Lado et al., 2008), and uncertainty (Joshi and Stump, 1999; Dahlstrom et al., 2009).

2.3.3 Control Mechanisms

Opportunism is a significant threat to channel performance; therefore, it is important to
manage it properly. In order to monitor opportunism, firms may employ various governance
structures based on bureaucratic and/or relational norms (Paswan et al., 2017). From a factual
perspective, opportunism can occur in any situation and, concurrently, companies often follow
various forms of governance to control partners’ opportunistic behaviour (Wathne and Heide,
2000). Different control mechanisms have their roles in reducing the opportunistic behaviour
of supply chain partners which have been examined in empirical research (Liu et al., 2010a).
The most frequently control mechanisms are power (Hernandez-Espallardo and Arcas-Lario,
2003; Caniels and Gelderman, 2010; Handley and Benton, 2012), contract, relational norms
(Cavusgil et al., 2004; Brown et al., 2006; Liu et al., 2009), justice (Luo et al., 2015),
information sharing (Eckerd and Hill, 2012; Wang et al., 2014), specific investment (Yu et al.,
2006; Handley and Benton, 2012; Liu et al., 2014), and other factors (Kang and Jindal, 2015).

Current research focuses on the particular dimensions of these governance structures and their
impact on opportunism (Paswan et al., 2017). For instance, literature has widely considered
whether formal governance structure (contractual safeguard) or informal governance norms
(trust) affect opportunism (Leiblein, 2003; Lui et al., 2009; Lu et al., 2015). Contractual

safeguards, acting as a formal governance structure, increase the cost of opportunism by
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adjusting the pay-off structure (Lui and Ngo, 2004). Furthermore, informal governance norms
that focus on relationship quality between partners principally depend on trust in order to
reduce the tendency of partners to act opportunistically (Albertus et al., 2011). Recently, other
factors that interplay with opportunism have been examined, such as transaction-specific assets
and embeddedness (Liu et al., 2014), perceptions of justice (Luo et al., 2015), goal congruity,
economic factors and unfairness (Kang and Jindal, 2015), and national culture (Handley and
Angst, 2015).

2.3.4 Summary of Current Research

Table 2.3 below summarises recent research on opportunism. The first column of the
table shows the first author’s name and year of the research. Twenty-five summarised papers
were published between the years 2010 and 2020. Opportunism is the topic of different research
areas; therefore, the subject areas of the studies are presented in the second column. The main
subject areas of the studies are project management and are as follows: supplier development,
governance, business relationship, new product development, supply chain management,
logistics, marketing, outsourcing, business management, and business strategy. The main
variables of each study, namely focal constructs, are depicted in the third column. Business
relationships are formed between supplier-buyer, owner-contractor, joint-venture partners,
importer-exporter, logistic provider-user, and business partners. Hence, Column 4 cites the
types of business relationship that were investigated in each study. The principal theories that
provide theoretical framework for the studies are presented in the next column. The last two

columns summarise the main findings and suggestions for future research.

In summary, antecedents and control mechanism are two important themes in opportunism
research. Most research projects examine factors which lead to opportunism of partners in
business-to-business relationship. For example, extorting rent costs have a significant impact
on partners’ opportunism, whereas another factor that increases buyer’s opportunism is a
supplier’s calculative commitment. Environmental uncertainty and legal unprotected ability
enhance supplier opportunism directly. With regard to control mechanisms, research that
considers the topic of opportunism often emphasises the role of contractual governance and
contract. Informal mechanisms such as trust and relational norms were also examined in the
opportunism literature, which considers it to have a direct role in reducing opportunism.
Moreover, the effect of specific investment in a B2B relationship on supplier development
remains ununified. For instance, (Xue et al., 2018) concluded that specific asset investment has
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no significant impact on a partner’s opportunism, but Huo et al. (2016b) suggested that buyer’s

specific investment does not curb supplier opportunism, but rather increases it.

2.4 Relational Norms
2.4.1 Social Norms and Individual Behaviours.

Social norms are unwritten rules and informal agreements which determine what is
expected by and from us (Young, 2015). Similarly, Coleman (1990, p. 242) defines social
norms as codes of conduct which ‘specify what actions are regarded by a set of persons as
proper or correct, or improper and incorrect’. Norms do not always have formal bases, and may
even conflict with laws (Coleman, 1990). The feelings of shame, guilt, embarrassment and
anxiety by people who violate social norms lead to their endurance. Some multiple mechanisms
sustain social norms, such as the need to accommodate, the anxiety of being punished,
signalling membership of a society, or simply following the guidance of others Young (2015).
Furthermore, the emotions of those who comply with a norm can be driven positively (Elster,
1989). Social norms can trigger strong feelings within people that take hold of the mind (Elster,

1989); therefore, they govern our cooperation with others.

The principle of conformity and the distinction between informational and normative social
motivations create a framework for the development of the Theory of Normative Conduct
(Cialdini et al., 1991; Reno et al., 1993; Kallgren et al., 2000). This theory explains that the
effectiveness of norms in influencing behaviour exists only when individuals focus their

attention on the norms (Krupka and Weber, 2009).

Cialdini et al. (1991) distinguishes between two types of social norms, namely descriptive
(popular) which generate a standard of what most people do, and injunctive (prescriptive)
which refers to norms that define the perception of what most people accept or reject.
Descriptive norms include what is commonly done and what motivates people, and in this way,
they provide evidence of what is likely to be an effective and adaptive action. In conformity
with informational conformity, descriptive norms provide information on how to behave
appropriately in a given situation of uncertainty. For example, they might supply information
on the average percentage of people who save energy (Nolan et al., 2008). Injunctive norms
motivate behaviour through promises of social rewards and punishments (Cialdini et al., 2006).
By providing information on what is approved by others, injunctive norms conceptually rest

upon normative conformity (Cialdini and Goldstein, 2004).
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Both descriptive and injunctive norms have a powerful and systematic impact on human
behaviour (Cialdini et al., 1991). Social norms have a direct influence on behaviour, such as
littering, only when they are focal (Kallgren et al., 2000). Moreover, activating descriptive or
injunctive norms can lead to significantly different behavioural responses (Reno et al., 1993).
For instance, Cialdini et al. (1990) contended that the action of picking up litter (injunctive
norm) could reduce littering behaviour in both clean and littered environments. Contrastingly,
a tendency of littering behaviour (descriptive norm) increased littering only in a littered

environment.

The role of norms in predicting behaviour is well established in the literature, showing that
social norms not only stimulate but also lead actions in explicit and meaningful ways (Cialdini
etal., 1991; Terry and Hogg, 2001; Aarts and Dijksterhuis, 2003; Goldstein et al., 2008). Social
norms can be used to change behaviour from undesirable to desirable (or inverse direction) in
relation to the following: energy consumption, pro-social behaviour, attitudes towards a
product, purchase intention, pro-environmental behaviour, littering behaviour, food
consumption, tax compliance, smoking behaviour, and other types of personal behaviours
(Cialdini et al., 1991; Schultz et al., 2007; Goldstein et al., 2008; Allcott, 2011; Martin, 2012;
Anik et al., 2014; Noguti and Russell, 2014; Warren and Campbell, 2014; Aldrovandi et al.,
2015). Various empirical studies indicate that a successful behavioural change depends on
users’ awareness of the different effects of descriptive and injunctive norms, and on their ability
to direct the target audience exclusively to norms that are congruent with the intended
behaviour (Cialdini et al., 1990; Cialdini et al., 2006). Scholars such as (e.g., Warren and
Campbell, 2014; Aldrovandi et al., 2015) have utilised these individual mechanisms which
manifest themselves in the focus theory of normative conduct in several different areas to
provoke behavioural change, predominantly to induce pro-environment and pro-social
behaviour. However, business practitioners largely ignored the potency of social norms
because of limited understanding of their psychological mechanism (Griskevicius et al., 2008).
Businesses are now beginning to experiment with social norms as a tool to drive profits, and

they need insightful guidance in implementation (Martin, 2012).
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Table 2.3 - Summary of opportunism research in various disciplines

Author Subject area ('::(;)r??tlructs Relationship Theory Main findings Future research suggestions
Skowronski  Outsourcing Perceived Supplier - TCE Perceived opportunism and opportunism are distinct Use a longitudinal design to capture
et al. (2020) supplier manufacturer constructs. how perceptions change as media
opportunism More observable form of opportunism impact perceived narratives emerge.
opportunism more than less observable form off Examine how innovation-focused
opportunism. For example, shirking affects perceived suppliers in emerging economies could
opportunism than poaching. mitigate perceptions of perceived
In advanced economies, manufacturers perceive that poaching.
poaching is more strongly related to the level of
economic development where a supplier operates than
shirking
A cost focus can help to reduce perceptions of poaching,
whereas an innovation focus provokes them
Huo et al. Business Structural power Buyer-supplier  SET In a buyer-supplier relationship, a partner dependence is Collect data from other geographic
(2019) Relationship RDT positively related to the other partner’s use of coercive regions.
and non-coercive power. Use dyadic data from both suppliers and
The use of coercive power of a partner positively buyers.
influences their opportunistic behaviours. Use panel data to investigate the causal
The use of buyer’s non-coercive power is negatively relationships among partner’s
related to their opportunism and supplier’s opportunism, dependence, use of power, and
whereas supplier’s use of non-coercive power is not opportunism
significantly linked to either partner’s opportunism.
Yang et al. Supply chain Transaction Buyer-supplier 1T Legal enforceability and guanxi importance reduce Examine the roles of alternative
(2018) relationship specific assets supply chain opportunism, but their interaction does not governance modes in  offsetting
Performance help to curb opportunism potential exchange hazards and
ambiguity Legal enforceability reduces the positive effect of opportunism.
Legal transaction-specific assets on opportunism. Testing the framework in another
enforceability Guanxi importance decreases the positive effect of emerging contexts.
Guanxi performance ambiguity on opportunism. Explore the impacts of exchange
important duration, interdependence, and

relationship commitment on supply
chain opportunism
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Xue et al. Joint venture Partner selection Joint  venture TCE Extorting rent cost, specific asset investment and partner  Collect dyadic data from both sides
(2018) relationship cost partners selection cost are positively related to a joint venture Test the proposed framework in varying
Specific  asset partner’s cooperative behaviour. business contexts.
investment Specific asset investment has the most significant Consider adding other factors to the
Extorting rent influence on partner’s cooperative behaviour. model, such as uncertainty,
cost Specific asset investment does not impact partner’s enforcement costs, reciprocity,
Opportunistic opportunistic behaviour but extorting rent cost negatively communication, and commitment.
behaviour affects partner’s opportunistic behaviour.
Partner selection cost and extorting rent cost positively
affect specific asset investment.
Maestrini et Supply chain  Monitoring Supplier-buyer AT Suppliers’ operational performance are affected Examine if and how the relationships
al. (2018) management Incentives positively by monitoring and incentives between agency factors, such as culture
Performance Goal congruence does not mediate the relationship or other nation characteristics, vary
Supplier between monitoring, incentives and performance, but across countries.
opportunism opportunism does. Consider the supplier side and/or the
Providing incentives rise the chances of opportunistic buyer-supplier dyad as units of analysis
behaviours. In turns, supplier opportunism reduces
suppliers’ operational performance
(Kelly et al., Supply chain  Opportunism Buyer-supplier ~ TCE Opportunism with guile between buyers and suppliers Re-establish the relevance of ‘guile’ to
2018) management appear to be unusual in practice. opportunism.
Zhang and Project Opportunism Owner- N/A Contractors’ relational risk perceptions and performance Examine other factors (e.g., manager
Qian (2017) Management Risk perceptions Contractor risk perceptions positively impact their tendency to act characteristics, external environment)

Mediated power

opportunistically.
Owners’ mediated power increases the contractor’s
negative perceptions of relational risks but not
performance risks

and its link to opportunism.

Investigate the influence of contractor
power to opportunism.

Consider various forms opportunism.
Use social network approaches, or a
triangle level approach that incorporate
other stakeholders in to the relationship
between owner-contractor.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Li et al. Supplier Supplier Supplier-Buyer  N/A Supplier development impact outsourcing performance Examine relationship between supplier
(2017b) Development development directly and indirectly. development and multidimensional
Outsourcing Directly, supplier development strongly and positively outsourcing performance
performance, affects outsourcing performance. Consider contingency factors such as
Opportunism By reducing opportunism risk and improving flexibility, task complexity, power, strategic
supplier development increases outsourcing important, alternative supplier, that can
performance. influence the relationship between
supplier development and outsourcing
performance.
Conduct comparative research in
different cultural contexts to examine
the role of buying firms’ investments in
supplier development.
Wang et al. Governance Opportunism, International N/A Government resource dependence and policy uncertainty Examine other salient aspects of
(2017) contract Joint Venture enhance foreign partner opportunism. institutional environments (e.g., the
specificity, Contract specificity moderates the relationship between legal system, culture, and social norms)

shared vision

government resource dependence and opportunism.
Shared vision moderates the relationship between policy
uncertainty and opportunism.

to foreign partner opportunism.
Develop a better knowledge of how
multiple institutions interact.

Examine the effectiveness of other
governance mechanisms, such as trust
and relational embeddedness and their
interplays with the institutional factors
in reducing partner opportunism.
Study the complex, dynamic, and
multifaceted nature of inter-partner
moral hazards and misconducts. From
that, consider how to mitigate them
effectively.

Investigate the extent opportunism
impacts performance and how.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Villena and Business Size asymmetry, Buyer-Supplier  N/A A business partner that perceives a higher level of Examine other asymmetries in buyer-
Craighead Relationship Relational relational capital than its counterpart is more likely to be supplier relationship (e.g., technical
(2017) capital perceived as more (rather than less) opportunist. capabilities)
asymmetry, Buyers perceive size and relational capital asymmetries Investigate the interrelations among
Opportunism as a performance liability rather than an asset. asymmetries. For example, could size
asymmetry relate to trust asymmetry?
Explore specific mechanisms for
managing asymmetric buyer-supplier
relationship and/or their negative
consequences.
Investigate if asymmetries have an
impact on financial performance.
Paswan et Governance bureaucratic Inter-firm CuT The interaction between formalisation and solidarity and Examine the changes of governance

al. (2017)

structure,
relational norms,

partnership

increase opportunism

The interaction between formalisation and role integrity
and between participation and solidarity curbs
opportunism.

Participation’s interaction with role
mutuality likely to increase opportunism.

integrity and

structures in a channel relationship.
Investigate the interactions between
governance structures and environment
and their effect on opportunism.
Investigate  the link between
bureaucratic structure and relational
norm

Examine key cultural dimensions of
business-to-business relationships.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Leonidou et Business Betrayal, Importer- SET Relational uncertainty, inter-partner incompatibility Examine differences in the antecedents
al. (2017) Relationship relational Exporter conflict, opportunism, and relational distance and  consequences of  betrayal
uncertainty, significantly and positively affect betrayal in exporter incidences in the setting of domestic
opportunism, relationships with foreign buyers. versus international market settings.
inter-partner Improve the model by adding other
incompatibility, constructs, such as the role of cultural
relational differences, institutional distance, and
distance, internationalisation stages.
conflict Explore betrayal from the dyadic
perspectives, and from the perspective
of boundary spanners such as
salespeople and purchasing employees.
Study the moderating role of
governance mechanisms (e.g., markets
versus hierarchies), temporal factors
(e.g., new versus old relationships) and
cultural differences (e.g., high versus
low uncertainty avoidance).
Wang et al. Supply Chain  Supplier Buyer-Supplier 1T When regulatory uncertainty is high, contracts deter Investigate other formal and informal
(2016a) Governance Opportunism, supplier opportunism more effectively. institutional factors (e.g., property
Contract, In domestic supplier-buyer relationships, contracts help rights protection, legal efficiency, or
Trust curtail opportunism more effectively than the effect in  guanxi importance) on their interactions

international ones.
Trust is more effective in reducing supplier opportunism
in international relationships than in domestic ones.

with alternative
mechanisms.

Define how institutional factors amend
the joint use of contractual and
relational governance.

Examine the effectiveness of formal
and informal governance mechanism in
various institutional  settings  for
managing supply chain relationships.

governance
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Huo et al. Supply Chain  Justice Buyer-Supplier ~ SET Buyer’s specific investment is increased by supplier Design a longitudinal study to captures
(2016b) Management Communication distributive and procedural justice. stages and/or multiple transactions
Specific The communication between buyers and suppliers is occurs in the relationships.
investment improved by supplier interactional justice. Include other forms of collaborative
Opportunism Buyer communication restrains supplier opportunism but  behaviour (e.g., relationship
buyer’s  specific  investment increase  supplier orientation, relationship commitment,
opportunism. and relationship integration) in the
Both buyer communication and supplier procedural module.
justice reduce buyer opportunism. Collect data from other countries.
Examine the effects of distributive,
procedural, and interactional justice on
other outcomes
Huo et al. Logistics Relational User-provider Detailed contracts and solidarity reduce 3PL providers’ Examine what kinds of information and
(2016a) Outsourcing norms opportunistic behaviour. how the exchange of information can
Contract Contract application process leads to opportunistic curb opportunism.
Opportunism behaviours, Using multiple methodologies to
Flexibility positively impacts detailed contacted, in turn examine the degree of flexibility that
negatively affects 3PL providers’ opportunism. helps 3PL users to curb providers’
Contract applications process is positively affected by opportunism.
flexibility, in turn positively impact 3PL providers’ Explore the relationships between,
opportunism contracts, relational norms, and trust in
the logistics outsourcing industry.
Yan and New Product  Opportunism, Buyer-Supplier  TCT The task and relational contexts in new product Examine buying firm opportunism from
Kull (2015)  Development Joint Task development projects significantly affect supplier suppliers’ perspectives.
Context, opportunism. Investigate the reciprocal causal
Relational Supplier opportunism damages two aspects of project relationship between supplier
Context, performance (i.e., design quality and efficiency) opportunism and buyer opportunism.
Project Examine how supplier opportunism
Performance affects other collaboration outcomes

such  as
improvement.
Collect data from a broader set of
countries with distinct cultural and
institutional settings.

satisfaction,  capability
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Yam and New Product Commitment, Business N/A Knowledge sharing among committed business partners Investigate the interactive effects of
Chan (2015) Development Opportunism, Partners curb, rather than trigger, opportunism. The result other transactional and relational inter-
Knowledge contrasts to most studies in the literature. firm governance mechanisms such as
Sharing contract, commitment and trust on
knowledge sharing and opportunism in
inter-firm  joint  new  product
development projects.
Examine other relational mechanisms
such as trust in inter-firm joint new
product development
Wang et al. Supply Chain External Buyer-Supplier ~ TCE, Environmental uncertainty  increases  supplier Examine other relational governance
(2015) uncertainties, RDT opportunism directly and indirectly through the buyer’s mechanisms (e.g., control and relational

Power, use of coercive power over the supplier. norms) in the model.

Opportunism Legal unprotect ability increases supplier opportunism Investigate buyer opportunism to
directly but suppresses it indirectly through the buyer’s identify or control the specific
use of non-coercive power. influence.

Buyer coercive power enhances supplier opportunism, Study the effect of uncertainties and

buyer non-coercive power reduces it. power on various types of opportunism

Huo et al. Logistics Trust, Contract, third-party TCE, Trust and detailed contracts directly reduce opportunism. Develop a more comprehensive
(2015) Opportunism, logistics (3PL) SET, Contract application increases the hazards of framework of governance mechanisms
Demand providers - users CT opportunism. in 3PL relationships by adding other

uncertainty

The relationship between contract application and
opportunism is moderated by demand uncertainty.

governance mechanism constructs (e.g.,
specific assets and norms).

Examine and compare the opportunistic
behaviour and the governance
mechanisms of both providers and
users.

Investigate how various forms of trust
affect opportunism.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Handley Outsourcing Opportunism, Supplier-Buyer Individualistic and low uncertainty avoidance cultures Add other hazards such as site
and Angst contractual benefit more from contractual governance specificity and temporal specificity to
(2015) governance, Collectivist and high uncertainty avoidance societies explore alternative explanations for the
relational benefit more from relational governance. complex relationships between culture,
governance, The individualism-collectivism dimension moderates the governance, and opportunism.
culture joint effect of contractual and relational governance. Examine the effect of other factors,
Contractual and relational governance mechanisms are such as supply market dynamics,
generally complementary in mitigating opportunism. operational disruption risk, to the
If apply separately, contractual governance is effective to  effects of relative interfirm dependency
reduce opportunism in high individualism cultures while and vulnerability to opportunism.
relational is effective high collectivism cultures. Examine opportunistic behaviour from
the perspective of the buying firm.
Kang and Business Conflict, Supplier-Buyer Conflict in a business relationship significantly enhances Examine  the  antecedents of
Jindal Marketing opportunism, franchisee opportunism. opportunism in various markets, thus
(2015) alternative Conflict mediates the effects of other antecedents such as identify and compare differences in
attractiveness, alternative attractiveness, goal incongruity, unfairness, their impact across context.
goal transaction-specific investments, and termination cost to  Investigate the relationship between
incongruity, opportunism. other contextual factors (e.g., the level
unfairness, of competition and other environmental
transaction- factors) and opportunism
specific
investment,

termination cost

Wang et al. Supply Chain

(2014) Management

Managerial Ties,

Trust,
Information
sharing
Opportunism

Supplier-Buyer

Managerial ties can significantly impact the extent of
information sharing and the quality of the information
shared through trust.

The main leverage in suppress supplier opportunism
appear to be the quality of the information shared — rather
than the extent of information sharing.

Examine potential contingency for
different types of information sharing
such as environmental uncertainty.
Investigate inter-organisational factors
(e.g., commitment and power) in the
model.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Liu et al. Supply Chain Network Supplier-Buyer  TCT A firm’s transactional specific investments are positively Examine the relationship between
(2014) embeddedness, linked to partner’s opportunism when network behavioural norms such as partner's
opportunism, embeddedness and the partner’s transitional specific information-sharing, participation
transactional investment are relatively low. relationship with weak-form
specific A firm’s transactional specific investments are negatively opportunism.
investment linked to partner’s opportunism when network Examiner other relationships such as
embeddedness and the partner’s transactional specific imperfect law system and “guanxi”
investments are relatively high. culture, inter-firm relationship quality
Network embeddedness is more effective in constraining and various control mechanisms.
partner’s weak-form opportunism than in constraining
strong-form opportunism resulting from the firm’s
transactional specific investments.
The negative moderating effect of network
embeddedness is greater than the negative moderating
effect of partner’s transactional specific investments in
the relationship  between transactional specific
investments and weak-form opportunism.
Zhou and Governance Contract, Supplier-Buyer  TCE, Detailed contracts are ineffective in restraining partner Use dyadic data from both foreign
Xu (2012) centralise RET opportunism in contractually specified areas where legal buyers and local suppliers to examine
control, institutions are weak. possible mutual influences.
relational Where legal institutions are weak, relational governance Develop more precise opportunism
governance, provides an alternative for legal institutions to ensure measures.
Opportunism contract execution. Investigate how various economic and
Relational governance complements detailed contracts social mechanisms suppress various
but substitutes for centralised control in reducing types of opportunism.
opportunism.
Lai et al. Logistics Trust, 3PLs provider- SET, In highly uncertain environments, trust and norms are Collect dyadic data from both 3PL
(2012) Governance Relational logistics user TCT effective safeguards in reducing the opportunistic providers and users.
Norms, behaviour of logistics service providers. Investigate ex ante opportunism.

Opportunism

Identify other factors that may have
mediating, moderating, or
direct/indirect effects on opportunistic
behaviour in  3PL  outsourcing
relationships.

43



Author

Subject area

Focal
constructs

Relationship

Theory Main findings

Future research suggestions

von Werder
(2011)

Corporate
Governance

Opportunism

Stakeholders

ST

Develop a conceptual framework for analysing the
drivers and dynamics of different stakeholders’
opportunism options and risks, as well as real
opportunistic behaviour.

Identify and describe more thoroughly
specific  stakeholders’ opportunism
options, risks, and behaviours.

Explain the variables and mechanisms
that influence the opportunism options,
risks and behaviours of the individual
stakeholders.

Develop a typology of opportunism
options and risks that allows the
classification of concrete options and
risks of stakeholders.

Examine the elements that influence
stakeholders’ legal and power positions,
as well as their evolutions, changes over
time, and interactions, as they shape
opportunism possibilities.

Investigate the antecedents and patterns
of various stakeholders’ opportunistic
behaviours.

Examine the likelihood of an
opportunism event.

Villena et al.
(2011)

Supply Chain
Management

Social capital,
Performance,

Supplier-Buyer

SCT

Social capital in a collaborative buyer-supplier
relationship positively impacts buyer performance.
However, if taken social capital to an extreme, it can
impair the buyer’s ability to make objective and effective
judgments as well as enhance the supplier’s opportunistic
behaviour.

Build specific measurement scales that
capture the negative side of buyer-
supplier relationship.

Consider other variables (e.g., loss of
objectivity, the ineffectiveness of
decision making) and the development
of opportunism in collaborative buyer-
supplier relationship

Investigate the mediation effects of
other factors in the social capital-
performance relationship.

Examine the life cycle of social
relations in supplier-buyer
relationships.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Malhotra Strategic Power, outside Exchange N/A The extent to which individuals have invested in creating Explore the degree of non-reciprocity in
and Gino Management options,  sunk relationships outside options enlarge the likelihood that they will costly option conditions.
(2011) cost, exploit their exchange partners. Examine conditions in which costly
opportunism outside options might affect trust
development.
Investigate the relationships in more
embedded, long-term  relationship
contexts.
Examine other methods for attaining
and retaining power, as well as their
implications.
Das and Strategic Alliance  Regulatory Alliance firms N/A The alliance firms’ motivational orientations play vital Empirically  test  the  specific
Kumar focus, roles in shaping tolerance for opportunism. propositions that have been suggested
(2011) motivational Alliance firms with a prevention regulatory focus will be in the research.
orientations, less tolerant of their partners’ opportunistic behaviour
Opportunism than alliance firms with a promotion regulatory focus.
Al-Khatib et Management Deceitful N/A N/A Deceitful tendencies and relativism significantly impact Examine how other constructs (e.g.,
al. (2011) tendencies, opportunism. idealism) interact with relativism to
relativism, Opportunism  predicts receptiveness to unethical moderate opportunism.
opportunism negotiating tactics.
Tangpong et  Management Relational Supplier-buyer  TCE, The interaction between relational norms and agent Investigate the framework in a more
al. (2010) norms, agent PTT, cooperativeness reduces opportunism. complex setting, focusing on multi-
cooperativeness, CT The interactionist perspective, a multi-level theoretical agent dynamics in buyer-supplier

Opportunism

lens that encompasses the dynamic interplay between
organisation-level and individual-level elements, is a
more comprehensive model in explaining opportunism
than either the organisationalist or individualist
perspectives.

opportunism.

Incorporate other factors such as
regulatory, cultural, and institutional
forces into the conceptual model and
address their roles in reducing buyer-
supplier opportunism.

Examine the role of other agent
personal characteristics that may
potentially impact opportunism in

buyer-supplier relationships.
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Focal

Author Subject area constructs Relationship Theory Main findings Future research suggestions
Rindfleisch ~ Governance Transaction N/A TCT Identify six important contextual considerations of TCT, Examine how well TCT can define and
et al. (2010) cost, including partner  characteristics, mode  of explain the characteristics of emerging
Opportunism communication, type of transaction, level of exchange, economic institutions.
capabilities and resource, mixed mechanism for future Examine social forms of production
research. such as open-source software, peer-to-
peer file sharing.
Liu et al. Marketing Calculative Supplier-Buyer  N/A A supplier’s calculative commitment enhances a buyer’s  Investigate the effect of the interrelation
(2010b) Management commitment, opportunism. between calculative commitment and
loyalty A supplier’s loyalty commitment leads to a reduction of loyalty commitment on other channel
commitment, a buyer’s opportunism. variables (e.g., channel satisfaction,
Opportunism A supplier’s loyalty commitment reduces the positive performance).
impact of calculative commitment on opportunism. Examine firm commitment during a
relationship’s dissolution or declining
phase.
Note: CtrT = Control Theory TCT= Transaction Cost Theory CT = Contingency

SET = Social Exchange Theory =~ TCE = Transaction Cost Economic
IT = Institutional Theory RDT= Resource Dependence Theory

RET = Relational exchange Theory
SCT = Social Capital Theory
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2.4.2 Relational Norms

The idea that social norms influence economic exchange is central to considerable
literature (Granovetter, 1985; Gibbons, 1999; Bercovitz et al., 2006). Numerous researchers
believe that social norms are critical in creating economic behaviour and market performance,
which occasionally prevail over the profit impulse (Hong and Snell, 2015). From one
perspective, the relational governance approach assumes that transactions are typically
embedded in social relationships. Thus, non-legal sanctions exist in the form of relational
norms which encourage commitment in the exchange relationship between buyers and
suppliers (Heide and John, 1992). From another perspective, a social norm is a complicated
phenomenon. Moreover, many firms have begun to rely on building relational norms into their
exchange relationships which help to govern the behaviour of exchange partners (e.g., Heide
and John, 1992; Cannon et al., 2000; Poppo and Zenger, 2002).

Heide and John (1992) defined relational norms as the relational exchange’s common
expectation of behaviour which all applicable decision-makers in both companies accept. This
creates a social environment in which mutual interests are encouraging as well as restraining,
and self-interested seeking behaviour is the essence of these norms (Lai et al., 2012). As part
of social norms, relational norms are also intangible and flexible because they have no specific
elements and terms. However, all parties of a relationship share a set of bilateral oriented

activities and hidden rules, values and norms (Lai et al., 2012).

Research on antecedents of relational norms has been conducted over the last two decades
(Table 2.4). Some factors investigated included: environmental dynamism (Joshi and
Campbell, 2003), relationship structure (Genctiirk and Aulakh, 2007), trust (Paulssen et al.,
2016), exchange hazards (Poppo and Zenger, 2002; Sheng et al., 2006; Yang et al., 2016),
legitimacy pressure and market ambiguity (Yang et al., 2012), communication (Sheng et al.,
2006), transaction-specific investment (Sheng et al., 2006), and decision-making uncertainty
(Sheng et al., 2006). Yang et al. (2016) suggested that exchange hazards, such as supplier
volatility, affect relational norms in an inverse U-shape. The research findings, in particular,
indicate an opposite direction of the effect between measuring partner performance difficulty
from Poppo and Zenger (2002). Whereas the former research has revealed a negative effect,
the latter has demonstrated a tendency to rely on relational norms where there is difficulty in

measuring partner performance.
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Table 2.4 - Empirical research on antecedents of relational norms

Study Research Independent Dependent Relational Research Key findings Future research direction
area variable variable norms design
dimensions
Cai and Supplier - Dependence Cooperative Cooperative Structured Identify the determinants (i.e., Explore cooperative norms
Yang buyer Exchange hazards norms Norms Interview 344 dependence, exchange hazards, from both supplier and buyer
(2008) relationship Norm facilitators Performance organisations norms facilitators) of cooperative  gjqeg
Buyer norms. : : :
Sat)i/sfaction The length of relationship does Investigate  the relatlonsh_lps
not impact cooperative norms. under other theoretical
The relationship between Perspectives (e.g., resource-
cooperative norms and buyer based view) to provide more
satisfaction is mediated fully by comprehensive explanations of
supplier performance. the development of
cooperative norms
Involve both guanxi at
individual level and
cooperative norms at
organisational level in a cross-
level analysis to better explore
the model.
Joshi and Supplier- Environmental Relational 5-items scale Survey 221 Environmental dynamism Measure supplier learning
Campbell  manufacturer  dynamism Governance manufactures positively related to relational explicitly directly test the
(2003) Collaborative belief governance when manufacturer jnferences of manufacturer
Supplier collaboratlv_e _or supplier collaborative  belief  and
knowledge knowledge is high. .
Environmental dynamism supplier  knowledge foster

negatively related to relational
governance when manufacturer
collaborative or supplier
knowledge is low.

supplier learning.

Examine the motivation and
ability for interplay learning of
both partners.

Consider the network
affiliation of the supplier as a
moderator.
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Study Research Independent Dependent Relational Research Key findings Future research direction

area variable variable norms design
dimensions
Gencturk  International  Relationship Relational A second-order Survey 129 Relationship  structures  (i.e., Investigate other constructs as
and distribution structure; norms construct: industrial firms  dependence, formalisation, and determinants and antecedents
Aulakh channel + Dependence Relationship e Trust socialisation) between partner of relationship effectiveness.
(2007) + Formalisation ffectiveness Commitment firms positively impact norms- Test additional direct, in-
+ Socialisation Flexibility based governance (i.e., relational direct, non-recursive linkages
norm) and control-based  between variables.
governance (i.e., control).
The moderating effects of
relational norms and control on
the relationship between
relationship structure and
relationship effectiveness
indicators are mixed.
The nature of the influence of
relational norms and control on
the  effectiveness of  the
relationship  varies by the
environmental uncertainty in the
foreign markets.
Paulssen Customer- Relationship Relational norms 3 dimensions: Survey 198 Only trust has a significant and Authors did not discuss.
et al. company quantity Solidarity customers of a positive impact on relational
(2016) relationship Relationship quality Flexibility financial norms.
Trust Reciprocity company. Identify five configurations of

relationship factors consistently
that reliably create high relational
norms.
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Study Research Independent Dependent Relational Research Key findings Future research direction
area variable variable norms design
dimensions
Sheng et Power asymmetry Relational Trust Survey 459 Instrumental or social ~ Collect more diverse samples
al. (2006) Exchange hazards governance Loyalty firms communication has a strong to investigate the relationship
Communication Shared Value positive impact  on the  between dependency and
advancement of relational norms. power symmetry.
Where power asymmetry exists,  Examine the change of task-
transaction specific assets  related, goal-related, and
investment and decision-making  social communication over
uncertainty do not link with  the relationship life cycle.
increased relational governance.
The use of social communication
reduces the negative impacts of
transaction specific investment
and decision-making uncertainty
on relational governance.
Yang et al. International  Institutional Contract A 3-dimentional Interview 436 Regulatory, normative, and  Collect data from both sides
(2012) marketing distance: customisations construct: managers from cultural-cognitive differences  of the relationships.
channel + Regulatory Relational + Flexibility 218 firms (i.e., institutional distances) lead  Consider various channel
performance  + Normative governance + Solidarity to firms®  perceptions of members’ perspectives to
+Cultural cognitive  Performance + Information legitimacy pressure and market explore the influence of
Legitimacy pressure  channel exchange ambiguity. In turn, the institutional distances on
Market ambiguity perceptions enforce firm  channel governance strategies

governance choices to safeguard

performance.

Legitimacy pressure and market
ambiguity  positively  impact
relational governance.

Relational governance has a

positive and significant impact on
channel performance

in different stages of the
relationship cycle.
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Study Research Independent Dependent Relational Research Key findings Future research direction
area variable variable norms design
dimensions
Yang et al. Inter-firm Contracts Outsourcing A single Survey 264  Supply volatility affects relational Examine other transaction
(2016) relationship  Relational Norms performance construct: Chinese firms norms in an inverse U-shape uncertainty indicators (i.e.,
management  Transaction +Solidarity Both contract and relational economic  system,  culture
constraints: +Flexibility norms are increasingly used by leqal f k’ ligi '
+Demand volatility +Information client firms in the environments 92 rame\_/vor_ ' religion,
+Supply volatility exchange where technology uncertainty is resource availability, natural
+Technology common conditions).

uncertainty
+Vendor
contribution

Client firms reduce the use of
both contracts and relational
norms when the contribution of
vendor is highly unpredictable
Contracts and relational norms
have similar effects to operation
performance, but  contracts
enhance satisfaction less
effectively relational norms.

Collect dyadic data

Consider transaction indicators
as both antecedents and
moderators in one model that
investigate the relationship
between transaction factors
and control mechanisms.
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Multiple studies on inter-firm relationship management (Table 2.5) have investigated the
effectiveness of relational norms for enhancing exchange performance (Heide and John, 1992;
Ferguson et al., 2005; Arranz and Arroyabe, 2012), commitment (Goo et al., 2009), and
opportunism (Brown et al., 2000; Lui et al., 2009). Cannon et al. (2000) studied the benefits of
relational norms in enhancing exchange performance, stating that relational norms increase
performance when the environment uncertainty is high. Contrastingly, Poppo et al. (2008)
believes exchange hazards and exchange tenure moderate the positive relationship between
relational norms and exchange performance.

Other benefits of relational norms include the mediating roles in the relationship between
service level agreements and relational outcome such as commitment (Goo et al., 2009), service
provider-customer closeness, and performance (Ferguson et al., 2005). Additionally, relational
norms moderate the relationship between goal congruence and performance or opportunism
and transaction-specific investment, as well as influence strategies and opportunism (Brown et
al., 2009a; Brown et al., 2009b) in addition to detailed contracts, centralised control, and
opportunism (Zhou and Xu, 2012).

2.4.3 Relational Norms as an Overarching Term in the Literature.

Research on governance mechanisms with which to manage exchange relationships has
measured relational norms differently. Generally, there are two common ways of measuring
relational norms that are employed in the literature: (1) first-order reflective model and (2)
second-order model (Cao and Lumineau, 2015). Typically, these studies select some
dimensions of relational norms and develop statements that are considered applicable to each
dimension. Subsequently, they ask respondents to indicate their evaluation by deciding the
point on a Likert-type of a specific exchange, relative to that statement (Blois and lvens, 2006).
Since most of the research on relational norms is quantitative, it is unsurprising that almost all
researchers employ some of the relational norms’ dimensions suggested by Heide and John
(1992) and Cannon et al. (2000) who are informed by Macneil (1980). Furthermore, Cao and
Lumineau (2015) suggests that a possible source of the inconsistent results in the literature on
relational norms is the type of measurement, and recommends that future research should
exercise caution in choosing measurement scales, avoiding single-item measurement.
Furthermore, scholars lack attention to some fundamental issues related to the norms which
they study (Ott and Ivens, 2009) such as discussions on the way in which norms are, or should
be, defined in business-to-business exchange research (Blois and lvens, 2006; Ott and lvens,
2009).

52



Table 2.6 summarises the measurement of relational norms. However, some scholars
consider relational norms to be a unique construct (e.g., Tangpong et al., 2010; Lai et al., 2012),
whereas others incorporate various dimensions into relational norm measurements (e.g., Brown
et al., 2000; Huo et al., 2016a; Paswan et al., 2017). Specifically, some studies (Rokkan et al.,
2003; Heide et al., 2014) exclusively consider the solidarity norm as a representative of
relational norms. Furthermore, the norm attracts scholar’s examinations in their measurements
of relational norms (Huo et al., 2016a; Paswan et al., 2017), stating consistent findings of
solidarity norms curtail opportunism in exchange relationships, and that norms change the
effect of specific investments on opportunism (Rokkan et al., 2003). In addition to the solidarity
norm that is often referred to as a sub-dimension of relational norms, other dimensions were
employed, as presented in Table 2.6. It is worthy of mention that trust and commitment were
examined inconsistently in the literature on governance mechanisms with which to control
opportunism. Some scholars regard it as a dimension of relational norms (Carson et al., 2006;
Zhou et al., 2015), while others view it as a single construct that directly interacts with
relational norms to impact partner behaviour in exchange relationships, particularly
opportunistic behaviour (Lai et al., 2012; Huo et al., 2015).
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Table 2.5 - Empirical research on the impact of relational norms on exchange relationships

Study Research Independent  Dependent  Relational Norms Research Key findings Limitation/ Future research
Area Variable Variable Dimensions Design direction
Arranz Research Formal Performance A 3-dimensional Survey 371 Transactional and relational Extend similar inquiries in
and and Contracts construct European mechanisms are mutually beneficial.  other contexts, examining the
Arroyabe development Relational - Information biotechnology =~ Relational mechanisms are less conditions under which the
(2012) project Norms exchange companies statistically powerful than interaction between formal
Trust - Solidarity transactional mechanisms on the joint  contracts, and relational norms
- Participant norms exploitation projects the performance. and trust may result in superior
Relational mechanisms have a more performance.
positive impact than transactional
mechanisms on the performance of
joint exploration projects.
Brown et Marketing Physical Customer A second-order Survey 358 The impacts of a firm's investment in  Examine other constructs such
al. (2009a) relationship ~ Transactional-  relationship  construct hotel general TSIs can protect against opportunism  as commitment, trust,
specific performance  + Solidarity managers while also promoting supplier relationship satisfaction, and
Investment Operational ~ + Role integrity performance, but they are dependent relationship quality in the
(TSI) Performance +Conflict on the sort of TSIs used (i.e., model.
Knowledge- Supplier harmonisation knowledge based or physical) and
based TSI Opportunism how effectively relational norms
Relational characterise the exchange
norms relationship.

Increasing knowledge based TSIs
lead to increasing firms’ performance,

especially in  situations  where
relational norms are high.
Firm invests more in physical

transaction-specific assets lead to
lowering its performance in situations
when relational norms are strong.
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Study Research Independent  Dependent  Relational Norms Research Key findings Limitation/ Future research
Area Variable Variable Dimensions Design direction
Brown et Marketing Influence Opportunism  Second-order Survey 367 Relational norms affect Explore how relational norms
al. relationship  strategies: construct: hotel managers asymmetrically effect to coercive and are developed through
(2009b) +non-coercive Relationship non-coercive influence strategies. communication, reward, and
influence preservation If relationships have high relational sanction.
+coercive Conflict norms in the relationship, the use of Investigate if the extent of
influence Harmonisation non-coercive influence strongly opportunism  within  the
Relational Role Specification suppress partner opportunism exchange relationship could
norms whereas the use of coercive influence impact the use of influence
increases partner opportunism. strategies to manage that
If relationships have low relational behaviour.
norms,  non-coercive  influence
increases and coercive influence
decreases partner opportunism.
Brown et Franchise Monitoring Opportunism  Second order Survey 230 Higher congruence between The authors did not discuss.
al. (2016)  monitoring Goal Performance  construct: franchisees franchisors’ and franchisees’ goals
congruence +Flexibility norms directly affect franchisees on boosting
Relational +Solidarity norms their performance when exchange
norms Information sharing norms are weak in relationships.
Goal congruence limits opportunism
rather than enhance performance in
situations where relational norms are
strong.
Cannon et Buyer- Legal Bonds Performance  Flexibility Survey 396 Contract and social norms are Explore the role of other
al. (2000)  Supplier Relational Solidarity supplier-buyer  effective in increasing supplier governance factors such as
Relationship  Norms Mutuality relationship performance with individual effect as authority, ethics, trust,
Harmonisation of well as combination effect. incentives, reputation,
conflict When transactional uncertainty is monitoring, reciprocity,
Restraint in the use low, an increasing in contractual markets, dependence, power,
of power specificity and details does not lead to  commitment.

enhancing supplier performance, but
elaborate contracts is an effective
governance that leads to increasing
supplier performance.

Cooperative norms positively affect
to performance, regardless the level of
transactional uncertainty.

Explore various combinations
of governance mechanism that
affect learning and innovation.
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Study Research Independent  Dependent  Relational Norms Research Key findings Limitation/ Future research
Area Variable Variable Dimensions Design direction
Ferguson  Service Relational Exchange 11-item scale Survey 160 Demonstrate the strong link between Measure contractual
et al. companies’ norms performance  Harmonisation business clients relational governance and positive governance with enhanced
(2005) relationship ~ Contractual conflict and their  customer-based performance psychometric properties.
exchange governance Solidarity account evaluations. Conduct the research in a
Boundary- Flexibility managers atthe The closeness of boundary spanners broader context (e.g., more
spanner Information sharing US, Canada, to the client company positively symmetrical partnerships and
closeness and Mexico associates with performance of strategy alliances) using plural
midmarket commercial  banking governance mechanisms.
exchanges. Both relational and
contractual governance mediate the
relationship.
Goo et al. Outsourcing  Service level Relational A single first order Survey 92 Support the basic premise that formal Consider adding other
(2009) relationship ~ agreement norms construct, 5 items:  organisations contracts and relational governance independent variables into the
(SLA) Harmonious  +Flexibility are complementary. model
Foundation conflict +Information The effect of SLA characteristics on  Collect dyadic data from both
characteristics  resolution exchange relational outcomes (i.e., trust and partners.
Change Mutual +Solidarity commitment) is mediated by
characteristics  dependence relational norms, harmonious conflict
Governance Trust resolution.
characteristics  Commitment Relational norms positively impact
Relational commitment.
norms
Heide and Marketing Transaction- Buyer A single second- 159 buying Norms play a crucial role in Explore the factors that can be
John relationship  specific control over order construct: firms establishing economically efficient antecedents of  relational
(1992) investment supplier +Flexibility relationships between independent norms.
Relational decisions +Information businesses.
norms exchange Vertical control investment is
+Solidarity positively influenced by specific

assets and the relationship is
contingent on the presence of
relational norms.
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Study Research Independent  Dependent  Relational Norms Research Key findings Limitation/ Future research
Area Variable Variable Dimensions Design direction
Liu et al. Buyer- Transactional ~ Opportunism A single construct: Survey 251 Transactional ~ mechanisms  are Examine other mechanisms
(2009) supplier mechanism Relational +information dyads relatively — more  effective in (e.g., influence strategies,
relationship  Relational performance exchange suppressing opportunism. Relational communication effectiveness,
mechanism: + solidarity mechanisms are more effective in goal congruence and
+Relational + participant norms increasing relationship performance.  ownership arrangement)
norms The joint effect of combining Rigorously investigate any
+ Trust transactional mechanism and potential asymmetry in the
relational mechanism significantly dyadic relationship between
restrains opportunism and enhances buyers and suppliers
cooperation. Explore the processes that
establish and maintain
transactional and relational
mechanisms.
Poppo et Relational Performance  Information Survey 181 Exchange hazards and exchange Explore if different
al. (2008) Governance exchange firm. tenure reduce the positive relationship  governance  choices  can
Exchange Collaboration between relational governance and mitigate the conditional limits
hazards exchange performance. of relational governance.
Exchange Examine  the  kind  of
tenure administrative practices that
are most crucial for creating
value in relational governance.
Zhou and Supplier- Detailed Opportunism - A single construct ~ Survey 168 When relational governance is high Develop more refined
Xu (2012)  buyer contracts +Flexibility foreign firms in  (low), detailed contracts impact measures of opportunism.
relationship ~ Centralised +Solidarity China negatively (positively) to Explore how various economic
control +Information opportunism. and social mechanisms
Relational exchange When relational governance is low suppress different types of
governance (high),  centralised control is opportunism arising in
(relational negatively (positively) related to different areas.
norms) opportunism. Conduct research in multi-
country setting to better
investigate the effects of
alternative governance
mechanisms.
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Generally, there are two common ways of measuring relational norms that are employed in the

literature: (1) first-order reflective model and (2) second-order model (Cao and Lumineau,

2015). Typically, these studies select some dimensions of relational norms and develop

statements that are considered applicable to each dimension. Subsequently, they ask

respondents to indicate their evaluation by deciding the point on a Likert-type of a specific

exchange, relative to that statement (Blois and Ivens, 2006). Since most of the research on

relational norms is quantitative, it is unsurprising that almost all researchers employ some of

the relational norms’ dimensions suggested by Heide and John (1992) and Cannon et al. (2000)

who are informed by Macneil (1980). Furthermore, Cao and Lumineau (2015) suggests that a

possible source of the inconsistent results in the literature on relational norms is the type of

measurement, and recommends that future research should exercise caution in choosing

measurement scales, avoiding single-item measurement. Furthermore, scholars lack attention

to some fundamental issues related to the norms which they study (Ott and Ivens, 2009) such

as discussions on the way in which norms are, or should be, defined in business-to-business

exchange research (Blois and lvens, 2006; Ott and lvens, 2009).

Table 2.6 - Relational norms dimensions

Dimensions

Definition

Studies

Relationship
preservation

The degree that channel members view their relationship as distinct from a

series of discrete transactions, and consider the relationship important in and

of itself, and wish to preserve that relationship

(Brown et al., 2000)

Role integrity

The complicated responsibilities and expectations that exchange
participants have in a relationship

(Brown et al,
Paswan et al., 2017)

2000;

Harmonisation

The extent to which channel participants are able to resolve their

(Brown et al., 2000)

of conflict disagreements in a way that is mutually satisfactory.
. A perceptual representation of a corporation that conveys the (Carson et al., 2006)
Reputation S -
organisation's overall attractiveness.
- The likelihood that the partners in a relationship will collaborate on future  (Carson et al., 2006)
Continuity initiatives
Trust An individual's general expectation that they may rely on another's word (Carson et al., 2006; Zhou
(Rotter, 1967) etal., 2015)
History of Exchange relationship in the past (Carson etal., 2006)
exchange
(Rokkan et al., 2003; Lai et
Solidarit A mutual anticipation that the connection would be valued highly together al., 2012; Heide et al.,
y (Heide and John, 1992) 2014; Huo et al., 2016a;
Paswan et al., 2017)
Mutuality The significance of long-term payoffs in comparison with the value of (Paswan et al., 2017)

single transactions

Cooperative

The parties’ shared relationship characteristics of anticipated attitudes and
behaviour

(Zhou et al., 2015)

Commitment

The notion that a continuous connection with another party is essential
and deserving of effort to guarantee its longevity (Morgan and Hunt,
1994).

(Zhou et al., 2015)

Information Bilateral expectation that both sides will give helpful information to the (Laietal., 2012; Huo et al.,
exchange other (Heide and John, 1992) 2016a)
Flexibility A mutual expectation of adaptability as circumstances change (Heide and  (Lai etal., 2012; Huo et al.,

John, 1992)

2016a)
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From a relational capital theoretical viewpoint, when a partner in a supplier-buyer relationship
perceives a risk of opportunism, they can seek to invest and cultivate non-economic features
of their business exchange (Wang et al., 2013). Supplier development with two different
dimensions — capability development and supplier governance — is an antecedent of relational
capital (Blonska et al., 2013). However, the effects of the two dimensions on relationship
outcome are contrasting (Blonska et al., 2013). Furthermore, Wagner (2011) stated that
supplier development is particularly effective in well-established relationships with high levels
of trust and commitment, but also commented on how supplier development affects the

relationship outcome in different levels of relational norms remains unclear.
2.5 Theoretical Frameworks

Lambe et al. (2001) suggested that TCT and SET could be used together to explain
exchange governance more comprehensively. Indeed, several studies integrated SET and TCT
as their underlying theoretical framework. For instance, Shahzad et al. (2018) based on TCT
and SET, investigated the effects of varying governance mechanisms (i.e., economic and
sociological governance mechanisms) on ex-post transaction costs and relationship
commitment. They found that contractual completeness and symmetric dependence have a
more effective role in minimising ex-post transaction costs, whereas trust and communication
are more powerful in enhancing relationship commitment. Thus, assuming that an exchange
relationship precisely follows TCT or SET principles is naive because strategy, personnel,
management, and goals change over time, and the way relationships are managed may shift
from transactional to relational, and vice versa (Hawkins et al., 2008). Moreover, with time, an
organisation's perception of the value produced by a more relational or transactional connection
may shift (Hawkins et al., 2008). Thus, Lambe et al. (2001) recommend whenever possible,
future research on B2B relationships should use both SET and TCT. TCT and SET are also the
two dominant theoretical frameworks for research that consider opportunism (Hawkins et al.,
2008). Accordingly, the next part discusses these two theories as the main theorical frameworks

which underpin this thesis.
2.5.1 Transaction Cost Theory (TCT)

Transaction cost analysis is a very prominent theory, widely regarded as a foundation for
understanding economic organisations (Williamson, 1985; Hill, 1990). This approach views

firms as governance structures, and “under certain conditions, the costs of conducting
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economic exchange in a market may exceed the cost of organising the exchange within a firm”
(Rindfleisch and Heide, 1997, p. 31). TCT examines transactions as the unit of analysis to
explain an organisation’s boundaries. Accordingly, the firm will outsource if the cost of its own

production or services is higher than external alternatives (Hawkins et al., 2008).

TCT is based on two critical assumptions, that of bounded rationality and opportunism
(Williamson, 1985). Bounded rationality means that a person does not always act logically due
to the limitations in people’s cognitive ability, and humans cannot be aware of all relevant
information (Hawkins et al., 2008). Hence, due to a lack of knowledge or cognitive capability,
a contract can never be perfect, and managers do not always serve the firm’s best interests.
Accordingly, a business must be cautious when investing their resources in an unpredictable

and uncertain environment because it may create high transaction costs (Teece, 2006).

Opportunism is another key assumption of TCT. It means when opportunities present, people
will behave opportunistically if it is profitable (John, 1984). According to TCT, humans are
self-centred, calculative, and only “weakly moral” (Wang et al., 2017), so parties act
opportunistically to better their own interests, once possible benefits exceed the expected costs
(Ghoshal and Moran, 1996; Das and Rahman, 2010). Thus, TCT pays attention to the selection
of governance mechanisms to reduce the transaction costs incurred by parties’ opportunism
(Walker and Poppo, 1991; Kim and Mahoney, 2005).

TCT views a business as a governance structure and failing to choose an appropriate
governance mechanism to regulate an exchange might lead to opportunism in the relationship
(Hawkins et al., 2008). TCT assumes that selecting a hierarchy-based governance (i.e., vertical
integration) to control opportunism is more efficient than market-based governance (i.e., arm’s
length) in more uncertain transactions (Yan and Kull, 2015). Hybrid governance structures
include supplier development efforts in which a buyer stays autonomous of its suppliers while
attempting to enhance product and delivery performance through formal and informal
relationship support methods (Wagner, 2010). This enhances supplier satisfaction and
commitment to a certain buyer (Ghijsen et al., 2010). In the literature, hybrid governance
systems are frequently described as a “win-win” situation for both buyers and suppliers (Pilar
et al., 2012). This is especially true if the former gains greater control over production quality
and the supplier obtains adequate incentives for acquiring new skills and production processes
(Ghijsen et al., 2010; Humphreys et al., 2011; Li et al., 2017b; Zhang et al., 2017). However,

under environmental uncertainty, the efficiency of hybrid governance structures is lower than
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in the case of hierarchical governance structures in terms of protecting transactional-specific
assets, assessing partner performance, and responding to changing circumstances (Rindfleisch
and Heide, 1997; Yan and Kull, 2015).

However, TCT has received widespread criticism, from those who (Blois, 1990; Hawkins et
al., 2008)Suggest that business relationships are not merely transactional but also have a

relational element. The latter is often theorised using SET.
2.5.2 Social Exchange Theory (SET)

Developed by sociologists to explain social behaviour, SET has been used increasingly
in B2B research, because of the limitations of transaction cost and resource-based perspectives,
to explain relationship-based governance (Lambe et al., 2001; Geng et al., 2017b; Shahzad et
al., 2018; Oyedijo et al., 2021). SET postulates that actors commence and maintain
relationships due to expected rewards. These include not only financial benefits but also social
rewards like friendship and emotional satisfaction, with positive exchange interactions
fostering relational norms that govern actors’ interactions (Emerson, 1976; Lambe et al., 2001).
Overtime, relational exchange relationships create positive outcomes such as trust,
commitment, and relational norms that govern the relationship (Lambe et al., 2001). Thus, SET
suggests that the socially connected relationship is an alternate form of governance mechanism
(Hawkins et al., 2008). As a result, business parties do not strictly rely on written contracts, but

on trust, commitment, and relational norms (Heide and John, 1992).

SET acknowledges the potential existence of opportunism but work in this field largely focues
on the “upside” of relationships (Hawkins et al., 2008). In a social exchange, one party’s action
evokes a reaction from another (Cropanzano and Mitchell, 2005). More specifically, one
partner voluntarily provides a benefit to another, establishing an obligation for the latter to
reciprocate (Whitener et al., 1998). Provided that the relational parties are willing to invest
resources sought by their partners, resource reciprocation strengthens the partnership over time
(Aselage and Eisenberger, 2003). During the evolution of an exchange relationship into one
marked by trust and loyalty, certain rules and conventions that comprise the parameters of
social exchange are established (Cropanzano and Mitchell, 2005). However, because the
behaviour is volitional, the advantages offered to the partner may not be returned (Whitener et
al., 1998). Based on SET, opportunism is regarded as a violation of implicit or explicit decency

and fairness rules believed to govern the interaction, which eventually undermines the integrity
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of the interacting parties’ roles and leads to negative emotional and behavioural responses

(Leonidou et al., 2017).

SET seeks to understand social exchange systems, assuming that the more frequently an
activity is rewarded, the more likely a participant of an exchange is to repeat that action
(Griffith et al., 2006). Through successive social exchange episodes, the two parties not only
perceive less uncertainty, but also interconnections are enabled (Glavee-Geo, 2019). In the
context of supply chains, relationships include not just economic components covered in a
contract, but also social interchange features (Griffith et al., 2006). The social aspects of
exchange differ from the economic aspects in that the exchange partners’ obligations are
frequently undefined, and the standards for judging each partner’s contributions are ambiguous
(Masterson et al., 2000). Thus, from a social exchange perspective, exchange factors
considered include justice (Huo et al., 2016b), trust and commitment (Shahzad et al., 2018;

Patrucco et al., 2020), and relational norms (Huo et al., 2016a).
2.6 Chapter Conclusion

This chapter reviews the relevant literature relating to supplier development,
opportunism, and relational norms. In each part, a summary of current research has been
presented, showing the current understanding of each topic, and the remaining gaps in the
literature. TCT and SET are suggested to be employed together to examine supplier-buyer
relationships. This chapter discuss the relevance of TCT and SET which are the theoretical
frameworks underpinning the research. Drawing on the two theories, the next chapter will

discuss the conceptual framework of the research.
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Chapter 3. CONCEPTUAL FRAMEWORK

3.1 Chapter Introduction

Chapter 2 reviews the literature on supplier development, opportunism, and relational
norms. The chapter also discusses TCT and SET, the two theoretical framework that inform
this research. This chapter will bring up the conceptual framework for the two sub studies.
Section 3.2 discuss the linkage between supplier development, relational norms and
opportunism as the foundation for study 1 (qualitative study). Section 3.3 proposes the

hypotheses to be tested in study 2 (quantitative study).

3.2 The Linkage Between Supplier Development, Relational Norms, and Opportunism

Supplier development initiatives involve a collaborative relationship between suppliers
and buyers. From a SET perspective, partners in supplier-buyer relationships prioritise long-
term benefits, which curb opportunism as the latter may lead to the termination of the
relationship (Li et al., 2017b). In contrast, according to TCT Williamson (2008), relationship-
specific investments suffer from asset specificity, so that beyond the specific relationship the
value of the investment is less, or even worthless (Crosno and Dahlstrom, 2008; Wang et al.,
2013). Accordingly, dependence on a supplier increases when a buyer makes specific
investments in a relationship, and the supplier becomes more powerful in dealing with the
buyer, exposing the buyer to greater supply risk and business uncertainty (Humphreys et al.,
2004; Huo et al., 2016b). Hence, specific-investment creates a ‘locked-in’ environment that

induces supplier opportunism (Brown et al., 2000; Rokkan et al., 2003; Liu et al., 2009).

TCT predicts that suppliers will breach contracts that include supplier development measures
— if the benefits of violating them exceed the cost (Williamson, 2008). However, in the long
run, transactions become embedded in the social structure of buyer-supplier relationships
(Granovetter, 1985). Within such a social context, relational norms mould and govern exchange
relationships (e.g., Kaufmann and Stern, 1988; Noordewier et al., 1990; Dahlstrom et al.,
2009). From a relational capital standpoint, when business partners perceive a risk of
opportunism, they tend to invest and cultivate non-economic aspects of their business exchange

(Wang et al., 2013). However, the effects of this are poorly understood (Blonska et al., 2013).

Relational norms have a significant impact on opportunism (e.g., Brown et al., 2000; Tangpong
et al., 2010; Zhou et al., 2015; Huo et al., 2016a; Paswan et al., 2017). Table 3.1 summarises

studies of the relationship between relational norms and opportunism. In general, relational
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norms can be regarded as an informal governance mechanism, potentially mitigating
opportunistic behaviours in exchange relationships (Brown et al., 2000; Tangpong et al., 2010).
The impact of that relational norms on opportunism will be robust to volatility situation but not
to ambiguity situations (Carson et al., 2006). Moreover, Heide et al. (2014) suggested that the
level of a negative effect of relational norms on opportunism is contingent on the context

employed.

Relational norms can also interact with other elements such as bureaucratic structure (Paswan
et al., 2017), contract (Lai et al., 2012), trust (Huo et al., 2016a), agent cooperativeness
(Tangpong et al., 2010) to affect partner opportunism. Nevertheless, these interactions do not
always lead to positive outcomes. For example, formalised structures interact with solidarity
norms enhancing opportunistic behaviour because it causes confusion between exchange
partners, and creates exchange hazards, while its interactions with role integrity address
achievement of distinct aspects of the same goal, is to curb opportunism (Paswan et al., 2017).
Zhou et al. (2015) integrated attitudinal elements (i.e., relational norms) and behavioural
elements of relationship exchange in their research model, concluding that relational norms
play a mediating role between collaborative activities and opportunism of firms. Opportunistic
behaviours are fostered in joint planning activities while there is a high level of relational
norms, but inhibited opportunism when there is a low level of relational norms (Zhou et al.,
2015). The results are reverse with joint problem-solving activities. Similarly, detailed
contracted and centralised control foster or curtail opportunism, depending on the extent of

relational norms present in the relationship (Zhou and Xu, 2012).

Recognising the contrary views from different theoretical perspectives, as well as calls for
studying the relationships between specific supplier development initiatives and forms of
opportunism (Yan and Kull, 2015), and mechanisms to curtail opportunism (Luo et al., 2015),
Study 1 takes into account the influence of supplier development initiatives and relational
norms to opportunism. Specifically, it considers how combinations of supplier development

initiatives and relational norms affect the likelihood of opportunistic behaviour occurring.
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Table 3.1 - Empirical studies on the role of relational norms on opportunism.

Independent Rielailizrel . S L
Study Context variables * norms Research design Key findings Future research directions
dimensions
Brown et Exchange Relational Norms A single second- Questionnaire survey In exchange relationships, relational Examine other constructs (e.g.,)
al. (2000) relationship Ownership order construct: 395 managers in two norms can effectively reduce fairness, conflict, exchange
Transaction- Relationship large hotel chains in opportunism partner replace ability, partner
specific assets preservation North America investment), adding it to the
Role integrity model
Harmonisation Explore if motivations for
of conflict making investment of a firm and
their timing affect the firm’s
opportunism.
Carson et Outsource Volatility Reputation Email questionnaire Relational norm is an effective Explore a new schema which
al. (2006) research and  Ambiguity Continuity to 125 managers governance mechanism for incorporate ambiguity, volatility
development Trust suppressing opportunistic behaviours.  (i.e., environment uncertainty)
relationship History of The effectiveness depends on the and hierarchy.
exchange conditions of ambiguity and volatility.
Heide etal.  Concurrent Buyer Solidarity norms 2 studies in US The impact of monitoring and norms Examine how monitoring and
(2014) sourcing monitoring apparel industry, 497 on relationship outcomes (supplier norms interact.
key informants opportunism,  performance) was Examine the dynamics of
Study 1: apparel dependent on the sourcing context in  governance choices of firms.
manufacturers  and which they were used.
their upstream
suppliers.
Study 2: apparel
manufacturers  and
their downstream
retailers.
Huo et al. Outsourcing Relational norms 3 items: Questionnaire survey Solidarity directly decreases Update three relational norms
(2016a) relationships Contract Information 246 companies in opportunism. dimensions with more details
exchanges China Flexibility indirectly affects Relationship between relational
Flexibility opportunism through the mediation of  norms, trust, and contract.
Solidarity contracts

Information  exchange is  not
significantly linked to opportunism.
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Relational

Study Context I\r)gfipafi)r:gsegt norms Research design Key findings Future research directions
dimensions
Lai etal. Outsourcing Relational norms ~ Single second- Questionnaire survey In situation where environment Investigate ex ante opportunism.
(2012) relationships Trust order construct 119  manufacturing uncertainty is high, trust and norms Examine the mediating,
Environment Flexibility and service firms in significantly reduce the opportunistic moderating, direct, indirect
uncertainty Information China behaviour of logistics service impact of other factors
exchange providers. opportunism.
Solidarity
Paswan et Inter-firm Relational norms 3 items Survey 136 managers The interaction between formalisation Examine the changes of
al. (2017) partnership Bureaucratic Solidarity norms in pharmaceutical and solidarity  and increase governance structures in a
structure Role integrity industry opportunism channel relationship.
(formalisation, norms The interaction between formalisation Investigate the interactions
participation) Mutuality norms and role integrity and between between governance structures
participation and solidarity curbs and environment and their effect
opportunism. on opportunism.
Participation’s interaction with role Investigate the link between
integrity and mutuality likely to bureaucratic  structure  and
increase opportunism. relational norm
Tangpong Supplier-buyer Relational norms  Relational Two  Experimental The interaction between relational Investigate the framework in a
et al. (2010) relationship Agent norms as a Studies: norms and agent cooperativeness more complex setting, focusing
cooperatives single item 1. 103 businesses reduces opportunism. on multi-agent dynamics in
professional in MBA The interactionist perspective, amulti-  buyer-supplier opportunism.
courses level theoretical lens that Incorporate other factors such as
2. 83  purchasing encompasses the dynamic interplay regulatory, cultural, and
professionals between  organisation-level  and institutional forces into the
Post-experimental individual-level elements, is a more conceptual model and address
interviews: 8 comprehensive model in explaining their roles in reducing buyer-
experienced opportunism  than  either  the supplier opportunism.
purchasing organisationalist  or individualist Examine the role of other agent
professionals. perspectives. personal characteristics that may
potentially impact opportunism
in buyer-supplier relationships.
Rokkan et Marketing Relational norms  Solidarity norm  Questionnaire survey The effect of special investments Examine the influence of various
al. (2003) Relationships  Specific 198 matched buyer- shifted from expropriation to bonding norm types, as well as their
investment supplier dyads as a result of a strong solidarity norm. interrelationships.
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Relational

Study Context Icgfipa%r:gfgt norms Research design Key findings Future research directions
dimensions
Zhouetal. Exchange Relational norms A ssingle second- 149 manufacturers in  Relational norms impact negatively Explore the interaction between
(2015) relationship in  Collaborative order construct China on opportunism. business contracts, cultural and
marketing activities (i.e., Cooperative Effect of collaborative activities on institutional forces, and industry
channels joint planning, norms opportunism is dependent on the level contexts (e.g., complex industry
joint problem  Trust of consistency between the relational value chains) with opportunism
solving) Commitment norms and collaborative activities. and the influence patterns.

Examine collaborative activities
in a more comprehensive
manifestation.

Note: *Dependent variable: Opportunism
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3.3 Hypothesis Development for Study 2

3.3.1 Supplier development and buyer performance improvement

Supplier development can improve a buyer’s performance in purchasing as well as the
organisation’s overall effectiveness (Li et al., 2012), through the improvement of supplier
performance (Krause et al., 2000). Several theories support the prediction that supplier
development will enhance buyer performance (Li et al., 2007), including the RBV (Wernerfelt,
1995). From a RBV perspective (Wernerfelt, 1995), competitive advantage can be achieved by
firms that have abilities to gain valuable, non-substitutable, and hard-to-emulate assets and
capabilities (Barney, 1991). To strengthen the capability of their suppliers, buyers can
implement supplier development initiatives. In an optimistic scenario, improvements in
suppliers’ capabilities will become the resources and capabilities of the buyer (Chen et al.,
2006). Sequentially, the benefits from the buyer’s development efforts will return to the buyer
(Li et al., 2007). Empirically, several studies indicate that supplier development initiatives
offered by a buyer enhance their competitive capabilities. For example, Li et al. (2012) develop
a path analytic model to explore transaction-specific supplier development, indicating how it
can strengthen the buyer’s competitive advantage. Similarly, Humphreys et al. (2004) and Li
et al. (2007) found a positive relationship between supplier development and improvement in
a buyer’s competitive advantage, using regression analysis and SEM respectively. Other work
documents how supplier development can cut a buyer’s costs and improve the quality of its
products, allowing it to capture greater market share (Stuart, 1993). Following the above

discussion, it is proposed that:
Hypothesis 1: Supplier development positively affects buyer performance.
3.3.2 Supplier development and opportunism

In a dynamic and uncertain business environment, Transaction Cost Theory (TCT)
suggests that supplier development initiatives can be risky investments (Williamson, 2008).
TCT views humans as self-centred, calculative, and only ‘weakly moral’ (Wang et al., 2017).
Therefore, if perceived benefits exceed relevant costs once opportunities emerge, parties will
act opportunistically to pursue their self-interest (Das and Rahman, 2010). In the case of
supplier development, when confronted with incentive schemes with specific targets, it

encourages suppliers to bypass or subvert performance measures for their own benefit, or
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misappropriate investments, consequently reducing favorable outcomes from the buyer’s

perspective (Maestrini et al., 2018).

Supplier development initiatives involve specific investments (i.e., human-specific or asset-
specific), whereby the value of the investment is less, or even worthless beyond the supplier-
buyer relationship (Crosno and Dahlstrom, 2008; Wang et al., 2013). Accordingly, specific
investments from a buyer in a supplier-buyer relationship increase their dependence on a
supplier, and the supplier becomes more powerful in dealing with the buyer, exposing the buyer
to greater risk and uncertainty (Humphreys et al., 2004; Huo et al., 2016b). Hence, supplier
development initiatives build a locked-in environment that increases the likelihood of supplier

opportunism (Rokkan et al., 2003), so that:
Hypothesis 2: Supplier development increases the likelihood of supplier opportunism.
3.3.3 The mediating role of goal congruence

Goal congruence refers to the extent to which two actors perceive the possibility of
achieving consistent, if not matching, objectives (Eliashberg and Michie, 1984). According to
Bergen et al. (1992), conflicts in goals between parties promote shirking and moral hazard.
Goal congruence plays a role in business relationships because if actors have mutual goals,
uncertainty is reduced and problems encountered are more likely to be solved satisfactorily for
both parties (Cuevas et al., 2015).

Generally, in a traditional buyer-supplier relationship, the two parties have contrasting
objectives to each other: buyers want to procure at a lower price for better quality, or require
more (i.e., innovation, sustainability, risk avoidance) for less (i.e., cost). Suppliers, on the other
hand, wish to fulfil requirements with the highest achievable profit margins or potential value
for them (Jap and Anderson, 2003). Simultaneously, both suppliers and buyers have a mutual
aim for a successful agreement. Dealing with such conflicts in goals, supplier development
might play an important role, offering a solution to reduce information asymmetry (e.g.,
through training activities and quality assessment) and facilitate the recognition of congruent

goals (e.g., through monitoring and incentives) (Maestrini et al., 2018).

According to Yan and Dooley (2014), goal congruence assists the process of collaboration,
diminishes irritation and instructs behaviours; so it facilitates the exchange of information and

resources as well as increases effort to resolve common issues. When goal congruence exists,
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both parties are more likely to pursue cooperative behaviours, such as acting on constructive
feedback and mutual problem solving, maintaining a high commitment to the relationship (Jap
and Anderson, 2003). Once perceived that accomplishing the partner’s requirements will not
harm their own objectives, each party is more likely to be quicker in their response and offer
support (Lakemond et al., 2006). Accordingly, Maestrini et al. (2018) suggest that goal
congruence makes a ‘win-win’ situation more likely and triggers the search for resolutions that

benefit both parties. So, it is expected that:

Hypothesis 3a: Goal congruence mediates the effect of supplier development on buyer
performance improvement, so that supplier development increases goal congruence which in

turn increases improvement in buyer performance.

Hypothesis 3b: Goal congruence mediates the effect of supplier development on supplier
opportunism, so that supplier development increases goal congruence which in turn decreases

opportunism.
3.3.4 The mediating role of role integrity

Brown et al. (2000, p. 54) define role integrity as “a clear understanding of mutual
expectations that often go beyond the buying and selling of products”. Role integrity involves
partners’ mutual expectations in proactive information sharing, bilateral coordination, with a
willingness to be diligent and honest with each other (Brown et al., 2000). According to
relational exchange theory (Macneil, 1980), the parties engaged in exchange processes fulfil
roles that reflect mutual promises made to each other during the formation of their relationship.
The promises guide each partner in the development of expectations concerning the other’s

behaviour (Kaufmann and Stern, 1988).

When a buyer tries to improve a supplier through their development efforts, it executes roles
that reflect their promises and expectations. Unlike when buyers and suppliers buy and sell
products in an arms-length relationship, supplier development efforts lead to closer
collaboration between them (Li et al., 2012). Consequently, both parties enact roles that not
only govern the individual transactions but cover a multitude of issues not directly related to
any particular transaction (Kaufmann and Stern, 1988). When the buyer invests in supplier
development programs, the roles enacted by the parties become more complex (i.e., role
integrity). When role integrity is present in buyer-supplier relationships, this expectancy affects

suppliers’ behaviour. Once expectations to the partner are positive, suppliers become more
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compliant (Manolis et al., 1998), so that they are less likely to act opportunistically and the

buyer is able to reap rewards from the relationship. Consequently, it is proposed:

Hypothesis 4a: Role integrity mediates the impact of supplier development on buyer
performance improvement, so that supplier development increases role integrity which in turn

increases buyer performance improvement.

Hypothesis 4b: Role integrity mediates the impact of supplier development on supplier
opportunism, so that supplier development increases role integrity which in turn decreases

opportunism.
3.3.5 The mediating role of long-term relationship orientation

Long-term orientation is “the anticipation of the mutual benefits of the outcomes in the
long run” (Chung, 2012, p. 392). In a relationship, it represents a ‘commitment’ with
independent partners cooperating to generate increased benefits for each other (Anderson and
Weitz, 1992). According to Ganesan (1994), a long-term orientation implies that a partner
prioritises future goal achievements, so that a long-term oriented partner is more likely to make

sacrifices in the short-term in anticipation of long run returns (Chung, 2012).

A long-term orientation may emerge from supplier development programs in different ways
(Krause, 1997). Firstly, supplier development investments may reduce a supplier’s perceptions
of the likelihood of the buyer acting opportunistically, so that suppliers see the relationship as
having mutual benefits over the long run. Investments in suppliers, such as through training or
pre-financing, rarely have an instantaneous benefit to the buyer, but rather rewards accrue over
time. Secondly, by improving the resources of the supplier, supplier development can increase
suppliers’ satisfaction (Glavee-Geo, 2019). A satisfying relationship creates feelings of mutual
trust and warmth between parties, thus increasing switching costs (Barnes et al., 2010) with a
focus on mutual benefits (Polo Redondo and Cambra Fierro Jesus, 2005). Empirically, Lusch
and Brown (1996) find that long-term orientation is associated with channel contracting and

relational behaviour, which in turn impacts positively on wholesale-distributor performance.

Long-term orientation in supply chain relationships has long been studied. For example, Sheu
et al. (2006) indicate that supply chain management activities, such as information sharing
quality, inventory system development, and coordination structure is impacted positively by

long-term orientation. According to that, the commitment of top managers to the relationship
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affects the quantity and quality of information sharing, the advancement of improved inventory
system, and the utilisation of IT capability. In addition, relationship outcomes (i.e., conflict
decreasing and satisfaction increasing) also are associated with partners’ long-term orientation
(Griffith et al., 2006). Empirically, Lusch and Brown (1996) find that long-term orientation is
associated with channel contracting and relational behaviour, which in turn impacts positively
on wholesale-distributor performance. Thus, it is expected that long-term orientation helps

enhance the performance outcomes in buyer-seller relationships (Hofer et al., 2014).

Cooperation in supplier development initiatives can be seen as a ‘game’ that may bring benefits
(Krause et al., 2007; Wagner, 2010). However, from the perspective of prisoner’s dilemma
theory, the general tendency to gain more considerable benefit or fears of being tricked by
buyers leads suppliers to act opportunistically in order to protect their own benefits. For
example, the fear of an unsuccessful production process that follow the buyer’s guidance will
result in suppliers’ loss. It can also explain the temptation of gaining a better deal with other
buyers from an improved product. Thus, suppliers prioritise their earnings, rather than the
benefits of the supplier-buyer cooperation. However, taking a long-term orientation approach,
where the ‘game’ is repeated, the motivation to cheat at a particular time is mitigated by the
potential loss of future benefits (Jarillo and Ricart, 1987). Hence, long-term orientation might

be a critical factor that decreases the chance of partner opportunism.

The above discussion suggests when buyers make an effort to develop their suppliers, it will
exhibit long-term orientation of suppliers toward the supplier-buyer relationship. It inhibits
opportunistic supplier behaviours and improves buyer performance. Thus, it is expected that
long-term orientation helps enhance the performance outcomes in buyer-seller relationships
(Hofer et al., 2014), so that:

H5a: Supplier long-term orientation mediates the impact of supplier development on buyer
performance improvement, so that supplier development increases long-term orientation which

in turn increases improvement of buyer performance.

H5b: Supplier long-term orientation mediates the impact of supplier development on supplier
opportunism, so that supplier development increases long-term orientation which in turn

decreases opportunism.

Following the discussion of the theoretical background and hypotheses development, Figure

3.1 summarises the conceptual model underpinning the study.
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Figure 3.1 - Conceptual framework for study 2
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Chapter 4. METHODOLOGY

4.1 Chapter Introduction

Following the discussion of the extant literature and theoretical framework of the
research presented in Chapters 2 and 3, this chapter examines the paradigm that guides the
research design. Firstly, the research philosophy section presents the author’s philosophical
worldview which frames the overall research methodology. A mixed-methods approach,
including qualitative and quantitative research methods, is introduced in the next section.
Section 4.4 provides information on the Vietnam context where data were collected for both
sub-studies. The last two sections describe the research design for each study, including sample

selection, data collection, and analysis procedure.

4.2 Research Philosophy

4.2.1 Ontology, epistemology, and research paradigm

Philosophy refers to a set of beliefs and assumptions regarding how knowledge is
generated and accepted (Saunders et al., 2019). Research philosophy shapes the form of any

research according to its content.

Ontology and epistemology are two fundamental concepts in research philosophy which
inform researchers’ theoretical perspectives and approaches. Ontology “is about the nature of
reality and existence” (Easterby-Smith et al., 2015, p. 134). Essentially, it is “what is out there
to know about” (Grix, 2002, p. 175) or the objects themselves. All studies begin with ontology,
from which researchers’ epistemological and methodological perspectives flow logically
(Morgan, 2007). A realist ontologist believes that the world exists independently of our
knowledge of it and comprises structures and objects which have cause-and-effect relationships
with one another. However, a researcher can be a relativist if he/she believes in multiple
realities and multiple ways of interpreting them(Gray, 2013; Willig, 2013). On the other hand,
epistemology is “what and how can we know about it” (Grix, 2002, p. 175). Researchers can
take either a realist or relativist epistemological position, where the former believes that the
collected information will facilitate understanding of the world and its reality. According to a
relativist epistemological position, researchers are interested in how culture, history and
language may be utilised to create numerous versions of an experience in different situations
(Willig, 2013). When these assumptions have been understood, researchers can identify
differences between various philosophies.
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Every philosophical approach or paradigm in research has its underpinning ontology and
epistemology which influence the research process, but these generally remain hidden (Slife
and Williams, 1995). The philosophical approach represents the author’s critical viewpoints
which are essential to a study’s strategy because this will establish the methodology used by
the researcher. Hence, researchers should make their philosophical approach explicit in order
to help to explain why they chose qualitative, quantitative, or mixed-methodology approaches
for their research (Creswell, 2014). Grix (2002) suggests that the researcher’s ontological and
epistemological positions and methodological approach should be presented clearly in order to

discern how our ontological stance influences what and how we research.

To conduct research in a well-structured manner, researchers must first define their philosophy
assumptions (Easterby-Smith et al., 2015). Most social research is positioned in two contrasting
paradigms: positivism and interpretivism (Guba, 1985). These two models have been debated
regarding their assumptions relating to the nature of the reality, the connection between the
researcher and the subject being studied, the context, the method being used, and the value of
the research (Silverman, 2017; Bryman, 2019). The main difference between positivism and
interpretivism is that the former is more concerned with identifying causal relationships, often
statistically, whereas the latter is more focused on investigating and understanding the inner
meaning and insights of people (Lincoln and Guba, 1985). More recently, pragmatism is
posited as the third paradigm, within which researchers’ primary focus is understanding the
research problem and having little commitment to any philosophical system or research
methodology. Thus, pragmatists have the flexibility to select the approaches, methods, and

processes which best fit the requirements and goals of their research (Creswell, 2014).

According to Della Porta and Keating (2008), positivists and post-positivists share ontological
beliefs in objective and external reality, as well as epistemological assumptions regarding
knowledge as a collection of rules and regulations. Positivists believe that it is not possible to
find a single, absolute truth because knowledge is speculative, and understanding is shaped by
data, facts, and reasoning (Creswell, 2014). Creating hypotheses and revising or rejecting them
is part of the research process, starting from the test of a theory (Della Porta and Keating, 2008;
Creswell, 2014). In order to preserve objective, external and bias-free information, the
techniques and findings must be validated and reliable, being a general requirement in
quantitative research (Creswell, 2014). A positivist approach to quantitative research typically

involves collecting a large amount of information and analysing it mathematically and
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statistically, seeking to achieve generalisability and predictability (Della Porta and Keating,
2008).

On the other hand, the interpretivist paradigm has the general ontological belief that reality
comprises complex and diverse interpretations (Creswell, 2014). With regard to epistemology,
interpretivists assume that knowledge is socially produced and cannot be acquired without the
researcher’s ideas and values being involved (Della Porta and Keating, 2008). Typically, the
qualitative research approach is adopted under interpretivism (also combined with
constructivism), using open-ended questions to obtain participants’ opinions (Creswell, 2014).
The qualitative research approach is primarily inductive, and the interpretation of the data from
an interpretivist perspective involves numerous aspects such as understanding of human nature,
language and culture of people, contexts, and the relationship between the researcher and the
object under investigation (Gray, 2013; Creswell, 2014). Researchers should utilise empathy

and creativity in order to make sense of the topic and the respondents’ identities.

Pragmatism opposes the prevalent divide between positivism and interpretivism because
pragmatism concerns solving practical issues in the actual world. It is regarded as a collection
of philosophical perspectives for addressing problems, rather than as a philosophical position
(Biesta, 2010). From the philosophical lens of pragmatism, the empirical method is favoured
over idealistic or rationalistic approaches (Frega, 2011). Furthermore, instead of focusing on a
particular technique, researchers highlight the problems and employ all possible ways of
resolving them (Creswell and Miller, 2000). Pragmatists recognise numerous ways of
understanding the world and conducting research, that no single opinion can ever provide the

complete picture, and that multiple realities may exist (Saunders et al., 2019).

Pragmatism bridges the two opposing extremes (positivism and interpretivism) of research
paradigms, and provides a useful framework for conducting social research (Morgan, 2014).
This thesis takes pragmatism as the philosophical approach, thus allowing a mixed-method
approach to explore both external reality and people’s internal sense-making processes around
it (Morgan, 2007). The next part discusses how this research fits the pragmatism philosophical
approach.

4.2.2 Pragmatism as the philosophical approach of this research

Pragmatism employs an objective ontology and a subjective epistemology (Morgan,
2007). A fundamental aspect of pragmatist epistemology is that knowledge always depends on
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experiences. Our social experiences shape our perspectives of the world, and personal
knowledge created from experiences is socially shared (Kaushik and Walsh, 2019). Thus,
pragmatism views knowledge as being social because it is built with the intention of managing
one’s existence in a better way and participating in the world rather views knowledge than
reality (Morgan, 2014; Kaushik and Walsh, 2019). According to pragmatist philosophy, human
behaviour can never be separated from past experiences and the ideas that arose from them.
Therefore, human thoughts are inextricably tied to action so that people’s actions are based on
considering their probable outcomes, and that they use the results of such actions to anticipate

the future outcomes of similar choices (Kaushik and Walsh, 2019).

According to Creswell and Clark (2011), pragmatism accepts that empirical inquiry can be
conducted in line with the existence of single or multiple realities. Supplier development
initiatives have been documented positively in the literature as those which could bring benefits
to both buyers and suppliers. Research on this topic was mostly undertaken under the positivist
paradigm, utilising empirical evidence and hypothesis testing within the quantitative method.
However, this research argues that supplier development initiatives may also lead to negative
relationship outcomes. Thus, multiple realities may exist as consequences of supplier
development, which fits with the pragmatist philosophy. Moreover, the three research
questions consider the complexity of the supplier-buyer relationship involving the direct
positive or negative consequences of supplier development initiatives and relational norms.
The first two questions are more exploratory, based on gaps in the literature regarding
opportunism as an outcome of supplier development. The third research question is explanatory
because it aims to confirm the results of the first two research questions as well as to testing
empirically theories (i.e., TCT and SET). Therefore, the research design requires a flexible
approach. Under the pragmatist paradigm, the methodology follows the research questions and
problems (Saunders et al., 2019) and the ideal method produces the intended results of the
investigation in the most effective way, irrespective of whether it is a single-method, mixed-

method or multiple-method approach (Tashakkori and Teddlie, 2008).

4.3 Research Methodology
4.3.1 Mixed-methods research approach

Pragmatists typically examine the different distinctions that designing and conducting a
research project create while it is being developed (Creswell and Clark, 2011; Morgan, 2014).

Various choices on how to design and conduct research are considered together with their
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consequences, and decisions are made according to researchers’ personal beliefs and previous
experiences. The original research questions and the project’s objectives determine the choice
of method (Morgan, 2014). The most crucial consideration for pragmatists is the usefulness of
philosophical assumptions, the methodology, the information generated, and whether the
anticipated results or desires can be obtained by the instrument that is used (Goles and
Hirschheim, 2000).

From the above discussion, pragmatist researchers can conduct either a quantitative, qualitative
method, or mixed-method study, in addressing their research questions, exploring a
phenomenon, or testing a theory by the most appropriate method (Feilzer, 2010). However, the
mixed-method approach is often associated with the pragmatic stance (Kaushik and Walsh,
2019). The mixed-method approach is a combination sequentially of both quantitative and
qualitative research. This is beneficial when either a quantitative or qualitative technique alone
is insufficient to comprehend a research topic in the best way, and to understand that combining
both guantitative and qualitative research (and their data) may provide greater understanding
(Creswell, 2014).

As discussed in Chapter 1, this research aims to explore the effects of supplier development
initiatives on opportunism and the circumstances under which investments in supplier
development trigger or suppress opportunistic behaviour by suppliers. Secondly, it focuses on
uncovering the social exchange factors that mediate the relationship between supplier
development initiative. Therefore, it adopted an exploratory sequential mixed-method design

(Saunders et al., 2019) with two sub-studies.

The literature acknowledges that theoretical and empirical work currently underplays
opportunistic behaviour stemming from supplier development initiatives (Proch et al., 2017)
and also the potential role played by negative relational norms; therefore, Study 1 is appropriate
for a qualitative, theory-building design. Its goal is to uncover how supplier development
activities curtail or stimulate opportunistic behaviour and conceptualise norms of opportunism.
Hence, this study answers two research questions: (1) To what extent, and under what
circumstances, do supplier development initiatives curb and/or stimulate supplier
opportunism?; (2) How do relational norms affect the relationship between supplier

development and opportunism in supply chains?
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Previous research has suggested that positive relationships exist between supplier development
and performance outcomes. Study 1 is expected to uncover the negative consequences of
supplier development. However, Study 2 attempts to answer the following research
question: (3) How do relational norms facilitate the positive outcomes (performance
improvement) and negative outcomes (opportunism) of supplier development initiatives? A
research model has been built which contains hypotheses that propose relationships between
supplier development initiatives and opportunism, as well as buyer performance improvements
and the mediating roles of relational norms. The quantitative research design for testing

hypotheses is therefore appropriate for Study 2.
4.3.2 Study 1 - Qualitative Research

Qualitative research is a methodological approach which incorporates techniques such as
participant observation, ethnographic fieldwork, interviews and focus groups (Della Porta and
Keating, 2008). Interviews are the most popular technique by which to collect data because it
is economical and capable of gaining access to real-life events, and provides detailed
descriptions of individuals’ experiences, beliefs, attitudes, and the causes of their behaviour
(Creswell, 2007; Silverman, 2017). Interviews in qualitative research are usually semi-
structured since they typically follow a type of agenda chosen by the researcher which the
participants can challenge (Parker, 2005). Therefore, according to common practice in
conducting qualitative research, Study 1 employed semi-structured interviews with both buyers
and suppliers in fruit and vegetable supply chains in Vietnam. The interview guide is provided
in Appendix B. Thematic analysis was used to analyse the interview data. Furthermore,
Qualitative Comparative Analysis (QCA) was employed in Study 1 to examine causal
conditions that lead to opportunistic behaviour. This entails identifying the mutual conditions
of cases that feature the same outcome (Ragin, 1987; Ragin, 2000; Mahoney and Goertz, 2006)

4.3.2.1 Thematic Analysis

Thematic analysis is a flexible way of examining multiple elements of the subject of
interest (Willig, 2013). Braun and Clarke (2006) suggested that this should be the basic analysis
method for qualitative research because the approach is diverse, complex, and nuanced. It is
appropriate for the analysis of Study 1 due to the lack of research for structuring the negative
outcomes of supplier development initiatives. The identified themes can also be used as the

basic dataset for fSQCA in the next step of the analysis.
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4.3.2.2 Fuzzy-set qualitative comparative analysis

Qualitative researchers frequently look for commonalities among a group of cases,
generally focusing on a small number of them (Ragin, 2000) which are demonstrated in
thematic analysis. However, Ragin (2000) argued that these commonalities suggest meaningful
empirical connections, but qualitative researchers rarely see their work in terms of sets. QCA
is a case-oriented, comprehensive, set-theoretic approach that assumes outcomes are created
by a collection of conditions acting together (Ragin, 2000). It compares cases that have the
same outcomes in order to ascertain if they share the same conditions and vice versa (Ragin,
2008). The primary goal of QCA is to discover the set of variables or conditions that are shared
by all cases with the same outcomes in order to gain a better understanding of how they
generate the outcomes (Mahoney and Goertz, 2006). QCA focuses on finding the combinations
of conditions to produce the outcome, rather than the impact that a single independent variable
has on a dependent one. Thus, QCA helps to understand if there are consistent patterns that

may or may not occur when outcomes are present or absent.

Two approaches to QCA are crisp-set QCA (csQCA) and fuzzy-set QCA (fsQCA), where the
former requires conditions and outcomes for each case to be dichotomised to full membership
or non-membership (i.e., represented by 0 and 1 only) to the set values (Ragin, 2000). Fuzzy-
set QCA is a variant of QCA which allows various degrees of membership (i.e., four- or six-
level membership values) (Ragin, 2008). This research employs fSQCA which provides a finer-
grained analysis. Moreover, since the causal conditions (suppler development initiatives,
relational norms) and the outcomes (opportunism) are utilised at different levels for different
observed cases in the supply chain, fSQCA permits greater flexibility and accuracy in data

calibration, compared with csQCA.

QCA is based on set theory and Boolean algebra, in that it tests for relationships between sets
and subsets (Ragin, 2000). The following four steps are involved in fsSQCA analysis: 1)
calibration of the data, 2) analysis of necessary conditions, 3) construction and analysis of a
truth table, and 4) analysis of sufficient conditions (Parker, 2017). Moreover, fsQCA 3.1
software was employed to analyse the supplier development conditions that lead to

opportunistic behaviour by suppliers.
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4.3.3 Study 2 - Quantitative Research

Structural Equation Modelling (SEM) is a powerful statistical analysis technique which
enables researchers to conduct a comprehensive analysis of multiple variables — both the
measurement of and relationship between them — simultaneously (Anderson and Gerbing,
1988; Chin, 1998). It uses factor and regression analysis to examine complex models,
decompose correlation, and test theoretical relationships (Hair et al., 2010; Tabachnick and
Fidell, 2013). One advantage of using SEM is that the technique considers the measurement
errors; therefore, it can achieve a more accurate estimation (Bagozzi, 1977; Chin et al., 2003).
Furthermore, SEM permits estimation of unobserved variables and testing of theoretical and

measurement assumptions against empirical data (Chin, 1998).

Two approaches to SEM are covariance-based (CB-SEM) (Joreskog, 1978; Bollen, 1989;
Diamantopoulos, 2000) and variance-based partial least squares (PLS-SEM) (Lohmdller, 1989;
Hair, 2017). These are unique in their fundamental statistical conceptions and in their methods
of construct measurement, although they share the same objectives of estimating the
relationship between latent constructs and indicators (Sarstedt et al., 2016). While the use of
PLS-SEM is under ongoing debate in the literature (e.g., Ronkkd, 2014; Guide and Ketokivi,
2015; Ronkko et al., 2016; Sarstedt et al., 2016), CB-SEM is the original and commonly
applied approach in business and management research (Sarstedt et al., 2016). Furthermore,
numerous researchers, when mentioning SEM, simply mean CB-SEM, which uses a common
factor approach model and follows the maximum potential estimation procedure in order to
reproduce covariance matrix (Hair et al., 2011). This study follows the dominant, widely agreed
approach to SEM (CB-SEM) for the purpose of examining how well the conceptual model fits
the data.

4.4 The Vietnam Context
4.4.1 The country overviews

Vietnam is currently one of the most actively growing economies in East Asia, whose
population in 2020 reached 97 million, and which has a total national Gross Domestic
Production (GDP) of 271.6 billion US dollars (WorldBank, 2021). The agricultural, forestry,
and fishing industries accounted for 15% of the total GDP (WorldBank, 2021). Within
agriculture, the fruit and vegetables sector is of strategic importance (Statista, 2020;
Euromonitor, 2021). In 2018, 1,099,600 hectares of farmland were being used for vegetable
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production, and 9,894 hectares for fruit growing (GSO, 2019). Table 4.1 shows the acreage of
farmland for fruit and vegetable production in Vietnam from 2016 to 2018 and shows the

growing importance of the sector when considering farmland devoted to it.

Table 4.1 - The acreage of farmland for fruit and vegetable production in Vietham in 2016-2018

2016 2017 2018
Thousand hectares
Fruit 711.5 742.9 775.7
Vegetables  1067.3 1087.7 1099.6

Source: GSO (2019)

The Mekong Delta is the largest area for horticultural crops, which accounts for 25.9% of the
entire farmland. The Red River Delta is the largest region for vegetable production (24.9%
farmland area) (Tran, 2015a; Tran, 2015b). Table 4.2 presents the data of the area, yields, and
production of vegetables in 2013-2014.

Table 4.2 - The acreage, yield and production of vegetables in 2013-2014 by regions

Acreage Yield production
No Production areas (1.000ha) (quintals/ha) (1000tons)

2013 2014 2013 2014 2013 2014
1 Red River Delta 172.4 183.9 200.5 206.4 3,456,4 3,795.1
2 mﬂfé?nous Midlands & 1014 1274 1253 1246 15215 1,587.6
3 North Central Coast 88.6 89.2 112.1 115.7 993,4 1,032.4
4 South Central Coast 62.5 64.5 150.8 158.4 942.3 1,021.6
5  Centre Highlands 94.8 99.7 241.6 241.3 2,290.6 2,405.3
6  Southeast 57.8 59.8 168.1 170.8 971.7 1,021.3
7 Mekong Delta 249.7 256.7 178.3 177.5 4,451.2 4,555.0
The Vietnam Country 847.2 881.2 172.7 175.0 14,627.1 15,418

Source: MARD (2015)

The main products include fresh fruit (dragon fruit, grapefruit, mango), fresh vegetables
(cabbage, tomato, cucumber, beans, herbs), processed fruit (pineapple, lychee, carrot, onion),

and dry fruit (jackfruit, sweet potato, banana) (Tran, 2015b).

In early 2007, the Ministry of Agriculture and Rural Development imposed restrictions on the
production and certification of clean vegetables branded SAFE (in Vietnamese - Rau An Toan
RAT), recognising that contaminated vegetables may have been the source of illness and
disease outbreaks in the past. SAFE vegetables are typically sold at 5-10% higher than the
market prices (Simmons and Scott, 2007). The Ministry of Agriculture’s Plant Protection

Department is in charge of SAFE vegetable certification and random sampling to check
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pesticide residue levels (Simmons and Martin, 2010). Following the SAFE certification
initiative, Vietnamese agriculture generally has shifted to more sustainable agricultural

practices based around Good Agricultural Practices (GAP), specifically VietGAP certification.

VietGAP (Vietnamese Good Agricultural Practices) includes standards and codes of conduct
in agricultural practices for farm products in Vietnam, such as crop, fishery, and livestock. The
certification programme covers rules, procedures for harvesting, producing, and processing
agricultural products in order to satisfy safety standards, improve product quality, ensure
farmers’ health, safety and welfare, protecting the environment, and trace product origins.
VietGAP standards and codes of conduct are governed by Vietnam’s Ministry of Agricultural
and Rural Development based on domestic laws and the guidelines of FAO (The Food and
Agricultural Organisation), with references to other qualifications such as GlobalG.A.P
(VietGap, 2021). In order to be VietGAP-certified, farms must register with a VietGAP
certification body and satisfy the National Standard TCVN 11892-1:2017, including 11 critical
criteria in general requirements and five criteria in production requirements. VietGAP-certified

products are regarded as being of a higher quality than products labelled SAFE in Vietnam.

GlobalG.A.P is the internationally accepted agricultural production standard. The certification
programme aims to benefit farmers, retailers and consumers through safe and sustainable
agriculture production. GlobalG.A.P certification includes the following: (1) food safety and
traceability, (2) environment (including biodiversity), (3) workers’ health, safety and welfare,
(4) animal welfare, and (5) Integrated Crop Management (ICM), Integrated Pest Control (IPC),
Quality Management System (QMS) and Hazard Analysis and Critical Control Points
(HACCP) (GlobalGap, 2021). In Vietnam, agricultural practices that follow GlobalG.A.P are
unpopular because it is costly to follow the criterial to meet the requirements and gain the
certification. The government and agricultural bodies focus on promoting VietGAP

certification because it is adapted to the domestic market and suits national farming practices.

4.4.2 Vietnam’s fruit and vegetable supply chain structures

The country has two main types of food supply chains: fresh fruit and vegetables for
domestic consumers (a traditional supply chain through wet markets) and a modern supply
chain through small shops and supermarkets as well as exports. The former comprises
numerous small-scale operators which dominate total sales and maintain arm’s length
transactions. An established set of processors procure fruit and vegetables through cooperative

arrangements (Yang et al., 2021) and, in some cases, through direct relationships with
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producers. The figure below illustrates the structure of the fresh fruit and vegetables supply

chain in Vietnam.

Large-scale farmers/

Small-scale individual farmers ]
Contracted farmers

Local collectors Cooperatives

Wholesalers Agricultural companies

Veg & fruit vendors Veg & fruit shops/ Supermarket, Export .

(in wet market) Restaurants minimarket Xport companies

(SCI) (SC2) (SC2) (SC3)

Local consumers International markets

Note: SC1 - traditional supply chain SC2 - modern supply chain SC3 - export supply chain

Figure 4.1 - The fruit and vegetable supply chain structure in Vietnam

Actors in the fruit and vegetable supply chain include farmers, local collectors, cooperatives,
wholesalers, vendors in wet markets, small shops, restaurants, supermarkets, and agricultural
and export companies. Farmers are the producers who directly grow fruit and vegetable
products. Most of them operate on a small scale, applying conventional production practices.
In Ho Chi Minh City, the largest city in the country, only about 12.8% of land farms satisfy the
safety and production standards required for VietGAP certification (UBND, 2016).
Approximately 90% of fresh fruit and vegetables are sold on the domestic market (Tran,
2015b).

In the traditional supply chain (SC1), local collectors consolidate produce from farmers and
arrange for cash-on-delivery to wholesalers at one of 107 wholesale markets (30 of which
exclusively sell for fruit and vegetables). Wholesale markets supply to small vendors in wet
markets before the vendors sell to consumers. Wet markets are fresh-food marketplaces which
are popular in Asian countries, with the term “wet” referring to the wet floors that result from
the extensive usage of water (Wertheim-Heck et al., 2014). The supplier-buyer relationship in
the traditional supply chain is often vulnerable due to there being no official contracts.
Regulations are poorly enforced in wet markets (Cadilhon et al., 2006; Maruyama and Trung,

2007; Shepherd and Tam, 2008), with widespread concerns regarding food safety; therefore,
84



government officials seek to restrain wet market retailing (Wertheim-Heck et al., 2014).
However, this traditional supply chain remains the favourite within the country. Although
customer needs for fruit and vegetables are evolving more quickly, wet markets are seen as

delivering fresher products at a lower cost and in more accessible places.

The modern supply chain includes supermarkets, which are dominant regarding total sourcing
quantities. Supermarket chains often source fruit and vegetable products from suppliers
through advance contracts. Suppliers in this chain are often large farmers (farm companies) or
cooperatives which source products from small-scale farmers. Wholesalers or collectors, which
play a major part in the traditional supply chain, have a considerably smaller part in the modern
chain (Moustier et al., 2010). The supermarket sector is growing and more likely to insist on
the certification of suppliers to verify the quality of their produce. The products supplied to
supermarkets have to meet at least one certification standard regarding quality and quantities
(e.g., VietGAP). The buyers require higher standards in growing crops, resulting in product
prices in this channel being higher than in traditional markets. The higher production standards
require more investment and typically technologies and procedures which small-scale farmers
may find difficult to follow. Hence, the supermarkets and intermediate supply chain actors such
as cooperatives support farmers through credit and/or training, although these have not always
delivered intended outcomes. The relationship between suppliers and buyers in this supply
chain is shifting to vertical coordination (hybrid structure) in order to encourage farmers to join
this chain. This study focuses on investigating this modern supply chain since it includes

supplier development initiatives.

Similar to the modern chain, the export supply chain requires a certain degree of quality
certification, which varies depending on the export market. In this chain, agricultural and/or
export companies source fruit and vegetable products through intermediate actors such as large
farmers and cooperatives, whereas collectors are the main intermediate actors. However,

exports account for only a small proportion of production (circa 10%) (Tran, 2015b).

4.5 Research Design for Study 1
4.5.1 Sample selection

Since supplier development activities require the involvement of both suppliers and
buyers in the supply chain, the study investigated the perspectives of both parties. The study

draws on 37 face-to-face, in-depth interviews with key informants (Table 4.3). This sample
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was of sufficient size to achieve data saturation (Guest et al., 2006) and falls within the ranges
for qualitative interview-based research, suggested by de Ruyter and Scholl (1998) and Carson
et al. (2001). The sample is cross-sectional, including nine organisations that act as buyers,
nineteen organisations that are both buyers and suppliers, and seven companies that solely act

as suppliers of fresh fruit and vegetables.

The Ho Chi Minh City Department of Industry and Trade, the Business Studies and Assistance
Centre, Southern Horticultural Research Institute (SFORI) Vietnam, and Lam Dong Province
Agricultural Extension Centre helped with the recruitment of interviewees. Potential
interviewees received a participant information sheet, outlining the purpose of the research and
guarantees of anonymity and data confidentiality. They signed informed consent forms, before
the commencement of interviews. Some interviewees recommended other potential

participants that we included in the data collection (snowball sampling).
4.5.2 Data collection

Data collection occurred during summer 2018 and autumn 2019. All interviewees were
directly involved in supplier and/or buyer relationships and all interviewees held managerial
positions (e.g., CEO, chairperson or owner, assistant chair, purchasing department head). |
conducted semi-structured interviews in Vietnamese. Interviews occurred either face-to-face
or via a video conference internet application, depending on the preference, technical
feasibility, and availability of interviewees. Interviews lasted between 24 minutes and three

hours, with an average time of approximately 75 minutes per interview.
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Table 4.3 - Profile of Interviewees for study 1

Code Interviewee’s Role in the Organisation Size* Organisation’s
Title/Position Supply Chain Type Location
Buyer  Supplier
01 Assistant Chairman X Company Medium Binh Thuan
02 Manager X Company Medium Binh Thuan
03 CEO X X Company Medium Binh Duong
04 Owner X X Company Small Da Lat
05 Chairman X X Cooperative Medium Da Lat
06 Director X X Company Medium Ho Chi Minh
07 Department Head X Supermarket Large Ho Chi Minh
08 Department Leader X Supermarket Large Ho Chi Minh
09 Manager X X Cooperative Small Da Lat
10 General Manager X X Company Small Tien Giang
11 Chairman X X Cooperative Micro Ben Tre
12 Director X Company Small Ben Tre
13 Owner X X Company Small Ho Chi Minh
14 Senior Purchasing X Supermarket Large Ho Chi Minh
Executive
15 Supplier Development X Company Medium Ho Chi Minh
Manager
16 Quality Assurance X X Company Small Ho Chi Minh
Manager
17 Director X X Cooperative Small Lam Dong
18 Director X X Company Small Ho Chi Minh
19 Owner X Company Micro Ho Chi Minh
20 Former Owner X Company Micro Ho Chi Minh
21 Director X X Cooperative Small Lam Dong
22 Director X X Cooperative Small Lam Dong
23 Director X X Cooperative Small Lam Dong
24 Director X X Cooperative Small Lam Dong
25 Sales Manager X Company Micro Ho Chi Minh
26 Chairman and Director X X Cooperative Small Ho Chi Minh
27 Chairman X X Cooperative Small Ho Chi Minh
28 Former Chairman X X Cooperative Small Hanoi
29 Deputy Sales Manager X Company Large Long An
30 Manager X Supermarket Large Ho Chi Minh
31 Manager X Company Medium Can Tho
32 Owner X Household Farm N/A Binh Thuan
33 Owner X Household Farm N/A Dong Nai
34 Owner X Household Farm N/A Ben Tre
35 Owner X Company N/A Da Lat
36 Owner X Household Farm N/A Daklak
37 Owner X Household Farm N/A Ho Chi Minh

*Note: According to the Vietnamese Law on Provision of assistance for Small and Medium-sized enterprises
(2017) the company size thresholds are:

Micro: Less than 10 employees, 2 billion (VND) revenue, 3 billion (VND) total capital.

Small: Less than 100 employees, 50 billion (VND) revenue, 20 billion (VND) total capital.
Medium: Less than 200 employees, 200 billion (VND) revenue, 100 billion (VND) total capital.
Large: None of the above.
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All interviewees detailed the nature of their supply chain and relationships with other actors
(i.e., whom they supply to and/or from whom they source, their organisation’s size, production
methods, how long they have been working with their suppliers/buyers). Next, interviews
addressed supplier development activities and evaluated the effectiveness of supplier
development initiatives. To understand opportunistic behaviours that arose from supplier
development initiatives, interviewees were asked to describe the behaviours that they observed.
If buyers or suppliers initially reported no opportunistic actions from other supply chain
partners, the author used the critical incident technique (Butterfield et al., 2005; Bott and
Tourish, 2016) to explore successful and unsuccessful cases of supplier development. A stack
of cards with supplier behaviours were also provided, asking interviewees to sort them into two
groups. One group was for those behaviours they considered non-opportunistic and the other
for those they regarded as opportunistic practices. Once groups were formed, interviewees
explained their selection process and if they ever observed such behaviours from their suppliers

and/or buyers.

Since self-reported opportunistic behaviour is sensitive and interviewees may not wish to
discuss their own actions with the interviewer, the author also used two projective techniques:
word association and completion tasks. Projective techniques elicit responses to ambiguous
stimuli (Donoghue, 2000; Eldesouky et al., 2015). For the word association task, the
interviewer provided six words that describe the most common supplier development
initiatives in fruit and vegetable supply chains, namely: training farmers, supplier assessment,
guarantees of sale, providing seeds and fertiliser, financial incentives on sale, and credit, and
asked interviewees to think of opportunistic behaviour(s) associated with these words.
Subsequently, interviewees were asked to finish incomplete stories as part of this projective
task. The stories contained information on supplier development efforts and participants
completed the narratives in terms of the consequences of supplier development initiatives. In
follow-up questions, interviewees discussed whether they regarded the consequences as

opportunistic behaviour.
4.5.3 Data analysis procedure
4.5.3.1 Coding

All interviews were audio-recorded apart from two where interviewees did not consent,
and the author took written notes instead. Where audio recording was permitted, all interviews
were transcribed. Data were coded utilising NVivol2 software and subsequently inter-coder

reliability assessed.
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The coding strategy followed an accounting-scheme approach, which combines creating a
provisional list of codes from the conceptual framework and associated research questions,
whilst also generating categories or labels during the process of reviewing the transcripts (Miles
et al., 2019). Thus, the first stage was to create an initial coding framework from the literature
and research questions covering the concepts of supplier development, opportunism and
relational norms. Then, ‘open coding’ of transcripts occurred for half of the transcripts, selected
in chronological order, focusing on how participants described their supplier development
initiatives, the way that opportunistic behaviours arose from the initiatives, as well as the
existence of norms between buyers and suppliers. Based on the open coding, the initial coding
framework was revised. The author then coded all of the transcripts, based on the revised list

of codes.

The next stage assessed inter-code reliability (Miles et al., 2019). This reassures that the coding
would be reproducible across coders (Campbell et al., 2013). To achieve this goal, three experts
coded 19 randomly selected transcripts based on the coding framework. After independently
coding the transcripts, they separately discussed their decisions with the author, and they
subsequently updated the coding scheme. After the third round of coding, the inter-coder
reliability index was calculated by dividing the total number of all agreements for all codes by
the total number of agreements and disagreements for all codes combined (Campbell et al.,
2013). The inter-coder reliability index was 89.37%, exceeding the 80% threshold
recommended by (Miles et al., 2019), which is commonly adopted in other studies (e.g., Lemke
et al., 2011). By this threshold, the level of agreement indicates that the coding system is

reliable and robust.

4.5.3.2 Calibration of the data for QCA

The first step of fsSQCA is to calibrate the interviews into set membership. After coding
the interviews in NVivo, the author assigned the coded items to sets regarding supplier
development initiatives, relational norms (i.e., condition) and supplier opportunism (i.e.,
outcome). Ragin (2008) notes the possibility of varying set values in fSQCA (e.qg., three-, four,
six-value or continuous fuzzy sets). Researchers often consider using four-level or six-level
value sets and the decision between them depends on initial qualitative analysis and/or
theoretical knowledge (Crilly, 2011; Toth et al., 2017). The set value chosen should be the best
representation of the empirical evidence. Accordingly, this research uses a four-level set of

values (0, 0.33, 0.67 and 1) where 1 means ‘fully in’, 0 is ‘fully out’, 0.33 stands for ‘more out
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than in” and 0.67 means ‘more in than out’. Data calibration was undertook, and two additional
independent coders (native speakers) randomly calibrated two thirds of the cases based on a
classification scheme inspired by the Generic Membership Evaluation Template (GMET)
(Téth et al., 2017). Table 4.4 presents the data calibration scheme, and Table 4.5 provides an
example of data calibration form, based on the GMET of Téth et al. (2017).

Regarding relational norms, Study 1 includes norms of opportunism (NormOPP) which
emerged from the analysis of in-depth interviews as an important predictor of opportunism.
Similar to other conditions, norms of opportunism was calibrated into a 4-value set, as shown
in Table 4.4. Buyer trustworthiness, as a type of relational norm, is also included in the data
calibration for fSQCA analysis for two reasons. First, trust is a critical factor in the completion
of market transactions, and increases the value of exchange relationship partners, so that buyer
trustworthiness is expected to reduce the likelihood of opportunistic behaviour (Hoffmann et
al., 2010). Second, in the context of this research, buyer trustworthiness is the only factor that
the buyer can fully control and demonstrate in a supplier-buyer relationship. In Table 4.4 buyer

trustworthiness (TRUST) is also classified into a 4-value set.

The outcome of interest is supplier opportunistic behaviour, which is labelled ‘OPP’ in the

fuzzy set. The outcome was also assigned into a 4-value set (Table 4.4)

4.5.3.3 Truth table

Truth table assesses sufficient conditions by considering the logically possible
combinations of causal conditions and the outcome linked to each combination. Ragin (2008)
outlines the procedures for constructing a fuzzy-set truth table. A truth table consists of 2
logically possible combinations of the causal condition, with each combination displayed in a
row. Hence, with five causal conditions, the truth table has 32 (2°) rows. Only combinations of
conditions with empirical evidence were retained for further analysis, so | deleted 16 logically
possible combinations of conditions that lacked empirical evidence. The remaining 16 rows
cover 100% of the cases (Appendix F). To refine the truth table, 1 employed a cut-off
consistency threshold of 0.8, which lies within the range of 0.75 to 0.95 recommended by Crilly
(2011). In addition, a frequency threshold of 1 was set to refine the truth table, as suggested by

Ragin (2018) when the total number of cases is small.
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Table 4.4 - Data calibration scheme

Set
Condition/Outcome  membership Reason for set membership score
score
0 Buyer provides neither cash support nor physical support for their
suppliers
Buyer provides only one type of support (either cash or physical
0.33
support) and of a modest nature
Upfront Resources 0.67 Buyer provides only one type of support (either cash or physical
(UPFRONT) ' support) but of a more substantial nature
1 Buyer provides both cash support and physical support at a level
critical for supplier performance
Cases can also move up or down one level depending on the level and extent of support
offered.
0 Buyer provides no training or supplier assessment and feedback
0.33 Buyer provides only occasionally either training or assessment
Training and 0.67 Buyer provides both training and assessment but only occasionally and
of a modest manner
Assessment - — - - -
Buyer provides both training for their suppliers and supplier
(TRAINING) 1
assessments frequently and regularly
Can also move up or down one level considering the variety of activities as well as their
frequency and regularity.
0 No use of incentives and no guarantee of sale
0.33 The buyer offers only incentives to their supplier
On-payment -
. : Buyer offers only a guarantee of sale for product that meets certain
Incentives 0.67 quality standards
(ONPAYMENT) 1 Offer a guarantee of sale for every product that suppliers can produce
and also provides financial incentives
0 No norms of opportunism reported / identified
0.33 Only minor and unimportant identification of norms of opportunism
Norm of . Norms of opportunism identified but seen as short-term and not
opportunism 0.67
(NormOPP) permanent.
1 Norms of opportunism regarded as endemic, substantial and
unavoidable
0 Buyer trustworthiness absent
Buyer 0.33 Modest notion of buyer trustworthiness, lacking evidence
Trustworthiness 0.67 Buyer trustworthiness identified but intermittent
(TRUST) 1 Buyer trustworthiness established and enduring, with evidence to
substantiate the existence of the norms
0 No reported opportunistic behaviour
0.33 Witnessed opportunistic behaviour by suppliers, but of a modest and
' temporary nature
Opportunism Experienced a mixture of significant and modest opportunistic
0.67 . .
(OPP) behaviour from suppliers
1 Severe, multiple and enduring opportunistic behaviour from suppliers

Membership was graded one level up and down, depending on the quantity and the
frequency of opportunistic behaviour.
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Table 4.5 - Sample data calibration form

Data calibration form: Case number 1*

Membership in the set of “Supplier Opportunism” outcome

Direction/effect on

Intensive/relative

Dimensions Context-specific description membership importance Ilustrative quote (s)
#1 #2 #3 44 #5
. “Their farm does not harvest enough fruit, so they take
. . Use produpts from a ditferent . . product from other farms to supplfto us, but the)c/]uality
Cheating on product quality source which does not meet the Positive High of other farms’ product does not meet our qualit
quality specified requirements.” p quatity
. . “First, at the beginning, he is the only one who does the
Srriiiktg g;?t;?gguw(:: t?) gi(ﬁgrs - _ business in t_he market...At the end, farmers stop selling
Sell product to others when able to achieve a higher Positive High product to hlm, but to_ others. T_he farr_ners s_eII to people
market price who offer a higher price. That is the first thing, they
' break the contract.”
“Now the market price is increasing...they make up a
_ _ Do not deliver the agreed amount - _ reason to refuse supply to us. F(_)r example, the produc'g is
Cheating on supply quantity (quantity) Positive Medium not good enough. Or on the delivery date, the product is
not ripe enough to harvest...In general, they make up
reasons...”
“...they ruin everything. After that, he is the same with
. Buyer lost competitiveness in the . . others in the market, there is no one thing specific.
Opportunism Outcome ma)r/ket P Positive High Instead of producing only 50 products fogr hFi)m
[exclusively],...now it is messy.”
Set membership score 1

Reason for fuzzy-set
attribution score

The buyer experiences a wide range of opportunistic behaviour by its suppliers that cause serious consequences to their business operations.

*Note: This calibration form is inspired by the Generic Membership Evaluation Template (Téth et al., 2017)
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4.6 Research Design for Study 2
4.6.1 The Survey Design

The self-administrated questionnaire used to collect data begins with a screening question
“Are you a manager/senior manager or equivalent who works with your organisation’s suppliers
of fruit and vegetable products?”” The main questions ask managers to give their opinions of their
one major supplier regarding their development initiatives, opportunistic behaviours,
improvement in the performance of the organisation. The questions also ask about role integrity
and goal congruence between the organisation and the supplier, and the perceived supplier long-
term orientation. The last part of the questionnaire asks demographic questions about the

respondent’s organisation, whereas details are optional.

The survey was initially developed in English, translated into Vietnamese, and then back-
translated into English following the established procedures (Brislin, 1970). After reviewing and
comparing the two English versions, minor changes relating to word choice for some questions
resulted in the final Vietnamese version being refined. Subsequently, a discussion with appropriate
Vietnamese academic staff confirmed the understanding of the questionnaire, including the
appropriateness of its format, before a pilot test was conducted. This study followed the
suggestions of Hair et al. (2006) and Kent (2007) when undertaking a survey pilot with experts
and potential respondents. The survey pilot was conducted with five practitioners in the agri-food
industry and also with five academic staff from a well-established university in Vietnam.
Respondents received a copy of the questionnaire together with explanations of the purpose of the
pilot study. They reviewed the questionnaire and gave their opinions on the format, degree of
comprehension, and the overall content. The feedback from the pilot study respondents resulted
in some changes of the wording of the questionnaire, including the Vietnamese pronoun used in
the questionnaire. It was suggested to change the current wording of Vietnamese pronoun; “I/You”
should be changed to a less formal because it causes the respondents to perceive a sense of
distance. Hence, instead of using “Ong/Ba”, the final version uses “Anh/Ch;” to refer the
respondent to her/himself. Based on their experience, the respondents suggested adding a question
on the certification of supplier X as it is increasingly becoming a criterion of product quality in
the fruit and vegetable market. Therefore, one question relating to the supplier certification was
added to the questionnaire. It was then controlled in the analysis as discussed in Section 4.6.3.1
Regarding the order of the questions, recommendations were made to move those on the topic of

“mood” towards the beginning of the questionnaire. The three questions were then placed after
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demographic questions while they were previously in the middle of the main variable items. A

summary of other changes after back-translation and pilot study is provided in Table 4.6

Table 4.6 - Revisions of measurement translation

Original English version Vletnameieev\ilseigsrllon before Vietnamese version after revision
The exchange relationship M®&i quan hé trao doi voi nha cung  M&i quan hé trao ddi voi nha cung cap
with supplier X creates a cip X tao ramottd hop cac ky vong X tao ra mot té hop cac ky vong phic
complex web of expectations phuc tap giiza chiing t0i trong tdt ca  tap trong tat ca cac logi méi quan hé
between us over all kinds of cac logi méi quan hé. giira chang toi
issues.

My company and supplier X in  Céng ty/HTX cua tdi va nha cung Cong ty/HTX cua tdi va nha cung cap X
this category have compatible cip X c6 nhitng muc tiéu twong c6 nhitng muc tiéu twong dong voi nhau
goals. thich véi nhau.

My company and supplier X in  Céng ty/HTX cua tdi va nha cung Cong ty/HTX cua tdi va nha cung cap X
this category have compatible cap X c6 quan diém twong thich voi  ¢6 quan diém twong dong véi nhau
views on how to achieve our nhau trong viéc 1am sao dé dat dwgc  trong viéc lam sao dat duoc muc tiéu
goals. muc tiéu chung cua ching toi. chung cua ching toi.

4.6.2 Data Collection

4.6.2.1 Sample size

Sample size can have a considerable impact on statistical significance (Hair et al., 2010),
and researchers need to determine the desired sample size in order to infer research findings to a
population (Barlett et al., 2001). Sample size can be estimated by either considering the absolute
number of cases or the subject-to-variable ratio (Kline, 2010; Hair, 2013). Hair et al. (2010)
suggested a preferable sample size of 100 or more for research based on factor analysis, and at
least 200 observations for confirmatory factor analysis. Similarly, according to Kline (2010), a
typical critical sample size of 200 is required for covariance-based structural equation modelling
(SEM). A general rule for calculating sample size-to-parameters ratio is to make the number of
observations equal to at least five times the number of estimated parameters (Bollen, 1989; Kline,
2010) when using the maximum potential estimation method. The ratio could increase to 10 or
20:1 observations-per-estimated parameter. Hair et al. (2010) proposed the same minimum ratio
at 5:1, or more acceptably at 10:1 or 20:1 for the number of observations per variable to be
analysed with the aim of maximising this. Calculation of the sample size according to the rule of
observations-per-estimated parameter with a high number of free parameters to be estimated can
lead to over- or underestimated sample size constraints (Wolf et al., 2013), and a large sample size
can make statistical tests overly sensitive (Hair et al., 2010). Therefore, this research follows the
rule of thumb of a 5 to 20: 1 ratio of sample size-to-variable. With six variables involved in
analysing their relationships, the required sample size would be from 30 to 120 observations. The
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study employs covariance-based SEM, as discussed in Section 4.3.3, subsequently requiring a

sample size of at least 200.
4.6.2.2 Survey administration

Data collection occurred between July and October 2019. The author approached potential
respondents in different ways for data collection, using a professional research agency as well as
directly contacting members of the Vinafruit Association (Hiép Hoi Rau Cu Viét Nam) which is
the largest fruit and vegetable association in VVietnam. The professional research agency identified
potential organisations that satisfied the research criteria based on their internal database and
institutional networks. Research assistants were trained by the author to ensure they fully
understood the purpose of the research, data collection process, questionnaire structure and
reporting mechanism. Depending on the contact information available, the assistants contacted
target respondents by telephone, email or directly face-to-face. Based on the respondents’
preferred method of participation, research assistants employed the drop and collect survey
technique to distribute the paper questionnaire or sent a direct link to the online survey. One
supervisor of the agency undertook quality control by telephone with all respondents. This check
confirmed that the collected questionnaires were genuine and appropriate for data analysis. The

calls were recorded with the consent of respondents.

In total, 233 questionnaires were collected, of which 83 were completed online and 150 were
paper-based. From this, 17 were classified as incomplete (i.e., less than 80% progression), 10 as
unengaged (i.e., respondents gave vague responses or the same rating for all questions) and 2 as
high missing values (i.e., have more than 10% missing values). Consequently there were 204
completed questionnaires suitable for data analysis (87.6% usable response rate) which exceeds
the recommended threshold for covariance-based SEM (Hair et al., 2010; Kline, 2010).

Table 4.7 below presents an overview of respondents’ organisations including the age of
organisations, organisational type, number of employees and total revenue. As respondents were
asked to complete the survey with respect to a specific supplier with which they have a current
working relationship, the sample characteristics provide information on the supplier, including
relationship length, the certificates which the supplier possesses, and if the supplier is a member

of a cooperative (one form of farmer-farmer collaboration in Vietnam).

Approximately half of the organisations have operated between three and seven years (42.1%)

with only a small percentage established less than one year ago (4.9%). Domestic agricultural
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companies and cooperatives account for 22.5% and 22.1% responses respectively. Other
organisation types included supermarkets (18.1%), export companies (13.2%), and non-

supermarket retailers (12.3%).

Regarding the size of organisations, nearly half of the sample had between 10 and 100 employees,
with 43.1% possessing fewer than 10 employees. In terms of the organisation’s revenue, more
than half had a total revenue ranging from 130,000 to 208,000 USD per year. Buyers have been
working with suppliers for between 1 and more than 10 years. More than half of suppliers were
members of a cooperative, and most suppliers possess VietGap and/or GlobalG.A.P. certification,
which are the two most common quality certificates in Vietnam. About 7% of suppliers possessed
other certifications (e.g., USDA, EU Organic Bio, Participatory Guarantee System-PGS), and
about 12% of suppliers were not certified.

4.6.3 Construct Measurement

4.6.3.1 Main variables

Study 2 adopts the measurement items for supplier development initiatives from Wagner
(2011) and Salimian et al. (2017), with adaption to the supplier development measures commonly
available in Vietnam. The items were measured on a 7-point Likert scale. For measuring buying
firm performance improvement, the study adopted the scale developed by Wagner (2011) to which
| added two items to capture the importance of the quantity available for buyers and the variety of

products, which are important in the fruit and vegetable chain context.

Supplier opportunism measurement items were adapted from Yang et al. (2018). Respondents
were asked to report the opportunistic behaviour of their designated supplier. Thus, we did not
investigate their own opportunism as social desirability could lead to bias in their responses. Goal
congruence was measured using the scale by Maestrini et al. (2018). The research follows Paswan
et al. (2017), to measure role integrity, while the scale of Cannon et al. (2010) was adapted to
measure the supplier’s long-term orientation. A 7-point Likert scale was applied to all constructs

and Table 4.8 reports the items.
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Table 4.7 - Descriptive statistics for survey respondents

Category Frequency Percent (%)
Organisation Age <1 year 10 4.9
1 year — less than 3 years 42 20.6
3 years — less than 5 years 46 22.5
5 years — less than 7 years 40 19.6
7 years — less than 10 years 22 10.8
10 years or more 37 18.1
Missing 7 3.4
Total 204 100%
Organisation Type Cooperative 45 22.1
Retailer (non-supermarket) 25 12.3
Supermarket 37 18.1
Export Company 28 13.2
Domestic Agricultural 47 22.5
Company
Others 21 10.3
Missing 1 0.5
Total 204 100%
Number of Employees <10 employees 88 43.1
10 — 100 employees 93 45.6
101 — 200 employees 8 3.9
>200 employees 12 5.9
Missing 3 1.5
Total 204 100%
Total Revenue < 130,000 USD 59 28.9
130,000 — 218,000 USD 106 52.0
>218,000 — 8,710,000 USD 19 9.3
>8,710,000 16 7.8
Missing 4 2.0
Total 204 100%
Supplier Type Household farmers 76 37.3
Agri Company 55 26.5
Cooperative 52 25.5
Trader 17 8.3
Others 5 2.5
Total 204 100%
Relationship ~ Length <1 year 8 3.9
with the Supplier 1 year — less than 3 years 78 38.2
3 years — less than 5 years 54 26.5
5 years — less than 7 years 30 14.7
7 years — less than 10 years 16 7.8
10 years or more 18 8.8
Total 204 100%
Supplier Cooperative Yes 111 54.4
Membership No 52 255
Not sure 41 20.1
Total 204 100%
Supplier’s certification VietGap 108 52.9
GlobalGap 7 3.4
VietGap and GlobalGap 42 20.6
Other certificates 13 6.4
No certificate 25 12.3
Do not know 9 4.4
Total 204 100%
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Table 4.8 - Measurement items for study 2

Item code

Item wording

Source

Supplier Development

SupDevl Giving production related advice to supplier X (e.g., processes, machining process, machine set up).
SupDev2 Training farmers from supplier X.

SupDev3 Giving product development related advice (e.g., processes, project management).

SupDev4 The transfer of employees to supplier X.

SupDev5 Giving technological advice (e.g., materials, software).

SupDev6 Recognizing supplier’s X achievements/performance in the form of awards.

SupDev7 Site visits by our organisation’s personnel to supplier X premises to help them improve performance.
SupDev8 Site visits by our organisation’s personnel to supplier X premises to assess their production process.
SupDev9 Providing supplier X with equipment or tools for process improvement

SupDev10 Providing supplier X with credit (e.g., in the form of prepayment and interest free loan)

SupDev11 Evaluating supplier X’s price, quality and delivery performance regularly.

SupDev12 Offering guaranteed sales.

Adapted from Wagner (2011) and
Salimian, Rashidirad, & Soltani,
(2017)

Buyer Performance Improvement

BPerimpl Improve our delivery reliability.

BPerImp2 Reduce time to market

BPerIimp3 Reduce operation downtimes

BPerimp4 Increase the satisfaction of our customers.

BPerImp5 Improve the reliability of our product. Adapted from Wagner (2011)
BPerImp6 Improve the quality of our product.

BPerlmp?7 Improve the quantities of our product.

BPerIimp8 Improve the number of our product lines.

BPerlmp9 Offer safer product to our customer.

Supplier Opportunism

Oppl On occasion, this supplier/buyer lies about certain things to protect their interests.

Opp2 This supplier/buyer sometimes promises to do things without actually doing them later.

Opp3 This supplier/buyer does not always act in accordance with our contract (s). Yang et al. (2018)
Opp4 This supplier/buyer sometimes tries to breach informal agreements between our companies to maximise their own benefit. ’

Opp5 This supplier/buyer will attempt to take advantage of “holes” in our contract to further their own interests.

Opp6 This supplier/buyer sometimes uses unexpected events to extract concessions from our firm.

Goal Congruence

GoalConl My organisation and supplier X in this category share the same goals in our relationships.

GoalCon2 My company and supplle_r Xin th!s ca_tegow have compatible goals. : Maestrini et al. (2018)
GoalCon3 My company and the major suppliers in this category support each other’s goals.

GoalCon4 My company and supplier X in this category have compatible views on how to achieve our goals.

Role Integrity

Rolnl

The exchange relationship with supplier X creates a complex web of expectations between us over all kinds of issues.

Roln2 The exchange relationship with supplier X is extremely complicated.
Roln3 The exchange relationship with supplier X is complicated.
Roln4 The exchange relationship with supplier X comprises of many diverse expectations about each other’s behaviour.

Paswan et al. (2017)

Long-term Orientation

Lgterml Maintaining a long-term relationship with us is important to supplier X.
Lgterm2 Supplier X believes that over the long run our relationship will be profitable.
Lgterm3 Supplier X focuses on long-term goals in this relationship.

Lgterm4 Supplier X expects us to be working with them for a long time.

Cannon et al. (2010)
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4.6.3.2 Control variables

The inclusion of control variables in data collection and data analysis is vital for eliminating
the risks that may invalidate the research finding (Becker, 2005; Spector and Brannick, 2011).
Three variables, including type of suppliers (e.g., cooperative, or non-cooperative), the length of
time that the buyer and supplier had cooperated, and the type of certificate that suppliers may
possess (e.g., VietGAP or not), are used as control variables to study for their potential

confounding effects on the dependent variables.

The literature suggests that organisation type may influence the supply chain network’s effect (Li
et al., 2017a). The current research studies supplier-buyer relationships at different tiers in the
upstream of the fruit and vegetable supply chain, and supplier development activities can occur at
any tier. From the very beginning of the chain, household farmers, who are directly involved in
the process of growing fruit and vegetables, are suppliers. Moving downstream the supply chain,
suppliers can be a cooperative, a trader, an agricultural company who will supply their products
through the supply chain until they can be found on the retailers’ shelves. Different types of
suppliers have different roles in the supply chain, and there are variations in their operation
management as well. This influences the ways in which they participate in supplier development
initiatives. Hence, the type of suppliers may have some effect on their behaviour regarding
opportunism and the performance of buyers. This study control of the supplier is a cooperative or

not.

The length of the relationship between suppliers and buyers is often identified as a possible
characteristic of the exchange relationship that may affect relationship outcomes (Li et al., 2017a).
This study controls the length of the relationship by the number of years that the buyer and the
supplier have been working with each other.

Finally, suppliers in the food and vegetable supply chain may or may not carry a type of certificate.
This may create differences in agricultural practices when receiving support from buyers to
improve their performances. A supplier who has not followed any qualification standards in
production might feel it is more challenging to implement supplier development initiatives.
Therefore, not possessing certificates will be likely to affect their behaviour. Also, certificates may
indicate the quality of suppliers in some respects. Consequently, this is also likely to affect the
performance improvement of buyers. The two popular quality certifications in agri-food in
Vietnam are VietGAP (Vietnamese Good Agricultural Practices) and GlobalG.A.P (Global Good
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Agricultural Practices). Other certificate types include USDA, PGS, EUBio, NASAA. The most
popular type of certificate in Vietnam is VietGAP. Hence, this study controls certifications a

dummy variable, indicating if suppliers possess VietGAP certificates or not.

4.6.3.3 Marker variable

Employing a marker variable is a popular technique for detecting Common Method Variance
(CMV) (Simmering et al., 2015). In order to control for CMV, the Confirmatory Factor Analysis
marker technique (Williams et al., 2010) requires the marker variable to be theoretically unrelated
to all other substantive variables (Lindell and Whitney, 2001). In addition, an ideal marker variable
should be perceptual and subjective, and should be chosen a priori. Also, it should be similar in
format to at least one of the substantive variables. Prior to data collection, ‘Mood’ was selected as
an ideal marker variable. The variable is measured by three 7-point Likert scale items, which is
consistent with the scales of other variables. Three items adopted from Mayer and Stevens (1994)
for mood were ‘I know exactly how I am feeling’, ‘I know why I feel this mood’, and ‘My mood

is clear’.

4.6.4 Remedies for common method bias

Measurement errors in social research are dangerous because they can harm the validity of
research conclusions (Podsakoff et al., 2003). Such errors can be random or systematic with the
latter being more serious (Podsakoff et al., 2003). Method variance, defined as variance that is
attributable to the measurement method rather than to the construct of interest, is one of the main
sources of systematic measurement errors (Bagozzi and Yi, 1991). Common method variance
(CMV) presented in the data can inflate the relationships among variables (Lindell and Whitney,
2001; Richardson et al., 2009; Williams et al., 2010; Simmering et al., 2015). Potential sources of
CMYV include (1) collecting data from a single respondent for both independent and dependent
variables, (2) characteristics of measurement items, (3) the context of the items within the
measurement instrument, and (4) the context of collecting the data (Podsakoff et al., 2003). Firstly,
if the predictor and criterion variables are measured by the same person, this can create artefactual
covariance between the variables due to his/her rationale, social desirability, and mood. Secondly,
the item characteristics such as their complexity and/or ambiguity, scale format and anchors as
well as wordings could lead to bias. Thirdly, the item context can influence the rating of other
items. For example, a block of neutral items placed among blocks of positive/negative items could
be evaluated in the same manner as the positive items, or some items could raise the mood of the

respondent which would influence their answers to following questions. Finally, the surrounding
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contexts of giving measurement such as time and location or the method of collecting data (i.e.,
face-to-face or telephone) could also lead to a biased result. Details of discussion related to

common sources of method bias can be found in Podsakoff et al. (2003).

Since common method bias is problematic, it is necessary to resolve it by both procedural (priori)
and post-hoc statistical approaches (Podsakoff et al., 2003). With regard to procedural remedy,
the research uses some techniques such as (1) separating the measurement of the predictor and the
criterion variables by dividing them into separate parts (Podsakoff et al., 2003), (2) improving
measurement scale by keeping the question simple, specific and concise, thereby avoiding
complex wording, and providing verbal explanation (Tourangeau et al., 2000). Furthermore, the
questionnaire does not request disclosure of the organisation’s name and their suppliers, and the
respondent had the option to remain anonymous. Moreover, at the beginning of the questionnaire,
respondents are encouraged to provide honest responses by an instruction that clearly states that

there are no right or wrong answers.

Post-hoc statistical solutions to account for common method bias were also applied. Harman’s
single-factor test which examines how much common variance might exist in a single factor, is a
common technique widely used in research. However, it has been criticised because of its inability
to control method effects, and is therefore insufficiently sensitive to detect common method bias
(Podsakoff et al., 2003). Nevertheless, this test can assess the extent to which common method
variance may be a major problem because if one factor is extracted, it accounts for all the variance
in the items of the substantive constructs (Podsakoff et al., 2003). Furthermore, Fuller et al. (2016)
suggested that a relatively high level (approximately 70%) of CMV must exist if there is to be a
common method bias; hence, Harman’s single-factor test can be used to detect the CMV bias level
under common research conditions. The second approach to resolve CMV is the application of the
marker variable technique (Lindell and Whitney, 2001). While Lindell and Whitney (2001) used
a partial correlation technique for controlling method variance which is theoretically unrelated to
the main variables in a study, Williams et al. (2010) proposed a more comprehensive confirmatory
factor marker technique analysis plan. This study follows the common approach to report
Harman’s single-factor test results and conducts confirmatory factor marker technique analysis.

The choice of the marker variable was discussed in Section 4.6.3.3
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4.6.5 Data Analysis and Hypothesis Testing Procedures

Hair et al. (2010) suggested six steps for SEM, including (1) defining individual constructs,
(2) developing the overall measurement model; (3) designing a study to produce empirical results,
(4) assessing the validity of the measurement model, (5) specifying the structural model, and (6)
assessing the validity of the structural model. Steps 1 and 2 establish the items to be used in the
observed variables, and make the observed variables with the constructs, which were discussed in
Section 4.6.3 . Step 3 considers the preliminary analysis with the adequacy of the sample size and
missing data treatment. Step 4 of the process accesses the measurement models, while Step 6
accesses the structural model. Step 5 includes the conversion from the measurement model to the
structural one. These six stages resemble the two-stage approach to assess the models in SEM as
suggested by (Anderson and Gerbing, 1988) where stages 1 to 4 cover the measurement model
evaluation, and stages 5 and 6 test the structural model. The measurement model assessment
procedure is presented in Section 4.6.5.1.2 followed by the structural model assessment process

which is explained in Section 4.6.5.2

4.6.5.1 Evaluation of the measurement model

Factor analysis is an interdependence technique whose “primary purpose is to define the
underlying structure among the variables in the analysis” (Hair et al., 2010, p. 92). Hair et al.
(2010) noted that the multivariate analysis technique defines sets of highly interrelated variables
(factors) to analyse the underlying structure of the interrelationships among the variables. These
factors are assumed to represent dimensions within the data. Moreover, factor analysis includes
assessment of construct reliability and validity (Hair et al., 2010) which are central to the
measurement model examination (Fornell and Larcker, 1981). Therefore, factor analysis is
employed in order to evaluate the measurement model of the research.

Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) are two statistical
approaches to factor analysis. EFA determines the smallest number of interpretable factors
required to explain the correlations among the factor items, but requires no a priori underlying
theory (Thompson, 2004). CFA, as a part of SEM, requires a strong empirical or conceptual
foundation to guide the specification and evaluation of the factor model (Brown, 2006). These two
practices can be regarded as an ordered progression (Anderson and Gerbing, 1988) because
numerous studies are, to some extent, both exploratory and confirmatory since they can involve
known and unknown variables (Joreskog, 1974). EFA is typically utilised before CFA in the

measurement evaluation process. EFA explores the factor structure, whereas CFA confirms the
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underlying structure has been established priori on empirical (EFA) and theoretical grounds
(Brown, 2006).

Study 2’s construct measurements adopt measures from different sources and also add other
measures to fit the context of the fruit and vegetable supply chain in Vietnam. Therefore, the
measurement model will be firstly assessed by EFA, followed by CFA before converting to
structural models for analysis and testing hypothesis.

4.6.5.1.1 Evaluation of the measurement model using Exploratory Factor Analysis (EFA)

4.6.5.1.1.1 Adequacy and Communality

The dataset should initially be checked in order to satisfy several statistical presuppositions
for factor analysis. The data will be firstly examined to determine if EFA was appropriate. The
Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy determines if the data is suitable for
factor analysis (Brown and Greene, 2006). The test examines the adequacy for each variable in
the model, and for the complete measurement model. Moreover, the Bartlett test of sphericity was
used to determine the appropriateness of factor analysis. This test examines the entire correlation
matrix for the presence of correlations among the variables (Hair et al., 2010). SPSS 26.0 software

will be utilised to support the analysis process.

Next, variables’ communalities should be assessed in order to understand the amount of a
variable’s variance is shared with other variables (Hair et al., 2010). Higher communalities are
better because of the extent to which an item correlates with all other items. Common magnitudes
in the social sciences research are often from low to moderate communalities (from 0.40 to 0.70)
(Costello and Osborne, 2005). Costello and Osborne (2005) claims that if an item has a
communality of less than 0.40, it may not be related to the other items. Hence, low values indicate

items to be considered for removal after examining the factor structure.

4.6.5.1.1.2 Rotation and estimation method

Following Hair et al. (2010) steps for EFA, a series of decisions should be made, including
the number of factors to be extracted and the method of extraction. To assist the interpretation,
researchers often rotate the extracted factors (Ruscio and Roche, 2012); thus, rotation method
should also be considered. The conceptual model includes one independent variable, two
dependent variables and three mediation variables, whereas it is expected that the final result of
EFA will extract six factors. This means that there will be six factors with eigen values greater

than 1.0 (Hair et al., 2010) in the final measurement model. Furthermore, another approach to
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decide the number of factors to be extracted is the percentage of variance. With regard to this, the
extracted factors should account for at least 60% of the total variance explained (Hair et al., 2010).
In terms of the extraction method, Maximum-Likelihood is chosen to be identical with the
estimation method of the AMOS package, which will be used for CFA at a later stage. Although
orthogonal is the most widely used rotation method (Hair et al., 2010), oblique rotation is
recommended because it is more accurate and represents best practice in EFA (Costello and
Osborne, 2005; Reio and Shuck, 2015). Oblique rotation allows factors to be correlated, while
orthogonal rotations produce uncorrelated factors (Costello and Osborne, 2005; Reio and Shuck,

2015). In this study, Promax is chosen as an oblique rotation.

4.6.5.1.1.3 Validity and Reliability

The main purpose of factor analysis in this study is to evaluate the measurement model.
Therefore, the expected outcome of the analysis will be data summarisation which identifies the
underlying dimensions or factors, thereby providing estimations of the factors and the
contributions of each variable to them in order to analyse the measurement model (Hair et al.,
2010). The next step is to examine the factor matrix of loading which shows the loading of each
variable on each factor and factor structure (Hair et al., 2010). Factor loading measures how
observed items are related to their corresponding latent variables (Hair et al., 2010). Factor
structure indicates the intercorrelations among the variables being tested in the EFA and is
examined together with convergent and discriminant validity. Convergent validity reflects the
degree of correlation of the variables within a single factor. A factor with strong loading items
(0.5 or better) indicates a solid factor (Costello and Osborne, 2005). The extent to which factors
are distinct from other constructs and uncorrelated is discriminant validity (Hair et al., 2010), the
general rule for which is that the correlations between factors should not exceed 0.7, and variables
should load significantly only on one factor (Hair et al., 2010; Pallant, 2020). Cross-loading is
identified when a variable is found to have more than one significant loading (Hair et al., 2010).

The next criterion for measurement model evaluation using EFA is to examine the reliability of
the factors extracted. The consistency of the item-level errors within a single factor represents
construct reliability. Cronbach’s Alpha indicates the level of internal consistency of the scales.
The higher this is, the more consistent the scale. In the literature, the Cronbach’s Alpha threshold
applied is often more than 0.7 (Bollen, 1989).

Table 4.9 below provides a summary of all criteria used in EFA as discussed above. The result of

these statistical tests and assessments will be presented in the next chapter.
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Table 4.9 - Exploratory factor analysis assessment criteria

Assessment Criteria Cut-off value
Adequacy KMO measure of sampling adequacy 0.5 or higher (Hair et al., 2010)
Bartlett test of sphericity Significant level (sig.) <0.05 (Hair et al.,
2010)
Communality Communality value higher than 0.4
(Costello and Osborne, 2005)
Number of factors to Eigenvalues >1 (Hair et al., 2010)
extract Percentage of total variance explained ~ >60% of total variance (Hair et al.,
2010)
Convergent validity Factor loading Strong factor loading is 0.5 or higher

(Costello and Osborne, 2005)
Minimum loading is 0.32 (Tabachnick
and Fidell, 2013)

>0.4 is considered significant with a
sample size of 200 (Hair et al., 2010)

Discriminant validity Factor Correlation Lower than 0.7 (Hair et al., 2010)
Cross-loading Variables should load significantly only
on one factor (Pallant, 2020)
Reliability Cronbach’s alpha 0.7 or higher (Bollen, 1989)

4.6.5.1.2 Evaluation of the measurement model using Confirmatory Factor Analysis (CFA)

After factors have been developed using EFA, a movement to confirmatory factor analysis
is suggested because researchers are recommended not to make substantive conclusions
exclusively based on exploratory analysis (Costello and Osborne, 2005). CFA is employed to
provide a confirmatory test of the measurement model (Hair et al., 2010). Table 4.10 summarises
the criteria that need to be considered in CFA.

Table 4.10 - Confirmatory factor analysis assessment criteria

Assessment Criteria Cut-off value
High loading >0.7 (Hair et al.,
Factor loading 2010)

Convergent Validity Low loading <0.5

Average variance extracted (AVE) >0.5 (Hair et al., 2010)

The square root of the AVE score
of each construct is greater than
correlations among  constructs
(Fornell and Larcker, 1981)

<0.85 (Kline, 2010; Henseler et al.,
2015)

Unidimensional Model fit indices Good fit as defined in Table 4.11

Fornell-Larcker criteria
Discriminant Validity

HTMT ratio

Firstly, a path diagram for the measurement model will be developed from the revised construct
measurements, which had been “explored” from EFA. This diagram is used to perform CFA for
all scales of measurement models. This means that the path from the factors extracted (latent

variables) to their remained items (observed variables) will be drawn by using AMOS 27.0
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software. It is noted that, by default, most software support SEM (i.e., AMOS, LISREL) employed
Maximume-Likelihood (ML) estimation technique, hence the estimation method of this study relies
on the technique that integrated with AMOS software. Nevertheless, the study does not overlook
the importance of the estimation method, as ML has properties of being unbiased, efficient,
consistent, and scale-free (Bollen, 1989). The next step will assess the reliability, validity, and
dimensionality of the measurements (Shook et al., 2004). These assessments are similar to those

in EFA but are represented by different indicators.

4.6.5.1.2.1 Reliability and Validity

Construct reliability refers to the internal consistency of the observed variables portraying a
latent construct (Hair et al., 2010). In EFA, reliability is assessed by Cronbach’s Alpha, as
discussed in Section 4.6.5.1.1.3 while CFA uses a composite reliability (Werts et al., 1974)
indicator to evaluate the reliability of the constructs (Fornell and Larcker, 1981; Hair et al., 2010).
Hair et al. (2010) suggests the threshold of at least 0.7 for to indicate internal consistency of the

constructs.

Convergent and discriminant validity will be assessed with regard to construct validity. The
definition of these two assessments can be found in Section 4.6.5.1.1.3. Indicators for determining
convergent validity are the factor loadings and the AVE. These show the amount of variance of
observed variables captured by the latent variable relative to the total amount of variance,
including that caused by measurement error (Fornell and Larcker, 1981). Convergent validity is
achieved if the constructs are estimated with high factor loading (>0.7) and AVE>0.5 (Hair et al.,
2010).

In EFA, discriminant validity is assessed at the item and construct levels when it examines cross-
loading of items and the correlation matrix. Discriminant validity will be achieved in CFA at the
construct level when it satisfies the Fornell-Larcker criteria. Fornell and Larcker (1981)’s
suggestion for examining discriminant validity is to compare the square root of the AVE score of
each construct with the correlations among constructs. Discriminant validity is also examined at
both item levels by checking the cross-loading of indicators with the other constructs (the
heterotrait-monotrait ratio). The threshold for establishing discriminant validity is below 0.85
(Kline, 2010; Henseler et al., 2015).

4.6.5.1.2.2 Goodness-of-fit test and unidimensionality.

In SEM, once a specified model is estimated, goodness-of-fit (model fit) indicates “how well

the specified model reproduces the observed covariance matrix among the indicator items” (Hair
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et al., 2010, p. 576). Since the specified model in CFA is the measurement model, it checks how
well the measurement paradigm accounts for the correlations between variables in the dataset. The
model is said to fit if the mathematical comparison values of the estimated covariance matrix and
the observed covariance matrix are close to each other (Hair et al., 2010). The paradigm fit indices
are varied in the SEM literature (Kline, 2010). Measures commonly referred to in the covariance-
based SEM literature are chi-square (x?), normed chi-square (x?/df), Comparative Fit Index (CFI),
Tucker-Lewis Index (TLI), Root Mean Square Error of Approximations (RMSEA), Standardised
Root Mean Residual (SRMR), and pclose (probability of close fit) (Hu and Bentler, 1999; Hair et
al., 2010; Kline, 2010). The measures’ threshold from Hair et al. (2010) and Hu and Bentler (1999)
is summarised in Table 4.11, each of which will be discussed below.
Table 4.11 - Model fit indices

Threshold
Measure Cut-off Good Excellent
value
XZ
x2/df <5 >3 >1
CFI >0.90 <0.95 >0.95
TLI >0.90 <0.95 >0.95
SRMR <0.10 >0.08 <0.08
RMSEA <0.08 >0.06 <0.06
Pclose >0.01 <0.05 >0.05

Chi-square (%) is the only fundamental statistical test to compare the observed and estimated
covariance matrices among various model fit measures (Hair et al., 2010). However, %> alone has
less meaning in accessing the model fit due to its mathematical problematic sample size and the
number of observed variables (Hair et al., 2010). Therefore, the mathematical equation of y?
includes the sample size as a part of the multiple functions. Large sample sizes are often desired
in CB-SEM, but an increase will result in a higher ¥ value, which means that the model fails to
pass the statistical insignificance test, even if the difference between the two matrices are identical
(Hair et al., 2010). Moreover, the ¥ statistic will probably be greater when the number of observed
variables increases (Hair et al., 2010) which will also produce the same result as increasing the
sample size does. Thus, Hair et al. (2010) suggested that other goodness-of-fit indices should
always be assessed together with y2. In order to reduce the sensitivity of y2, normed chi-square
(x?/df) is introduced and widely used as a model fit measure (Hair et al., 2010; Kline, 2010). This
is a simple ratio of ¥2 to the degree of freedom. A better fit model will achieve ¥?/df value from 1
to 3 (Hair et al., 2010).
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To supplement y?, fit indices are another popular way of evaluating model fit (Hu and Bentler,
1999). Two groups of fit indices are absolute and incremental (Bollen, 1989; Gerbing and
Anderson, 1992). An absolute fit index (GFI - Goodness of Fit Index, SRMR - Standardised Root
Mean Residual, RMSEA - Root Mean Square Error of Approximations) assesses how well a
specified model reproduces the sample data (Hu and Bentler, 1999); therefore, it is the basic
assessment on how well a researcher’s theory fits the sample data (Hair et al., 2010). RMSEA
complements y? goodness-of-fit statistical test by correcting the tendency of rejecting models with
a large sample size or a large number of observed variables based on %2 value (Hair et al., 2010).
A low value of RMSEA (i.e., <0.06) shows an excellent fit (Hu and Bentler, 1999), whereas a
value of <0.08 represents an acceptable fit (Hair et al., 2010). Standardised Root Mean Residual
(SRMR) absolute fit index is a measure of the mean absolute correlation residual which is the
overall difference between the observed and predicted correlations (Kline, 2010). It is useful to
compare fit across models (Hair et al., 2010). Hu and Bentler (1999) suggested a threshold of
SRMR <0.08 for excellent fit and a cut-off value of <0.1. Absolute fit indices of SRMR, RSMEA
are recommended by various authors to assess model fit (Hu and Bentler, 1999; Hair et al., 2010;
Kline, 2010). Furthermore, Kline (2010) suggested reporting p-value of the close-fit hypothesis
test (pclose). The models pass the close-fit test when pclose >0.05, indicating that the null
hypothesis of HO: €0 < 0.05 (& = the population parameter estimated by the RSMEA) has failed to
be rejected. That is, passing this close-fit test favours the researcher’s model (Kline, 2010).

Incremental model fit, on the other hand, assesses how well the estimated model fits with respect
to some alternative baseline models (Hair et al., 2010). Examples of incremental fit include CFI
Comparative Fit Index (CFI), Tucker Lewis Index (TLI), Normed Fit Index (NFI), RNI (Relative
Non-centrality Index), while the most widely used indices are CFl and TLI (Hu and Bentler, 1999;
Hair et al., 2010; Kline, 2010). The TLI compares a proposed model normed y2 with a nested
baseline or null model, which considers model complexity (Garver and Mentzer, 1999; Hair et al.,
2010). A value of TLI>0.95 indicates and excellent fit (Hu and Bentler, 1999), and good fit models
have a value of TLI>0.90 (Garver and Mentzer, 1999; Hair et al., 2010). The CFI measures the
relative improvement in the fit of the study model over that of a baseline model (Kline, 2010).
Similar to TLI, a value of CFI> 0.90 means the model fits well (Hair et al., 2010) and CFI>0.95
is an excellent fit (Hu and Bentler, 1999).

Model fit is also applied to assess the unidimensionality of the measurement model. All constructs
are assessed together in confirmatory factor analysis; therefore, it is important that each construct
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is unidimensional (Anderson and Gerbing, 1988). This means that a set of observed variables or
indicators can be explained by only one underlying construct (Hair et al., 2010). Observed
variables have been pre-determined to link with their only latent variables, whereas if
unidimensionality exists, the measurement model achieves a good fit (Garver and Mentzer, 1999;

Steenkamp and Baumgartner, 2000).
4.6.5.2 Evaluation of the structural model and hypotheses testing

4.6.5.2.1 Evaluation of the structural model

When the measurement model has been established and validated in CFA analysis, the next
step is to transform the measurement model to structural models for evaluation (Hair et al., 2010).
The evaluation of the structural relationship includes examining the model fit and estimating

structural parameters in order to draw a conclusion about the proposed model (Hair et al., 2000).

Model fit indices and cut-off values for structural paths model applied to measurement model
(Hair et al., 2010) that was discussed in Section 4.6.5.1.2.2. The structural model is valid when it
satisfies two criteria: achieving a good model fit, and is statistically significant in the predicted

directions (>0 for a positive relationship, and <0 for a negative relationship) (Hair et al., 2010).

4.6.5.2.2 Testing mediating effects

The literature has, for some time, been investigating how to establish a mediation effect
between an independent and a dependent variable through a mediator. Three approaches to
examine mediation effects that have been highlighted are the causal-steps approach (Baron and
Kenny, 1986), the difference in the coefficients approach, the product of coefficients approach,
and the evaluation of differences R square (MacKinnon et al., 2002; Wood et al., 2008).

Figure 4.2 below illustrates a simple model for mediation in which X is the focal predictor, Y is
the dependent variable and M is the mediator. Four causal paths are included in the figure. Path c is
the direct effect from the predictor to the dependent variable (X->Y); path a is the direct effect
from X to the mediator M (X->M); path b is the direct effect from the mediator M to the dependent
variable Y (M->Y) with controlling for X; and path ¢’ is the direct effect from X to Y after adding
M (controlling for M).
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Figure 4.2 - Hlustration for mediation model: (a) direct effect (b) mediation effect

The causal steps approach (Baron and Kenny, 1986) tests for significances of different paths to
examine whether a mediation exists. This approach follows a three-step method of constructing
conditions for potential mediation effects. Step 1 requires the significance for path c, the direct
effect between the focal variables, before adding the mediator. In path a, the effect of the focal
predictor to the mediator is tested for its significance. The final step is the regression test which
examines path b (effect between M to X with X to be controlled) and path ¢’ (the direct effect
between the two main variables with the mediator M added). Full mediation is established only
when paths a, b and c are significant, and path ¢’ is insignificant. If paths a, b, and ¢ are significant
but path ¢’ is relatively reduced in size compared to path c, it suggests a partial mediation. Baron
and Kenny (1986) suggested that Sobel (1982)’s test should be used to examine the change the
coefficient of path ¢ due to the occurrence of the mediator (path c¢’) to conclude full or partial
mediation. However, applying Sobel’s test in the causal approach is problematic because the
conclusion is made without a real test of the mediation effect on its statistical significance
(MacKinnon et al., 2002).

The difference in coefficients approach (Clogg et al., 1992; Olkin and Finn, 1995) examines the
difference of regression coefficients before and after controlling for the mediator. The standard
error of the difference is then estimated and used for testing its significance against the t-
distribution (Freedman and Schatzkin, 1992). If the coefficients difference significantly differ

from zero, then a mediation exists.

The product of coefficients approach (Wood et al., 2008) tests the significance of the product in

terms of path a and path b in Figure 4.2 (Zhao et al., 2010). A comparison is made between the
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interaction of ab divided by its standard error and a t distribution tests for its significance (Wood
et al., 2008). It is recommended that the second and third approaches employ Sobel’s test in order

to estimate the standard error when assuming a normal distribution.

Although it is suggested that Sobel’s test is used for mediation, it has some limitations due to the
fact that it requires a large sample size and multivariate normality assumption, which is often not
satisfied (MacKinnon et al., 2002). Therefore, in order to overcome this problem, resampling
methods performed by bootstrapping techniques is recommended as a more robust test for the
confidence intervals, particularly when testing the significance of indirect estimations (Efron,
1993; Shrout and Bolger, 2002). In bootstrapping methods, the resampling technique generates
thousands of resamples from the original sample size and also calculates the statistic of interest
for each resample size (Hayes, 2018). Bootstrap resamples create empirical evidence for providing
estimates of the confidence intervals of the parameters of interest, and by drawing statistical
inferences on the underlying logic, the parameters are distributed normally with the large sample
size (Hayes, 2018). (MacKinnon et al., 2002) claims that the bias-corrected bootstrap method gives
the most accurate confidence interval. Moreover, the method performs the parametric approach
and should only be used as the major technique in testing mediation effects (Zhao et al., 2010).

After reviewing the common approaches for established mediation effects and the two methods
(Sobel’s test and bootstrapping) used for the statistical significance test, this study follows the
three-step causal approach using the bias-corrected bootstrap method for testing the indirect effect.
It should be noted that in a more recent argument, the significant test of path c is not necessary for
establishing mediation (i.e., Zhao et al., 2010; Hayes, 2018).

4.7 Chapter Conclusion

This chapter initially discussed the pragmatism paradigm that guides the mixed-methods
approach and the research design of the current research. Following the mixed-method approach,
Study 1 employs the qualitative method, and Study 2 is a quantitative study. Vietnam was chosen
as the research context, and the overview and the structure of that country’s fruit and vegetable
supply chain were introduced. The next sections showed the research designs for studies 1 and 2.
In Study 1, 35 face-to-face interviews were conducted, utilising the snowball sampling method.
Thematic analysis and fsSQCA were the main methods used for analysing the interview data. The
interviews were coded independently, and the inter-code reliabilities were checked before
calibrating for fSQCA. Study 2 employs SEM, analysing the data from 204 questionnaires.

Techniques and methods for data analysis in studies 1 and 2 were also discussed.
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Chapter 5. ANALYSIS AND FINDINGS

5.1 Chapter Introduction

This chapter presents the analyses of the data that were collected for each study. The
thematic analysis of comprehensive interviews is presented in Study 1. It reveals the relationship
between supplier development and opportunism, and indicates that the relational norms have an
impact on the potential of supplier opportunism (Section 5.2.1). Furthermore, fsSQCA was
employed to analyse the combinations of supplier development initiatives and relational norms
which lead to supplier opportunism. The results are provided in Section 5.2.2. Section 5.3
documents the SEM assessments of the measurement models (Section 5.3.2) and structural models
(Section 5.3.3), following the presentation of the data cleaning process and preliminary analysis

(Section 5.3.1). The hypotheses are also tested, and their results are displayed in Section 5.3.3.3.

5.2 Study 1
5.2.1 Thematic Analysis

5.2.1.1 The relationships between supplier development initiatives and opportunism

Most buyers provide feedback on quality and training to suppliers. To a lesser extent, buyers
offer cash support in the form of advanced payments or zero-interest loans, as well as providing
physical inputs such as tools or equipment. Buyers may offer suppliers a guaranteed sale, implying
that they will purchase the entire output of a supplier for a given good, at a pre-specified price
over an agreed time period. Supplier incentives refer to financial inducements to the supplier (e.g.,

bonuses) to meet pre-specified quantity and quality thresholds.

Buyers often employ bundles of supplier development initiatives rather than just a single support
measure. For example, a buyer may provide physical inputs as well as training and guaranteed
prices to farmers. Although many buyers provide a specific form of supplier development support,
implementation in practice may vary considerably. Quality assessment activities is one example,
where one buyer may only assess product appearance visually (i.e., good size, skin without
blemishes, weight as agreed). Another may test quickly for pesticide residues, but another assesses
the product’s microbiological index, which requires an independent third party to perform the

assessment. This is far more expensive and not commonly applied practice.

Analysis of the data reveals that supplier development measures can induce supplier opportunism.

Specifically, the six supplier development initiatives, represented by six rounded rectangles in the
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centre of Figure 5.1 lead to six types of opportunistic behaviour. These are displayed in the six

ellipses.

The provision of training to suppliers may fail to meet its objectives. Farmers may not follow the
processes introduced in the training in order to sell products to other buyers who offer a higher
price. For example, as a manager stated: “When they are aware of a higher market price, they stop
following our process. They do it their own way [use prohibited chemicals, exceed fertiliser limits,
etc...], in order to keep the vegetables away from diseases. So, they can sell to the market at a
higher price” (Interviewee 9, Manager, Vegetable Cooperative).

'
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inputs others

- 2@

Do not use
inputs provided

Train farmers
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Guaranteed sale
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Figure 5.1 - Supplier Development Initiatives and Links to Opportunism

Supplier assessment and feedback may be susceptible to two forms of opportunistic behaviour.
Firstly, a supplier can bypass the assessment criteria, as Interviewee 14, a manager at a
supermarket, reported: “Suppliers do not deliver quality products. They put the freshest vegetables
on the surface, [...], in the middle they put lower quality ones,; we can only test 1 or 2 samples, so
sometimes it happens”, Or “...the fruit look beautiful on the outside, but only the farmer knows the
real quality of it. For example, the fruit needs to be green in colour, which is standard for a Class
| product. But there are fruits that look green on the outside but have some spots, a sign of ripeness,

but it does not appear clearly. Only the farmer knows that, but they still classify those fruits as
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Class I (Interviewee 32, Owner Household Farm). Secondly, suppliers may mix products from
different sources to supply their buyers, as mentioned by another interviewee: “They buy from
wholesale markets, then process the product and mix it together. These are uncontrolled-quality
products from the wet market. They process it, pack it under their name and then sell to the

supermarket” (Interviewee 13, Director, Fruit and Vegetable Company).

Buyers can offer suppliers a guaranteed sale. This initiative stimulates two different types of
supplier opportunism. For example, a director states: “When the market price is low, they mix
products from their relative’s farm to sell to us” (Interviewee 17, Director, Vegetable
Cooperative). With the guaranteed price offered, farmers cheat on product quantity by including
output not produced by them and which may be of inferior quality. The second form of
opportunism involves the supplier breaking the contract to sell to another buyer who offers a
higher price. For instance: “We sign a contract with suppliers with a fixed price for 3-6 months....
At the time, we fix the price, for example, 10.000d per kg. We agreed on the price for three
months... But one month later, the market has changed, and the price has increased. When the
price increases, the farmer will break the contract with us to sell to other buyers, to traders”

(Interviewee 1, Assistant Chairman, Fruit Export Company).

Cash support may also provoke supplier opportunism. Firstly, when receiving money, a supplier
can use it for purposes other than those agreed with the buyer: “The fact is, there are businesses
that use the money for the wrong purpose...that means... they take that money to do something
else...” (Interviewee 13, Owner and Director, Company). Secondly, the supplier may use the cash
support to improve the quality and quantity of production, but then, they do not supply the superior
products to the buyer who provided the support. For example, a supplier mentioned “after four
years I use your money, I produce as I usually do, don’t follow any technical requirements, then I
deliver it to you. If I can sell it at a high price, then I sell it to you, if not I will sell to others. Done.
At that time, ok fine, | will refund your money, you let me borrow without interest. Thank you!”

(Interviewee 34, Supplier, Farmer).

When buyers provide physical inputs, the suppliers may not use them for the intended purposes.
Instead, resources may be diverted to other uses as one manager identified: “they use 100 trays
per day... we lost some of those, they don’t return enough... They use the trays to make a henhouse
or use them as a bin. In general, they use the trays for everything...” (Interviewee 22, Director,
Cooperative). As with cash support, a supplier may utilise the inputs for production as intended
but then fails to sell the superior products to the investing buyer.
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Buyers often provide financial incentives to deliver specific volumes of a pre-specified quality.
To gain these inducements, farmers may mix products from different sources in order to meet
quantity thresholds, or cheat quality control processes. For instance: “We need 100kg, but they
only have 70kg... if they supply 70, they won't meet the quantity required. If they don’t meet that,
it affects the reward we offer. So, they think: I will take that quantity from another farm. Those

products can be safe, can be unsafe” (Interviewee 16, Manager, Vegetable Company).

To counter the problems of supplier opportunism, buyers seek to increase monitoring. Monitoring,
via the stationing of some of the buyer’s employees at the supplier’s farm, can help ensure that
cash and other physical inputs provided are used in accordance with the buyer’s intentions. As
Interviewee 28 remarked: “The farms that have contracts with us have to follow us, because we
monitor very carefully”. However, monitoring is inevitably incomplete — the buyer’s employees

cannot always oversee every action on a farm and monitoring costs can be substantial.

5.2.1.2 Relational norms affect the likelihood of supplier opportunism arising from supplier

development initiatives

Norms of opportunism are the expectations of buyers and suppliers that each party will
pursue their own interest and deviate from contractual terms within a supplier-buyer relationship.
Interviewees expect some opportunism when offering supplier development initiatives, which
reinforces its ubiquity. As Interviewee 1, a manager from a fruit export company, explained: “That
happens so much. We meet that situation so often... We call them in advance, saying that we need
this number of tons. They said yes, they can harvest on that day... we have to pre-order, so they
can harvest. Just a couple of days in advance; it should not be too long. They said they have
sufficient quantity, we fixed on this price, Ok, we place the order, and we pay the deposit for the
order. But closer to the harvest day, the price increases very much. Then they say, now the price
is so high, I don’t want to sell at 10.000, I want 12.000.... Either you accept the increase, or they
refund your deposit, and they sell to others”. Similarly, Interviewee 8, a supermarket manager,
emphasised: “It happens much, every day we have cases when we have to return... for example,
low-quality products. It often happens, every day.”” Both buyers and suppliers tolerate some degree

of opportunism as “a way of life” (Interviewee 1, Assistant Chairman, Fruit Export Company).

However, other more positive forms of relational norms, identified in the literature, are also
evident. Relational norms have been widely used in the literature as an overarching term that
incorporates different behavioural expectations such as trust and reputation (Carson et al., 2006;

Yang et al., 2016). From interview data, the author identified a good reputation as an important

115



relational norm. It is a perceptual representation of a company that describes the firm’s overall
good standing (Fombrun, 1996). A buyer possessing a positive reputation reduces the likelihood
of supplier development initiatives triggering opportunism. Interviewees described this as follows:
“The most important ... is reputation. You have a reputation, you have everything. The business
who has a reputation, there will be no opportunism. There are so many traders, when products
are in shortage and the market prices are high. But because of their reputation and long-time
business, they accept the loss to supply to us [to not damage their reputation and keep our
relationship going]” (Interviewee 10, Manager, Fruit Company). Similarly, “If you have a good
reputation, they would not do things like...we give them money and they use it for other purposes...
they would do this to other people who do not have a good reputation” (Interviewee 16, Manager,

Vegetable Company).

A particularly important relational norm is the buyer’s perceived trustworthiness. Higher buyer
trustworthiness reduces opportunism arising from the provision of supplier development
measures. For instance, “When we work with farmers, we have to keep our trustworthiness, and
we have to communicate with them in the way that they can understand easily.... if we could not
keep what we promised, they would not listen to us anymore” (Interviewee 28, Director,

Cooperative).

5.2.2 Fuzzy-set Qualitative Comparative Analysis

From the thematic analysis, supplier development initiatives employed by buyers to improve
suppliers” performance were identified, namely guaranteed sales, cash support, supplier
incentives, supplier assessment and feedback, provide physical inputs, and train farmers. For the
purposes of the fsSQCA analysis, the author assigns the six initiatives into three categories, named
up-front resources (UPFRONT), training and assessment (TRAINING) and on-payment
(ONPAYMENT) incentives. Up-front resources includes support provided prior to the sale of the
final good such as cash support to pay for inputs or directly providing physical inputs. The author
defines training and assessment as buyers’ efforts to train farmers and undertake supplier
assessment and feedback. On-payment incentives relates to those offered at the time of sale, such
as bonus payments and a guarantee of sale, which buyers offer as a motivation for suppliers to
increase their performance. The three categories represent three sets of supplier development

causal conditions.

The symbol ‘~’ denotes the absence of the outcome or the condition.
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5.2.2.1 Analysis of necessary conditions

As part of the QCA analysis, the author assessed whether any of the five causal conditions
can be considered as necessary to the outcome (Carsten and Claudius, 2010), where the outcome
is opportunistic behaviour by suppliers (OPP). The threshold to conclude a necessary condition is
a consistency score of a condition or a combination of conditions greater than 0.90 (Ragin, 2006).

Table 5.1 details the results regarding necessary conditions with the outcome (OPP).

Table 5.1 - Analysis of Necessary Conditions for Opportunism

Condition OUTCOME: OPP
Consistency Coverage
ONPAYMENT 0.442330 0.442330
~ONPAYMENT 0.690888 0.6096690
UPFRONT 0.500000 0.666923
~UPFRONT 0.633218 0.610000
TRAINING 0.748558 0.670801
~TRAINING 0.498847 0.742489
NormOPP 0.384660 0.799760
~NormOPP 0.672434 0.514563
TRUST 0.269320 0.583750
~TRUST 0.730681 0.550870

Note:

ONPAYMENT = On-payment incentives
UPFRONT = Upfront resources
ADVICE = Buyer offers guaranteed sales
NormOPP = Norm of opportunism
TRUST = Buyer trustworthiness

~ = negate of condition

Table 5.1 reveals that no condition is ‘almost always necessary’ for opportunistic behaviour to
occur. In other words, it is not evident that any particular causal condition must be present for

opportunistic behaviour to materialise.

5.2.2.2 Analysis of sufficient conditions

Truth tables assess sufficient conditions by considering the logically possible combinations
of causal conditions and the outcome linked to each combination. Ragin (2008) outlines the
procedures for constructing a fuzzy-set truth table. A truth table consists of 2k logically possible
combinations of the causal condition, with each combination displayed in a row. Hence, with five
causal conditions, our truth table has 32 (25) rows. Only combinations of conditions with empirical
evidence were retained for further analysis, so the author deleted 16 logically possible
combinations of conditions that lacked empirical evidence. The remaining 16 rows cover 100%
of the cases. To refine the truth table, a cut-off consistency threshold of 0.8 was employed, which

lies within the range of 0.75 to 0.95 recommended by Crilly (2011). In addition, the author set a
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frequency threshold of 1 to refine the truth table, as suggested by Ragin (2018) when the total

number of cases is small.

This study analyses sufficient conditions for supplier opportunism and non-opportunistic
behaviours through consideration of the truth table described above. The analysis suggests five
configurations of conditions that lead to opportunism and one configuration that leads to non-
opportunistic behaviour. The author follows the approach of Toth et al. (2017) in presenting the

results in Table 5.2.

Table 5.2 - Conditions for Supplier Opportunism

Opportunism (OPP)

Present Absent
Condition la 1b 1c 1d le 2B
Training ® ®
° °
[ [
Upfront support ® ® ° ®
o
On-payment ® ® ® ®
incentives o o
Norms of ®
Opportunism o ® o o
Buyer ® ® ®
Trustworthiness ®
Consistency 1 1 0.845 1 1 0.883
Raw coverage 0.134 0.038 0.210 0.096 0.115 0.365
Unique coverage 0.057 0.019 0.15 0.039 0.058 0.365
Solution consistency: 0.920 Solution consistency: 0.883
Solution coverage: 0.442 Solution coverage: 0.365

Note: .:Core causal condition (present) ®: peripheral condition (present)

®&: Core causal condition (absent) ®: peripheral condition (absent)

Table 5.2 shows that the solutions for OPP are robust because both the consistency (0.920) and
coverage (0.442) values meet the threshold for an informative solution (Ragin, 2008; Woodside,
2013). The five combinations of causal conditions included in the solutions have all the
consistency value of 1, with exception of solution 1¢ which has a consistency value of 0.845 which
exceeds the minimum threshold value of 0.8. There are four solutions which include norms of
opportunism (la, 1b, 1d, 1e) and one solution (1c) which does not. Moreover, norms of
opportunism is the core condition for most of the solutions (4 out of 5 solutions), and the absence
of upfront support, the presence of training, and on-payment incentives are the core conditions

when the presence of norms of opportunism does not matter. Only one solution includes buyer
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trustworthiness, two solutions in which buyer trustworthiness is absent, and two solutions for
which buyer trustworthiness does not matter. In terms of non-opportunistic behaviour, the only
solution offered involves the presence of training (supplier development initiative) and the absence
of other conditions, including upfront resources, on-payment incentives, norms of opportunism,

and buyer trustworthiness.

As Table 5.2 indicates, together with the presence of norms of opportunism, there are various
combinations of supplier development initiatives and buyer trustworthiness that lead to supplier
opportunism. Specifically, opportunism emerges where buyers provide suppliers with training and
undertake supplier assessment and feedback, in the presence of buyer trustworthiness, but do not
provide any upfront resources and on-payment incentives. The other combination that leads to
opportunism involves not providing training and assessment and on-payment incentives, but
handing out upfront resources. In the presence of norms of opportunism, one combination that is
associated with opportunistic behaviour is to provide all three supplier development initiatives to
suppliers. The last route that results in opportunism is for the buyer to offer on-payment incentives
and training and assessment. However, they are not regarded as trustworthy, and they do not
provide upfront support.

Table 5.2 also presents the solution for the absence of opportunism. The consistency of the solution
for non-opportunistic behaviour is 0.883 and the frequency is 1, which also meets the minimum
thresholds for consistency and frequency, described above. It shows that when a buyer only
provides training and supplier assessment in a setting where norms of opportunism and trust are

absent, opportunistic supplier behaviour fails to occur.

5.3 Study 2
5.3.1 Data Cleaning and Preliminary Analysis

5.3.1.1 Missing data

Missing data can have a practical impact on data analysis because it reduces the available
sample size, or can have a more substantive effect of bias for the generalisability of findings if the
missing data are non-random (Hair et al., 2010). Thus, it is important to analyse the missing values
in order to ascertain whether they occur randomly or follow a particular pattern. Hair et al. (2010)
suggested a four-step approach to identifying missing data which this research followed, and the
first step is to examine the type of missing data. The current research experiences some common

types of ignorable missing data encountered in almost every survey (Hair et al., 2010). The
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research only draws on a sample of the population, rather than data from the entire population.
Moreover, the survey was intentionally designed for the participation of managers in organisations
which operate in the fruit and vegetable supply chain; therefore, missing data was created by the
respondents who are not managers. Those types of missing data are under the researcher’s control,
and it is not concerned; thus, it is not calculated in the final total sample size. The research is with
non-ignorable missing data, including known and unknown missing data processes. For the known
missing data processes, in which respondents failed to finish the entire questionnaire (exiting
during the survey process, without returning to it), the cases are deleted from the total sample size.
There are cases of some unknown missing data processes among the 206 respondents who
progressed until the end of the survey and returned it. Unknown missing data processes relate
directly to respondents and are out of the researcher’s control (Hair et al., 2010). The missing data
are then examined in order to find the amount of (1) missing value for each case and (2) missing
cases for each item for the purpose of ascertaining if it is sufficiently low not to affect the result.
Table 5.3 presents a summary of missing data in the total sample size of 206 cases after removing
unusable questionnaires (incomplete and unengaged cases), and Table 5.4 provides a summary of
the missing value of a total of 52 items.

Table 5.3 - Summary of missing data of cases

Number of % missing item Number of cases  Percent of sample
missing items (per total 52
items)
0 0 189 91.7
1 1.9 12 5.8
3 5.8 1 0.5
4 7.7 1 0.5
5 9.6 1 0.5
7 135 1 0.5
8 15.4 1 0.5
Total 206 100%

Missing data can have a practical impact on data analysis because it reduces the available sample
size, or can have a more substantive effect of bias for the generalisability of findings if the missing
data are non-random (Hair et al., 2010). Thus, it is important to analyse the missing values in order
to ascertain whether they occur randomly or follow a particular pattern. Hair et al. (2010)
suggested a four-step approach to identifying missing data which this research followed, and the
first step is to examine the type of missing data. The current research experiences some common
types of ignorable missing data encountered in almost every survey (Hair et al., 2010). The
research only draws on a sample of the population, rather than data from the entire population.
Moreover, the survey was intentionally designed for the participation of managers in organisations

which operate in the fruit and vegetable supply chain; therefore, missing data was created by the
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respondents who are not managers. Those types of missing data are under the researcher’s control,
and it is not concerned; thus, it is not calculated in the final total sample size. The research is with
non-ignorable missing data, including known and unknown missing data processes. For the known
missing data processes, in which respondents failed to finish the entire questionnaire (exiting
during the survey process, without returning to it), the cases are deleted from the total sample size.
There are cases of some unknown missing data processes among the 206 respondents who
progressed until the end of the survey and returned it. Unknown missing data processes relate
directly to respondents and are out of the researcher’s control (Hair et al., 2010). The missing data
are then examined in order to find the amount of (1) missing value for each case and (2) missing
cases for each item for the purpose of ascertaining if it is sufficiently low not to affect the result.
Table 5.3 presents a summary of missing data in the total sample size of 206 cases after removing
unusable questionnaires (incomplete and unengaged cases), and Table 5.4 provides a summary of

the missing value of a total of 52 items.

Table 5.3 shows that over 90% of the cases have no missing values. Only two of the remaining
cases have more than 10% of these (seven and eight missing items per total 52 items in the survey).
In terms of missing data of variables (Table 5.4), over three-quarters of variables have no missing
value. Generally, cases and variables with less than 10% missing value can be ignored for
treatment (Hair et al., 2010). Therefore, only two cases with over 10% are considered for remedial
action. The simplest remedy recommended is to delete the cases so that the reduction in the sample
size remains sufficient for analysis. Hence, the two cases were deleted, leaving a sample size of
204. The highest percentage of missing cases for each item is only 3.4 which can be ignored as
stated above. However, for the purpose of Structural Equation Modelling, the items related to
causal relationships, which are to be analysed, are imputed by a simple mean substitution
technique. This simple remedy is considered appropriate for missing data treatment because the
level is low (Hair et al., 2010).

Table 5.4 - Summary of missing data of variables

% missing value

l_\lu_mber of (per total 206 Number of items Percent of items
missing values
cases)
0 0 33 63.4%
1 0.5% 12 23.1%
2 1.0% 1 1.9%
3 1.5% 3 1.9%
4 2.0% 2 3.8%
7 3.4% 1 1.9%
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One method of testing non-response bias is to compare the answers of early and late answering
respondents. The author follows Alsawafi et al. (2021) to conduct an independent t-test, comparing
two groups of respondents: the first 30% of respondents and 30% of later respondents (Table 5.5).
Propensity scores were calculated for the first 30% of respondents and the remainder of the sample.
Then, the author matched the 60 pairs of early and later respondents based on the scores (Guo and
Fraser, 2010). Subsequently, independent samples t-tests indicate no statistically significant
differences between the early and later groups of respondents (see Table 5.5). Hence, no evidence
of non-respondent bias exists.

5.3.1.1 Normality

Normality indicates the distribution of the data for a particular variable or item, assessed by
the variable/item’s means, median, standard deviation, skewness and kurtosis (Hair et al., 2010;
Kline, 2010). The descriptive statistics (Appendix H.1) indicate that the skewness values at item

levels range from -2.138 to +1.256, and that the kurtosis values range from -1.492 to +5.596.

No official rules exist regarding skewness and kurtosis absolute values for checking normal
distribution assumptions. For example, numerous authors refer to a normal distribution of data
when the absolute value of skewness is less than 1, and kurtosis is less than 2 (Pallant, 2010;
George and Mallery, 2011). Furthermore, Byrne (2001) argued that normal distribution
assumptions are satisfied when the skewness and kurtosis value is between -2 and + 2 and -7 to
+7, respectively. According to Kline (2010), a serious contravention of normal distribution
assumptions occurs when the absolute value of skewness is above 3, and that of kurtosis is above
10.
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Table 5.5 - Independent t-test results for non-response bias

Levene's Test for
Equality of t-test for Equality of Means
Variances
99% Confidence
F Sig ¢ df Sig. (2- ‘Mean Sgd. Error Inte_rval of the
' tailed) Difference Difference Difference
Lower Upper
SupDevl 219 641 -1.218 118 226 -.400 .328 -1.260 460
SupDev2 643 424 424 118 672 .150 .354 =777 1.077
SupDev3 3.428 .067 466 118 642 133 .286 -.616 .882
SupDev4 1.259 .264 412 118 .681 133 324 -.715 .981
SupDev5 118 732 .000 118 1.000 .000 .338 -.884 .884
SupDev6 .685 409 .256 118 .798 .083 .325 -.769 .935
SupDev7 4.155 .044 475 118 .636 133 .281 -.602 .869
SupDev8 .700 405 464 118 644 117 .252 -542 775
SupDev9 1.086 .300 1.369 118 173 450 .329 -.410 1.310
SupDev10 3.142 .079 -.091 118 927 -.033 .365 -.988 .922
SupDev1l 2.335 129 .689 118 492 167 242 -.466 .800
SupDev12 297 .587 -727 118 468 -.233 321 -1.073 .607
Opp1l 6.383 .013 -.046 118 .964 -.017 .366 -.976 .942
Opp2 8.022 .005 .000 118 1.000 .000 .352 -.922 .922
Opp3 .995 .320 -2.097 118 .038 -.783 374 -1.761 195
Opp4 1.625 .205 -1.018 118 311 -.367 .360 -1.310 .576
Opp5 4.560 .035 -435 118 .665 -.150 .345 -1.054 754
Opp6 2.023 .158 -.408 118 .684 -.150 .368 -1.113 .813
BPerimpl 4.621 .034 -.628 118 531 -.100 159 -517 .317
BPerimp2 9.116 .003 .764 118 447 167 218 -.405 .738
BPerimp3 .893 347 -.226 118 821 -.050 221 -.628 .528
BPerlmp4 1.936 167 -511 118 .610 -.083 163 -510 .344
BPerlmp5 4.661 .033 544 118 .588 .083 153 -.318 .485
BPerIlmp6 2.124 148 -.540 118 .590 -.083 154 -.488 321
BPerlmp7 .037 847 -1.104 118 272 -.233 211 -.787 .320
BPerimp8 670 415 -.690 118 491 -.133 193 -.639 .372
BPerlmp9 3.059 .083 -1.139 118 .257 -.200 176 -.660 .260
GoalConl .008 .930 -.147 118 .883 -.033 227 -.628 .561
GoalCon2 218 641 .077 118 939 .017 217 -.550 .584
GoalCon3 130 719 -.323 118 747 -.067 .207 -.608 474
GoalCon4 .032 .859 -.612 118 542 -.133 218 -.704 437
Rolnl 2.312 131 -792 118 430 -.250 316 -1.077 577
Roln2 402 527 -1.075 118 .285 -.300 279 -1.031 431
RolIn3 2.796 .097 -.942 118 .348 -.267 .283 -1.008 475
Roln4 1.781 .185 114 118 910 .033 .293 -.733 .800
Lgterml .008 .929 -2.072 118 .040 -.383 .185 -.868 101
Lgterm2 247 .620 -.815 118 417 -.150 184 -.632 .332
Lgterm3 154 .695 -2.015 118 .046 -.400 199 -.920 .120
Lgterm4 1.873 174 -1.848 118 .067 -.300 162 -.725 125
Note: F = F value  Sig. = Significant value t = t-value df = degree of freedom Std. Error = standard errors

The current study follows the suggestions of Kline (2010) in order to apply the cut-off value of
skewness and kurtosis. Therefore, all the items are within the acceptable range of -3 to +3 and -10
to +10. Furthermore, even applying the strictest value of -1 to + 1 for skewness and -2 to + 2 for
kurtosis leads to the conclusion that some items of contravene the normality assumption (Hair et
al., 2010). Hayes (2018) contended that the assumption of normality is often not satisfied in social
research areas, and modern statistical analysis techniques can robustly manage non-normality

(Reinartz et al., 2009). Moreover, with a sample size exceeding 200, a serious effect of normality
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by examining skewness and kurtosis often makes no substantive difference (Hair et al., 2010;
Tabachnick and Fidell, 2013). Hence, with the absolute value of skewness and kurtosis of the
current research, it can be concluded that the study has no excessively non-normal data to influence

the data analysis results.

5.3.1.2 Outliers and influential observations

An outlier is an observation whose distinct characteristic differs from those of other
observations. Outliers can cause bias to statistical analysis (Hair et al., 2010); therefore,
researchers should attempt to identify those influential observations (Bollen, 1989). However, the
Likert scale contains no outliers because answering extremely at 1 or 7 does not necessarily
represent outlier behaviour. All of the main indicators of this study used the Likert scale; thus, it
is not necessary to consider outlier problems. Furthermore, items were measured on a predefined

scale; hence, there are no univariate outliers of concern.

5.3.2 Measurement Model
5.3.2.1 Assessment of the measurement model using EFA

5.3.2.1.1 Adequacy

The data were first examined in order to ascertain if EFA was appropriate. The Kaiser-
Meyer-Olkin (KMO) measure of sampling adequacy determines whether the data are appropriate
for factor analysis (Brown and Greene, 2006). The test examines the adequacy for each variable
in the model, and for the complete measurement model. Using SPSS 26.0 software, the KMO test
result (Table 5.6) was 0.880, indicating good inter-correlations between each pair of items

(Treiblmaier and Filzmoser, 2010), thereby supporting a factor analysis.

Furthermore, the Bartlett test of sphericity was used to determine the appropriateness of factor
analysis. This test examines the entire correlation matrix for the presence of correlations among
the variables (Hair et al., 2010). Table 5.6 shows a statistically significant Bartlett Test of

Sphericity at 0.001 level, indicating that sufficient correlation exists among the variables.

Table 5.6 - Result of KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 880

' . Approx. Chi-Square 4719.933
Bartlett's Test of Sphericity D —
Sig. 000
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5.3.2.1.2 Communalities

Table 5.7 provides details of communalities for all retained items. Higher communalities are
better because, at this extent, an item correlates with all of the others. Common magnitudes in the
social sciences research are often from low to moderate communalities (from 0.40 to 0.70)
(Costello and Osborne, 2005). According to Costello and Osborne (2005), if an item has a
communality of below 0.40, it may not be related to the others. Hence, low values indicate items
to be considered for removal after examining the factor structure. Using the SPSS 26.0 package,
the first assessment of the measurement model using EFA resulted in the extraction of eight
factors, two of which contain only two items. Moreover, two items, Bperlmp2 and Roln4, have
communalities below the 0.4 threshold, indicating their candidature of removal after examining
convergent validity and discriminant validity. In total, four rounds of EFA assessment were
performed with some items eliminated after each round until the measurement model was evident
of communities, a clear structure, convergent validity and discriminant validity. The results of
communities after the first three rounds are presented in Appendix H.2, and the result for item
communalities of the final measurement model after EFA is presented in Table 5.7, The decision
of item deletions after each round will be presented in the next session.

5.3.2.1.3 Convergent validity and discriminant validity

Factor structure refers to the intercorrelations among the variables being tested in the EFA
and is examined together with convergent and discriminant validity. The former reflects the degree
of correlation of the variables within a single factor which has strong loading items (0.5 or better)
and indicates a solid factor (Costello and Osborne, 2005). The extent to which factors are distinct
from other constructs and uncorrelated indicates discriminant validity (Hair et al., 2010). The
general rule for discriminant validity is that the correlations between factors should not exceed
0.7, and that variables should load significantly on only one factor (Hair et al., 2010; Pallant,
2020).

As stated in section 5.3.2.1.2 , the first round of EFA assessment which has two factors contains
only two items each (Appendix H.3). Specifically, SupDev9 and SupDev10 were loaded into one
factor, and BPerIlmp2 and BPerImp3 were loaded into another. SupDev10 and BPerImp3 were
subsequently deleted for the second round of assessment due to their lower communality values
between both items of the same factor. The result of the second round of assessment indicates that
SupDev9 communalities have changed to only 0.255, and seven factors were extracted. The pattern

matrix reveals that BPerlmp7 and BPerlmp8 were still the only items loaded onto one factor, with
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BPerImp7 cross-loading with another. Thus, SupDev9 and BPerlmp7 were removed for the third

round of assessment in order to improve discriminant validity.

In the next round, a clear pattern structure with six factors was achieved. The extraction sum of
square loadings was 61.47% for the six factors of interest which passed the 60% threshold.
However, four items (i.e., SupDev4, SupDev6, BPerimp3, and Roln4) have communalities below
0.4, meaning that the items may struggle to load significantly onto their factors. Furthermore,
analysis of convergent and discriminant validity which ensures that solid factors were extracted
shows that BPerImp3 and Roln4 have loading factors of 0.470 and 0.458 respectively, being very
close to the threshold of a strong loading factor (0.5 or greater). The minimum threshold for item
loading is 0.32 (Tabachnick and Fidell, 2013) or a higher threshold at 0.4 (Reio and Shuck, 2015).
After examining the content of the item, Bperlmp3 was deleted for the final round of assessment
while Roln4 was retained.

Convergent validity of the final measurement model is achieved because all factor loading values
exceed 0.5 (Appendix H.4), but Roln4. Discriminant validity is also evident when there are no
strong cross-loadings between items, and the factor correlation matrix has no value greater than
0.7 (see Appendix H.5).

5.3.2.1.4 Reliability

The consistency of the item-level errors within a single factor represents construct reliability.
Cronbach’s Alpha coefficient indicates the level of internal consistency of the scales, and the
higher this is, the more consistent the scale. In the literature, Cronbach’s Alpha threshold often
exceeds 0.7 (Bollen, 1989). From the result presented in Table 5.7, all of the factors have

Cronbach’s Alpha above 0.7 which indicates the overall reliability of the constructs.

126



Table 5.7 - Full measurement model for CFA before modification

Construct Code Indicator Com A S.E  t-value
Supplier SupDevl Giving production related advice to supplier X .593 .753 n/a n/a
Development ~ SupDev2 Training farmers from supplier X. 572 734 105  10.550***
(SupDev) SupDev3 Giving product development related advice 430 .640 .086  9.085***
o -.896 SupDev4 The transfer of employees to supplier X. 394 604 108 8.533***
SupDev5 Giving technological advice .681 .801 100 11.638***
SupDev6 Recognising supplier’s X achievements/performance in the form of awards. .357 .582 104 8.207***
SupDev7 Site visits by our organisation’s personnel to supplier X premises to help them improve performance. .608 775 077 11.221***
SupDev8 Site visits by our organisation’s personnel to supplier X premises to assess their production process. .543 .708 .067 10.138***
SupDevll Evaluating supplier X’s price, quality, and delivery performance regularly. 479 .659 .065 9.377***
SupDev12 Offering guaranteed sales. 426 .653 .095  9.290***
Opportunism Oppl On occasion, supplier X lies about certain things to protect their interests. 725 .845 n/a n/a
(Opp) Opp2 Supplier X sometimes promises to do things without actually doing them later. .676 .815 .065  14.290***
a-.931 Opp3 Supplier X does not always act in accordance with our contract(s). .668 .814 .070  14.245***
Opp4 Supplier X sometimes tries to breach informal agreements between our companies to maximise their own benefit. .790 .885 .064  16.379***
Opp5 Supplier X will attempt to take advantage of “holes” in our contract to further their own interests. .688 .824 .062  14.543***
Opp6 Supplier X sometimes uses unexpected events to extract concessions from our firm. .672 .817 .065 14.351***
Buyer BPerimpl Improve our delivery reliability 513 .699 n/a n/a
Performance BPerlmp4 Increase the satisfaction of our customers .567 742 121 9.858***
Improvement BPerlmp5 Improve the reliability of our product 716 .832 102 10.964***
(BPerlmp) BPerlmp6 Improve the quality of our product. 711 831 106 10.958***
a-.891 BPerlmp8  Improve the number of product lines. 551 731 133 9.720%**
BPerlmp9 Offer safer product to our customer .604 773 114 10.250%**
Goal GoalConl My organisation and supplier X in this category share the same goals in our relationships. .666 779 n/a n/a
Congruence GoalCon2 My company and supplier X in this category have compatible goals. 742 .850 .084  13.208***
(GoalCon) GoalCon3 My company and the major suppliers in this category support each other’s goals. 745 .869 072 13.564***
o -.907 GoalCon4 My company and supplier X in this category have compatible views on how to achieve our goals. 762 .884 .076  13.861***
Role Integrity  Rolnl The exchange relationship with supplier X creates a complex web of expectations between us over all kinds of issues. .556 744
(Roln) Roln2 The exchange relationship with supplier X is extremely complicated. .817 .908 .069  13.392***
a - .846 RolIn3 The exchange relationship with supplier X is complicated 908 938 .071 13.711%**
Roln4 The exchange relationship with supplier X comprises of many diverse expectations about each other’s behaviour. .381 .589 .088  8.369***
Long-term Lgterml Maintaining a long-term relationship with us is important to supplier X. 534 .706 n/a n/a
Orientation Lgterm2 Supplier X believes that over the long run our relationship will be profitable. .625 .782 102 10.376***
(Lgterm) Lgterm3 Supplier X focuses on long-term goals in this relationship. .855 901 112 11.619***
o - .869 Lgterm4 Supplier X expects us to be working with them for a long time. 599 776 .098  10.295***

a - Cronbach’s alpha
Indicators in italic will be eliminated for the final measurement model

Com - communality A - factor loading S.E - standard error t-value - unstandardised t-value

*** significant level at p < 0.001
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5.3.2.2 Assessment of the measurement model using CFA

Confirmatory Factor Analysis was further employed to assess the measurement model,
following common practice in structural equation modelling. However, not all of the items were
included in the assessment, and CFA examines only those that were retained after performing EFA
(excluded SupDev9, SupDev10, BPerImp2, BPerimp3, BPerlmp7). CFA was performed using
AMOS 27.0 software.

5.3.2.2.1 Reliability

Composite reliability (CR), a measure of internal consistency, is applied in order to assess
construct reliability in CFA. The threshold which indicates the reliability of a construct is CR >0.7
(Hair et al., 2010). Table 5.8 reveals high values of CR for all latent constructs (>.80); therefore,
they are reliable.

Table 5.8 - Reliability, Validity results and Fornell-Larcker criteria for discriminant validity

CR AVE SupDev  Opp BPerlmp GoalCon Lgterm Roln
SupDev  0.891 0.509 0.714
Opp 0.927 0.681 0.095 0.825

BPerimp 0.894 0.587 0.379*** -0.138f  0.766
GoalCon 0.910 0.716 0.479*** -0.185*  0.703***  0.846
Lgterm 0.863 0.614 0.417*** -0.135f  0.646*** 0.586*** 0.784

Roln 0.879 0.651 0.055 0.602*** -0.237**  -0.199* -0.179* 0.807
Note: Significance of Correlations: T p <0.100 * p <0.050 **p<0.010 ***p <0.001
Numbers along the diagonal indicate square roots of the variance extracted of each construct.

5.3.2.2.2 Convergent validity and discriminant validity
In CFA, convergent validity is assessed by high factor loading (>0.70), and the average variance
extract (AVE) is greater than 0.50 (Hair et al., 2010). The assessment of construct indicated that
the convergent validity was contravened because the AVE of SupDev latent variable was less than
0.5, and four factor loadings of items SupDev3, SupDev4, SupDev11l, SupDev12 were above 0.6,
and two items SupDev6, Roln4 had factor loadings above 0.5 (Table 5.7). The factor
loading, SupDev4 and SupDev6 were deleted in order to improve AVE. SupDevll, SupDevl12,
and Roln4 were retained in the measurement model for their contributions to the construct’s
conceptualisation. Table 5.8 shows the result of the final constructs CR, AVE for the final
measurement model which is evident for construct convergent validity. Table 5.10 displays the

factor loadings of all retained items.

In EFA, discriminant validity, which is achieved in CFA at the construct level when it meets the

Fornell-Larcker criteria, was evident at the item level. Fornell and Larcker (1981)’s suggestion for

128



examining discriminant validity is to compare the square root of the AVE score of each construct
with correlations among constructs. The results in Table 5.8 indicate that discriminant validity is
achieved for the final measurement construct because the variance explained by the indicators of
each construct is greater than the shared variance between the construct and other latent variables.

Furthermore, discriminant validity is examined by checking the cross-loading of indicators to the
other constructs (the heterotrait-monotrait ratio), while the threshold for establishing discriminant
validity by heterotrait-monotrait (HTMT) ratio is below 0.85 (Kline, 2010; Henseler et al., 2015).
Table 5.9 shows evidence for discriminant validity using HTMT ratio when all the values are less
than 0.85.

Table 5.9 - Heterotrait-Monotrait (HTMT) ratio

SupDev Opp BPerlmp GoalCon Lgterm Roln
SupDev
Opp 0.100
BPerlmp 0.425 0.145
GoalCon 0.510 0.168 0.720
Lgterm 0.488 0.096 0.646 0.589
Roln 0.034 0.663 0.251 0.189 0.191

5.3.2.2.3 Model fit

After the removal of SupDev4 and SupDev6 from the supplier development construct,
according to widely accepted criteria (Hu and Bentler, 1999), the results revealed a good fitting
model: #?=707.927, »%/df=1.605, CFI=0.939, TLI=0.932, SRMR=0.057, RMSEA=0.055,
pclose=0.153 (Hu and Bentler, 1999; Hair et al., 2010; Kline, 2010).

After the measurement model was assessed by using EFA and CFA, the final model comprised
six latent factors representing supplier development initiatives, opportunistic behaviour of
supplier, buyer performance improvement, goal congruence, role integrity and supplier long-term
orientation. Table 5.10 depicts the retained indicators for the final measurement model with each
indicator factor loading, standard deviation, t-value and significance level. In total, seven items
were removed from the original 39 of the measurement model which accounted for 17.9% of the
total. This percentage is below the 20% maximum number of items recommended for the deletion
of items from a measurement model (Hair et al., 2010).
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Initially, the predictor, Supplier Development (SupDev) construct includes 12 indicators, and after
the EFA and CFA assessments, four items were deleted. The deleted items are “SupDev4 - the
transfer of employees to supplier X”; “SupDev6 - recognising supplier X’s
achievements/performance in the form of awards”; “SupDev9 - providing supplier X with
equipment or tools for process improvement.”; and “SupDev10 - providing supplier X with credit

in the form of prepayment and interest fee loan”.

Considering the dependent variables, the Opportunism (Opp) construct comprises six items with
high reliability and strong loading factors, whereas all constructs from the initial model were
retained. For the second dependent variable, six out of nine indicators of Buyer Performance
Improvement were retained for the final measurement models. The three removed items were
“BPerlmp2 - Reduce time to market”; “BPerImp3 - Reduce operation downtimes”; and
“BPerlmp7 - Improve the quantities of our product”. When the meaning of BPerimp2 and

BPerimp3 are considered, these two items are less relevant in the context of agri-food.

With regard to mediators, all the original indicators were retained. The three mediators are Goal
Congruence (GoalCon), Role Integrity (Roln) and Long-term orientation (Lgterm), and each

construct comprises four indicators.
5.3.2.3 Common method variance

In addition to procedural remedies for Common Method Bias (CMB), Study 2 employs two

post-hoc statistical tests to assess common method variance (CMV) as discussed in Section 4.6.4

Harman’s single-factor test is conducted by including all items from the measurement model into
an EFA in order to extract a single factor (e.g., Aulakh and Gencturk, 2000). An alternative method
is to use CFA to test the hypothesis that a common latent factor can account for every variance in
the dataset (Iverson and Maguire, 2000). The result of Harman’s single-factor test in EFA
(Appendix H.7) reveals six factors with an eigen value above 1, and the first simply accounts for
26.193% of the total variance. The CFA test for the common latent factor model does not achieve
a good fit (c2=2561.138, c2/df=5.604, CFI=0.522, TL1=0.481, SRMR=0.188, RMSEA=0.151,
pclose=0.000). The EFA and CFA results indicate that the study did not experience a CMV issue.
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Table 5.10 - Retained indicators for final measurement model

Construct Code A S.E t-value  Sig.

Supplier Development SupDevl 714

(SupDev) SupDev2 .684 .099 11.058  ***

a-.879 SupDev3 .580 .084 8.904 folalel
SupDev5 .819 117 10.806  ***
SupDev7 .795 .087 10.813  ***
SupDev8 773 077 10.185  ***
SupDevl1l .656 072 8.939 folalel
SupDev12 .656 105 8.941 folalel

Opportunism Oppl .829

(Opp) Opp2 .789 .057 16.093  ***

a-.931 Opp3 .825 074 13.951  ***
Opp4 .900 .068 15.850  ***
Opp5 .803 .067 13.347  ***
Opp6 .800 .070 13.275  ***

Buyer Performance BPerlmpl .674

Improvement BPerlmp4 721 112 10.736  ***

(BPerimp) BPerlmp5  .835 112 10417  ***

o-.891 BPerlmp6  .839 116 10.454  ***
BPerlmp8  .736 144 9.371 il
BPerlmp9  .777 125 9.813 il

Goal Congruence GoalConl .780

(GoalCon) GoalCon2  .849 .083 13.242  ***

o -.907 GoalCon3  .870 072 13.638  ***
GoalCon4  .882 .076 13.876  ***

Role Integrity Roinl 744

(Roln) Roln2 .908 .069 13.391  ***

o - .846 Roln3 .938 071 13.709  ***
Roln4 .589 .088 8.364 il

Long-term Orientation Lgterml .659

(Lgterm) Lgterm2 749 .096 11424  ***

a-.869 Lgterm3 919 137 10.376  ***
Lgterm4 .786 115 9.586 Fx

Additionally, the CFA marker technique test was performed following the procedure of Williams
et al. (2010), using Mood as the marker. Different models were built, including the CFA model,
the Baseline model, and the Method-C, Method-U and the Method-R models. The CFA model
includes a complete set of correlations between substantive latent variables (SupDev, Opp,
BPerimp, GoalCon, Roln, Lgterm) and marker variables (Mood). In the Baseline model, the six
substantive latent variables are correlated with each other and with the statistically independent
marker variable with its indicator having fixed factor loadings and error variances to the estimation
of the marker variable in the CFA model. Method-C is the Baseline model with an additional
constraint factor loading (forced to be equal) from the marker latent variable to all indicators of
the substantive variables. Method-U is identical to Method-C, except that the factor loading from
the marker latent variable is set to be free. Finally, the Method-R resembles the model of that name
with additional fixed substantive latent variable correlations obtained from the Baseline model.
All models achieved a good fit (Table 5.11).
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The next step is to compare models in order to test the CMV hypotheses. Firstly, the presence of
method variance associated with the marker variable is tested by comparing the Baseline model
with the Method-C model. Secondly, a model comparison of chi-square difference between the
Method-C and Method-U models determines if the impact of the method marker variable was
equal for all 32 items loading on the substantive indicators. Finally, the comparison of Method-U
and Method-R provides a statistical test to ascertain whether the 15 correlations between
substantive variables were significantly biased by the marker variable method effects. The chi-
square comparison results in Table 5.11 indicate no bias in substantive variable relationships due

to common method variance.

Table 5.11 - Model Fit indices and model comparison for CFA model with marker variable

Model a df CFlI RMSEA Comparison Ay’ Adf  ? critical
value, 0.05

CFA 805.084 531 0.943 0.05

Baseline 845.365 543  0.937 0.052

Method-C 831.606 542  0.939 0.051 vs. Baseline 13.759*** 1 3.840

Method-U 783.801 511 0.943 0.051 vs. Method-C ~ 47.805* 31 44,985

Method-R  785.515 526 0.946 0.049 vs. Method-U  1.714 15 24,996

**%0<0.001 *p<0.05

Specifically, the first comparison between the Baseline model and the Method-C yields a chi-
square difference of 13.759 with one degree of freedom. This exceeds the 0.05 chi-square critical
value for one degree of freedom of 3.84, thereby supporting the presence of common method
variance associated with the marker variable. The chi-square difference in the Method-C model
and the Method-U model is 47.805 with 31 degrees of freedom which exceeds the 0.05 critical
value of 44.985, indicating that the presence of the CMV is not equal for all indicators. Lastly, the
Method-R model does not statistically differ from Method-U because of the insignificant chi-
square difference of 1.714 at 15 degrees of freedom. This result concluded that the effects of the

marker variable did not cause any significant bias factor to correlation estimates.

The results of Harman’s single-factor test and marker variable test for CMV demonstrated that

Common Method Bias is unlikely to be detrimental to this study.

5.3.3 The Structural Model
5.3.3.1 Overview of the structural model
The conceptual model for testing includes two direct effects between the independent
variable supplier development initiatives and two dependent variables (buyer performance
improvement and supplier opportunism). There are three mediation effects of goal congruence,
role integrity, and long-term orientation on the relationships between supplier development
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initiatives and buyer performance improvement and supplier opportunism. Therefore, a baseline
path structure model and three path structure mediation effect models were built for examination
and are represented in figure 5.2 to 5.5. Figure 5.2 shows the baseline model with the result of
direct effect standardised regression weights and the significance of the structural paths. Figures
5.3, 5.4 and 5.5 illustrate path structural mediation effects for goal congruence (model 1), role
integrity (model 2), and long-term orientation (model 3) respectively, also with the direct effect

and indirect effect standardised regression weights, and the significance of the structural paths.

Baseline model

BPerlmp e f=112ns
5.6=.030

= 3)Qkkx
ﬁs =036 f=-.035n.5
o s.e=090
162t
s.e=.100
-067n.s SupTyp
p=-.213%* 5.6=293
152" se=098 .7
s.e=106
—— > some effects ---eneeee » no effect

p: standardized regression weight, s.e: standard error
5 p<0.001, **: p<0.01, * p<0.05, n.s: not significant,

Figure 5.2 - Path structure direct effects (baseline model)
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Model 1 p3a,* p3a,"=322%**
s.e=.057

p3a,"= 666%**
s.e=.082

p3a,* p3b,"=-.118%*
p3a, = 484%** s.e=042
5.6=.088

B3a"=.053n.s

e 5.e=.095 .
‘ P3b,=-245% 5.6=067 = -.0370s
B3b=262%*
s.e=.087

——— some effects » no effect

P: standardized regression weight, s.e: standard error Toeonenenee g T 4 Certificate

*EE: p<0.001, **: p<0.01, * p<0.05, n.s: not significant,
. bias-corrected bootstrap estimated

Figure 5.3 - Path structure model for the mediation effect of Goal Congruence (Model 1)

Model 2 Bda,* pda,"=-011n.s
s.e=014

Bda, =-211%*
g s.e=.072

Bda*pby=030ns N\ T Ty plr N p=.073ns
B431A: 050ns 5039 \:: N sen 068 T :’

5.e=.066
g Pdar=360%*
5.e=.090

N se=063
p=-103ns
Se078 7 p=-035ns

pab, =595

T 5.6=.060 Ao sem0Td
" p4bA=082n.s AN S SupTyp

s.e=.065

_-5.2=.066
— some effects - no effect g

P: standardized regression weight, s.¢: standard error
#*%: p<0.001, **: p<0.01, * p<0.05, n.s: not significant,
A: bias-corrected bootstrap estimated

Figure 5.4 - Path structure model for the mediation effect of Role Integrity (Model 2)
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Model 3 P3a,* PSa,"=245%**
s.e=.074

BSay"= 580%+*

s.e=.086
p3a* p5b,"=-077%*

ﬁsalA: 43Rk s.e=0.39

s.e=.095 N
p5a*=.109n.s \

5.e=0.95
pSb,"=-.182%
s.e=.076
B5bh=229%* A
s.e=0.85

— some effects -—p noeffect

p: standardized regression weight, s.e: standard error
*%: p<0.001, **: p<0.01, * p<0.05, ns: not significant,
7 bias-corrected bootstrap estimated

Figure 5.5 - Path structure model for the mediation effect of Long-term Orientation (Model 3)

The evaluation of the structural models includes an examination of the significance of the

structural paths and model fit. Table 5.12 presents the model fit for the four path structure models,

which achieved a good fit. While the type of supplier (i.e., cooperative) does not have any

significant effect on either buyer performance improvement or supplier opportunism, the duration

of the supplier-buyer relationship and the type of certificate that the supplier possesses

significantly effect supplier opportunism and buyer performance improvement respectively.

Specifically, longer relationships between the supplier and buyer reduce supplier opportunism and

VietGAP certification affects negatively buyer performance improvement.

Table 5.12 - Model fit indices for path structure models

Model  Path structure 7 Df  2/df CFI  SRMR RMSEA PClose

Baseline _>UPDeV->OpPP 310495 212 1.465 0961 0059 0048 0612
SupDev->BPerimp
SupDev -> GoalCon->Opp

1 490.87 1.62 942 0. . 164
SupDev->GoalConoperimp 490878 303 1620 0942 0060 0055 0.6

> >

2 SupDev->Roln->Opp 506.370 303 1.671 0936 0070 0058  0.081
SupDev->Roln->BPerImp
SupDev->Lgterm->Opp

3 434390 302 1.438 0957 0056 0046  0.720

SupDev->Lgterm->BPerImp

Cut-off value: ;gzldf - between 1 and 3, CFI >0.90, SRMR<0.08, RMSEA<0.06, PClose>0.05

Baseline model includes one independent variable, two dependent variables and three control variables.

Model 1 adds GoalCon as a mediator to the baseline model.
Model 2 adds Roln as a mediator to the baseline model.
Model 3 adds Lgterm as a mediator to the baseline model.
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5.3.3.2 Hypothesis testing

Table 5.13 presents the results relating to the direct effects. Hypothesis 1 proposed that
supplier development positively affects buyer performance, and this is supported ($=0.328,
p<0.001). Hypothesis 2 proposed that supplier development increases supplier opportunism, and
this is also supported ($=0.152, p<0.05). Taken together, the results thus confirm that supplier

development both simultaneously creates positive and negative outcomes.

Table 5.13 - Results of direct effect testing

B B S.E. t P
BPerimp <--- SupDev 144 .328 .036 4.029 il
Opp <--- SupDev 210 152 .106 1.975 .048
BPerlmp  <---  SupTyp .046 .035 .090 510 .610
Opp <---  SupTyp =277 -.067 .293 -.944 .345
BPerlmp  <--- Certificate -.231 -162  .100 -2.321  .020
Opp <--- Certificate .516 115 .320 1.615 .106
BPerimp  <---  SupDur .048 112 .030 1.595 JA11
Opp <---  SupDur -.285 -213  .098 -2.914  .004

B= unstandardised regression weight, B = standardised regression weigh, S.E.=
standard error, t =t value, p=p value

The conceptual model proposes that three factors (goal congruence, role integrity, and long-term
orientation) mediate the relationships between supplier development and two outcomes, namely
buyer performance improvement and supplier opportunism. As discussed above, the effect for
each mediator was examined separately and mediation effects were tested with the bias-corrected

bootstrap technique of 2,000 resamples. Table 5.14 presents the mediation results.

Table 5.14 - Results of mediation effects

Path structure Direct B  w/o Direct B with Indirectp Mediation type
mediation mediation”® observed
SupDev->GoalCon->BPerlmp 144%** .053ns 322%** Full
SupDev -> GoalCon->Opp .210* .262** -.118** Partial
SupDev->RolIn->BPerimp 144%** .360** -.011ns No mediation
SupDev->Roln->Opp .210* .082ns .030ns No mediation
SupDev->Lgterm->BPerImp 144%** .109ns 245%** Full
SupDev->Lgterm->Opp .210* .229%* -.077** Partial

***p<0.001 **p<0.01 *p<0.05 ns - notsignificant ~ - bias-corrected bootstrap estimated

Hypothesis 3a proposes that goal congruence mediates the impact of supplier development on
buyer performance improvement, so that supplier development increases goal congruence which
in turn increases buyer performance. There is a significant positive relationship between supplier
development and goal congruence (5=0.484, p<0.001) and a significant positive relationship
between goal congruence and buyer performance improvement ($=0.666, p<0.001), as detailed in

Figure 5.3. The indirect effect of supplier development on buyer performance improvement
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through the mediator goal congruence was positive ($=0.322, p<0.001). The standardised direct
effect of supplier development on buyer performance changed from significant ($=0.328,
p<0.001) to non-significant when goal congruence was added as a mediator. This indicates that
goal congruence fully mediates the relationship between supplier development and buyer

performance. These findings support Hypothesis 3a.

Hypothesis 3b suggests that goal congruence mediates the impact of supplier development on
supplier opportunism, so that supplier development increases goal congruence which in turn
decreases opportunism. The direct path from goal congruence to supplier opportunism is negative
(#=-0.245, p<0.01), indicating that goal congruence decreases supplier opportunism. The result of
bias-corrected bootstrap estimation shows that the indirect effect of supplier development on
opportunism through the mediation of goal congruence was also significantly negative (f=-.118,
p<0.01). The standardised regression of the direct effect of supplier development on supplier
opportunism remains significant but changes in its weight when goal congruence is included as a
mediator, indicates partial mediation. Thus, Hypothesis 3b is partially supported. Specifically,
supplier development increases goal congruence between supplier and buyer, which in turn

reduces supplier opportunism.

Hypothesis 4a advances that role integrity mediates the impact of supplier development on buyer
performance improvement, so that supplier development increases role integrity which in turn
increases buyer performance. The results indicate no significant indirect effect of supplier
development on buyer performance improvement through the presence of role integrity. There is
also no significant effect of supplier development on role integrity (Figure 5.4). Thus, Hypothesis

4a is rejected.

Hypothesis 4b argues that role integrity mediates the impact of supplier development on supplier
opportunism, so that supplier development increases role integrity which in turn decreases
opportunism. However, like Hypothesis 4a, Hypothesis 4b is rejected. There is no significant

indirect effect; thus, no mediation occurs.

Hypothesis 5a proposes that a supplier’s long-term orientation mediates the impact of supplier
development on buyer performance, so that supplier development increases long-term orientation
which in turn improves buyer performance. The direct effect of supplier development on long-
term orientation is significant ($=0.423, p<0.001), and the direct effect of long-term orientation

on buyer performance improvement is also significant (6=0.580, p<0.001), as Figure 5.5 indicates.
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Supplier development also has a significant indirect effect (5=0.245, p<0.001) on buyer
performance improvement through the mediation of long-term orientation. The direct effect of
supplier development on buyer performance was significant (5=0.328, p<0.001) but becomes non-
significant when adding long-term orientation as a mediator, indicating full mediation. The

findings, thus, support Hypothesis 5a.

Finally, Hypothesis 5b suggests that a supplier’s long-term orientation mediates the impact of
supplier development on supplier opportunism, so that supplier development increases long-term
orientation which in turn decreases opportunism. Long-term orientation has a statistically
significant direct effect on opportunism ($=-0.182, p<0.05) and the indirect effect of supplier
development on supplier opportunism is negative (=-0.077, p<0.05). With long-term orientation
as a mediator, the direct effect of supplier development on supplier development changes
significantly ($=0.229, p<0.01). The results indicate that long-term orientation partly mediates the
relationship between supplier development and opportunism. Thus, Hypothesis 5b is supported.
When buyers engage their suppliers in supplier development initiatives, the supplier’s long-term

orientation increases, and this in turn reduces the likelihood of supplier opportunism.

5.3.3.3 Summarise of hypotheses testing results

Table 5.15 summarises the hypotheses testing results for the study. Of the eight proposed
hypotheses, four hypotheses (H1, H2, H3a, H5a) are fully supported. Two hypotheses (H3b and
H5b) are partially supported for the mediating role of goal congruence and long-term orientation
to the effect of supplier development on opportunism. The analysis results rejected two hypotheses

(H4a, H4b) regarding mediating role of Role integrity.

Table 5.15 - Summary of the hypothesis testing results

Hypothesis Result

H1  Supplier development positively affects buyer performance. Supported

H2  Supplier development increases the likelihood of supplier opportunism Supported

H3a Goal congruence mediates the impact of supplier development on buyer Supported
performance improvement

H3b  Goal congruence mediates the impact of supplier development on supplier Partly
opportunism supported

H4a Role integrity mediates the impact of supplier development on buyer performance Rejected
improvement

H4b  Role integrity mediates the impact of supplier development on supplier Rejected
opportunism

H5a Supplier long term orientation mediates the impact of supplier development on Supported
buyer performance improvement

H5b  Supplier long term orientation mediates the impact of supplier development on Partly
supplier opportunism supported
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Chapter 6. DISCUSSION

6.1 Chapter Introduction

Following the data analysis for both studies in the previous chapter, this chapter discusses
the studies’ findings and results. Section 6.1 discusses the thematic analysis and fSQCA results

from study 1, while section 6.2 discusses the hypothesis testing results from study 2.

Table 6.1 below summaries the main discussion points of the thesis’s findings in relation to the
existing body of knowledge. The first column shows the names of authors. The next column
presents the discussion and findings of the published research. Finally, how the present research

relates to the published studies is shown in the last column.

Table 6.1- Summary of main discussion

Study

Past research’s findings and discussion

This research’s findings in relation with past

research

Glavee-Geo (2019)
Ghijsen et al. (2010)
Agan et al. (2016)
Mahapatra et al. (2012)
Nagati and Rebolledo
(2013)

Supplier development activities contribute
significantly to supplier performance and
supplier satisfaction.

Supplier development measures may be required
to improve supplier performance, but there is the
risk of increasing the likelihood of opportunism.

Handfield et al. (2000);
Krause et al. (2007);
Sanchez-Rodriguez

(2009); Wagner (2011)

Supplier development is broadly defined,
including different types of supplier activities

such as supplier assessment and feedback, the

use of supplier incentives, competitive
pressure, and supplier training and
investment.

Wagner (2010)

Supplier development is divided into direct

and indirect activities.

Sénchez-Rodriguez et
al. (2005)

Supplier development is examined under
three clusters: basic, moderate, and advanced

supplier development.

Unlike past research that consider supplier
development broadly, this research identified six
forms of supplier development initiatives that are
often employed by buyers in the fruit and
vegetable supply chain in Vietnam.

Jap and Anderson
(2003)

Use the concept of low-stakes opportunism
when rapport is high. This concept challenged
of TCT that
opportunism is motivated by the anticipation

the general assumption

of obtaining a large payoff.

Liu et al. (2014)

Consider opportunism in strong and weak
forms in the examination of a firm’s

transaction specific investment.

Skowronski et al.
(2020)

Examine two forms of perceived opportunism

(perceived poaching and shirking).

This research identified six specific forms of
opportunistic behaviours that could happen in the
fruit and vegetable supply chain in Vietnam

instead of treating opportunism as a general term.
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Lietal. (2017b)

Supplier development promotes long-term

collaboration relationships, thus, reduces
outsourcing opportunism risk. Suppliers have
less desire to act opportunistically in the case
of receiving supplier development from

buyers.

The result contrasts with the findings of Li et al.
(2017b), showing that supplier development could
foster opportunistic behaviour amongst suppliers.
However, it helps promote the long-term
orientation of suppliers, thus, it reduces the

likelihood of suppliers acting opportunistically.

Hawkins et al. (2008)

Attempting to eliminate  opportunistic
behaviour entirely may be less advantageous

than setting tolerance limits for it.

The research is in-line with those arguments,
supporting that norms of opportunism exist while

buyers employ supplier development initiatives.

Norms of opportunism may be more common
in buyer-supplier relationships involving non-
critical indirect spending that can leverage

purchase.

Study 1 shows that more strategic purchases
require supplier development. Both suppliers and
buyers use a decision logic that considers long-
term, total cost trade-offs caused by the
opportunism to expect some sort of opportunistic

behaviours.

Gu et al. (2021)
Luzzini and Ronchi

The positive direct association between
supplier development and firm performance

This research finding is consistent with the
findings that supplier development improves the
buyer’s performance. It also shows relational
norms such as goal congruence and long-term
orientation positively mediate this relationship.

(2016) is not always evident.

Humphreys et al. Identify a positive direct relationship between
(2004) supplier development and firm performance.

Carr and Kaynak

(2007)

Cousins and Lawson

(2007)

Lietal. (2017b)

Chowdhury et al. Discusses that not only short-term but long-
(2016) term business partners may also engage in

opportunism. Relational norms do not always
reduce the likelihood of opportunistic

behaviour.

FSqCA evidence indicates that the combinations
of supplier development measures and relational
norms that lead to opportunism are varied.
Ensuring the complete absence of opportunism
from supplier development is very difficult to

achieve.

Hawkins et al. (2010)

Relational norms may determine relationship

outcomes.

Evidence contributes to the literature that the
impact of relational norms can be either positive

or negative, depending on the nature of the norms.

The next sections extend the table, and critically reflects on how study 1 and study 2 of this

research link with the current literature.

6.2 Discussion of Findings from Study 1

Study 1 identified six forms of supplier development initiatives that are often employed by
buyers in the fruit and vegetable supply chain in Vietnam, namely: providing physical inputs,

training farmers, assessment and feedback, providing supplier with incentives, cash support, and
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supplier guaranteed sales. This research is the first to identify specific types of supplier
development that are employed by buyers in agri-food supply chain. Past research intensively
investigated antecedents of opportunism in supply chain and how to mitigate it (Yang et al., 2018),
but the previous research often based on the definition of opportunism as “self-interest seeking
with guile” (Williamson, 1985, p. 47) without considering the actual forms of opportunism that
may arise. Jap et al. (2013) identified the concept of low-stakes opportunism when rapport is high,
which challenged the general assumption of TCT that opportunism is motivated by the anticipation
of obtaining a large payoff. Strong and weak form of opportunism was also considered as the
consequences of a firm’s transaction specific investment (Liu et al., 2014). This study established
six particular forms of opportunism arising from specific supplier development initiatives. They
are ‘do not use inputs provided’, ‘sell product to others’, ‘cheating on product quality’, ‘cheating
on product quantity’, ‘mix product’, and ‘money wrongly used’. Moreover, relational norms,
including norms of opportunism, buyer’s trust worthiness, buyer’s good reputation, contribute to

the likelihood of supplier opportunism.

Opportunism is the central argument of TCT in which Williamson (1985) admitted that allowing
some degree of opportunism could be less costly than sacrificing benefit. Thus, attempting to
eliminate opportunistic behaviour entirely may be less advantageous than setting tolerance limit
for it (Hawkins et al., 2008). As suggested by Hawkins et al. (2008), some organisations are willing
to act opportunistically under specific circumstances, while others will opt to tolerate opportunism
in order to keep the trade relationship going. Study 1 is in-line with those argument, supporting
that norms of opportunism exist while buyers employ supplier development initiatives. This offers
a foundation for the exchange partners to plan in advanced to negotiate in a manner that is suited
to their unique circumstances (Blois, 2006). Although Hawkins et al. (2008) suggested that norms
of opportunism may be more common in buyer-supplier relationship involving non-critical
indirect spent can leverage purchase, study 1 found that even with more strategic purchases that
needs to involve supplier development, both suppliers and buyers use a decision logic that takes
into account long-term, total cost trade-offs caused by the opportunism (Hawkins et al., 2008) to

expect some sort of opportunistic behaviours.

fsQCA based analysis indicates that the combinations of supplier development measures and
relational norms that lead to opportunism are varied. The presence of norms of opportunism
increases the likelihood of opportunism, regardless of whether the buyer provides a range of

supplier development measures. This suggests that the prevalence of opportunism will vary across
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markets and countries, depending on the incidence of such norms of opportunism. Consequently,
the implementation of supplier development initiatives may have very different outcomes when
applied in different contexts. As recognised by Chowdhury et al. (2016), even long-term business
partners may engage in opportunism. Moreover, not all relational norms have the effect of
reducing the likelihood of opportunistic behaviour. While, as noted by Hawkins et al. (2010),
relational norms may determine relationship outcomes, their impact can be either positive or

negative depending on the nature of the norms.

The data for Vietnam suggests that ensuring the complete absence of opportunism from supplier
development initiatives is very difficult to achieve. In this case, it only emerges in the absence of
norms of opportunism when buyers provide merely advice. While the latter conditions may ensure
the absence of opportunism, advice to suppliers alone may be insufficient to improve substantially
the quality and quantity of their output. More direct supplier development measures may be
required to achieve this (Krause et al., 2007), but they involve the downside of increasing the

likelihood for opportunism (e.g., for using credit or physical inputs for ulterior uses).

The complexity of the knowledge transferred to suppliers through training leads to multiple forms
of opportunism. Firstly, training may increase compliance costs that suppliers need to pay in order
to apply what they had been trained. Hence, suppliers may disregard what they have learnt,
especially in a market that is characterised by variable standards like the fresh fruit and vegetable
supply chain in Vietnam. Secondly, the impossibility of buyers evaluating fully what they procure
leads to suppliers subverting the buyer’s assessment criteria in ways that are less costly for them.
Thirdly, the offer of guaranteed sale prices provides certainty for suppliers operating in markets
characterised by high price volatility (Romsdal et al., 2011). However, guaranteed prices for a
later date will not always be in the favour of suppliers, when it actually comes to the sale. Hence,
they often only keep to the contracted terms when the agreed price is favourable at a given time

compared against market or spot rates. Hence, the study finds that:

Proposition 1: Supplier development initiatives can lead to supplier opportunism, but such an

outcome is not certain.

Proposition 2: Depending on their constituent parts, particular bundles of supplier development

measures increase and decrease the likelihood of supplier opportunism.

Previous research, informed by social exchange theory, establishes that relational norms can
reduce opportunism directly or indirectly (Paswan et al., 2017). Many studies consider relational

norms as common, positive values, priorities, and rules shared by suppliers and buyers (Elommal
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et al., 2019). By contrast, study 1 analysis finds that norms of opportunism permit opportunistic
behaviour by suppliers and buyers arising from supplier development efforts. Specifically, there
IS a shared expectation of relationship partners that suppliers act to a degree opportunistically and
a ‘zone of tolerance’ exists. If buyers had a zero-tolerance policy of opportunism, they would
refuse to deal with suppliers that did not abide fully by all the terms and conditions of every
contract. In the context of Vietnam, however, this would limit substantially their ability to source
raw material, thus, imperilling their overall business. A pragmatic outlook prevails, that tolerates
a degree of opportunistic behaviour buttressing the survival of norms of opportunism. Not all
relational norms are, therefore, positive in terms of supporting contractual compliance. They may

lead to supplier development initiatives having disappointing outcomes. Consequently:

Proposition 3: Norms of opportunism, if present, override supplier development initiatives and

other positive relational norm(s), and increase the likelihood of opportunistic behaviour.

6.3 Discussion of Study’s 2 Analysis

The quantitative study tests eight hypotheses, relating to the relationship between supplier
development and its outcomes. The first two hypotheses suggest that supplier development can
have direct effects on both buyer performance improvement and supplier opportunism. Both are
supported. The mediation hypotheses consider the role of goal congruence, role integrity, and
long-term orientation in the relationship between supplier development and buyer performance,
on the one hand, and supplier development, on the other. The results show that supplier
development leads to goal congruence and long-term orientation. In turn, these two relational
norms increase buyer performance and decrease the likelihood of supplier opportunism. Role
integrity is not affected by supplier development. The hypotheses that mediate the relationship
between supplier development and buyer performance improvement as well as supplier

opportunism are rejected.

H1 proposes that supplier development directly leads to buyer performance improvement.
Although some researchers indicated that the positive direct association between supplier
development and firm performance is not always evident (Luzzini and Ronchi, 2016; Gu et al.,
2021), this study’s result is in line with previous research in the literature that showed a positive
direct relationship between supplier development and firm performance (e.g., Humphreys et al.,
2004; Carr and Kaynak, 2007; Cousins and Lawson, 2007; Li et al., 2017b). For example,
Humphreys et al. (2004) found that supplier development affects positively and significantly
performance in their study of 142 manufacturing firms in Hong Kong. Supplier development
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practices significantly contribute to the prediction of purchasing performance (Sanchez-Rodriguez
et al., 2005), and outsourcing performance (Li et al., 2017b). Similarly, Carr and Kaynak (2007)
found that supplier development improves a buyer’s performance although the impacts may vary
depending on the measure of performance (i.e., financial performance, product quality
improvement). The mixed results in the literature might reflect the inconsistent ways of bundling

supplier development initiatives (Carr et al., 2008) and the various performance types investigated.

H2 is supported, showing that supplier development enhances the likelihood of supplier
opportunism. This result is consistent with the empirical findings from Tran et al. (2021). It also
supports Huo et al. (2016b), who identified that supplier-buyer collaborative activities could
potentially stimulate supplier opportunism. However, the result is different from the findings of
Li et al. (2017b), who suggested supplier development reduce opportunistic behaviour of
suppliers, hence, improve the buyer outsourcing performance. Interestingly, the authors discussed
that supplier development contributes to long-term collaboration between supplier and buyer,
hence this collaborative help reduce suppliers’ desire to act opportunistically which is evidence
by this study. Hence, this study indicates that supplier development makes buyers more vulnerable
to opportunism.

A key question for buyers is how they can reap supplier development benefits to improve their
performance and reduce the likelihood that supplier development leads to supplier opportunism.
In response to this, the study investigates three potential mediators of the relationship: goal
congruence, long term orientation and role integrity. H3a, b and H5a, b consider the mediating
role of goal congruence and long-term orientation in the relationship between supplier
development and its outcomes, and all are supported. The results are similar to those of Blonska
et al. (2013) who suggested that supplier development does not automatically bring benefits to
suppliers and buyers, rather relational capitals ‘bridge’ supplier development and supplier-buyer
benefits. Supplier development helps to shape mutual goals between buyers and suppliers, thus,
increasing buyer performance and decreasing the likelihood of supplier opportunism. When
supplier development initiatives such as monitoring or supplier incentives are employed
separately, goal congruence may not facilitate the linkage between the initiatives and exchange
outcomes (Maestrini et al., 2018). By contrast, goal congruence acts as a bridge between bundling
supplier development and performance outcomes and suppliers’ negative behaviours. Moreover,
supplier development initiatives encourage suppliers to sacrifice short-term benefits to pursue

long-term advantages of the relationship. Therefore, it reduces the chance of the supplier acting
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opportunistically, and helps buyers achieve better performance. Previous research consider the
role of buyer’s long-term commitment on a buyer’s performance within buyer-supplier
relationships (Krause et al., 2007) and the mediating role of long-term orientation in the
relationship between satisfaction of exchange history and supplier opportunism (Lui and Ngo,
2012). This study extends the body of knowledge in term of the role of long-term orientation in

supplier-buyer relationship by considering those from perceived supplier side.

Hypotheses related to role integrity (H4a,b) are not supported. The empirical evidence does not
support that supplier development leads to mutual expectations beyond the simplicity of buying
and selling products such as expectations of proactive information sharing, interactions between
partners at multilevel, bilateral coordination, and that partners are diligent and honest with each
other (Brown et al., 2000). An interpretation of this could be supplier development initiatives,
while helping clarify the mutual goals between suppliers and buyers, do not necessarily lead to
other expectations beyond exchange transaction. A consideration of the items that comprise the
role integrity construct of Paswan et al. (2017), indicates that they largely relate to complexity
(e.g., ‘The exchange relationship with supplier X creates a complex web of expectations between
us over all kinds of issues’ and ‘The exchange relationship with supplier X is extremely
complicated’). Supplier development may not always create greater complexity — training, advice,
and guaranteed sales can be relatively straightforward. Moreover, complexity per se may not make
positive or negative outcomes more or less likely. Sometimes complex relationships regarding
product development can be in the best interests of both parties but will not always be merited.
Rather than seeing role complexity as always good or bad, the evidence suggests that goal
congruence and long-term orientation are more important in understanding supplier development

outcomes.
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Chapter 7. CONCLUSION
7.1 Summary of the Thesis

This thesis investigates the impacts of supplier development efforts on supplier opportunism
and the effect of relational norms on the relationship between supplier development and supplier
opportunism. Using a mixed-method approach, the research investigates three research questions:
(1) to what extent, and under what circumstances, do supplier development initiatives curb and/or
stimulate supplier opportunism?, (2) how do relational norms affect the relationship between
supplier development and opportunism in supply chains? and (3) how do relational norms
facilitate the positive outcomes (i.e., performance improvement) and negative outcomes (i.e.,

opportunism) of supplier development initiatives?

Supplier development has a potential dark-side, which study 1 addresses through two questions.
The first question considers the extent to which, and in what forms, supplier development
initiatives may trigger opportunism. The second research question concerns how relational norms
affect the relationship between supplier development initiatives and supplier opportunism. The
study documents six types of opportunism that potentially arise from different supplier
development initiatives. The findings also highlight five combinations of the presence and absence
of supplier development measures and relational norms that are likely to lead to opportunistic
behaviour. Norms of opportunism provides a new dimension to the concept of relational norms.
This recognises that relational norms may also have a dark-side and, in some contexts, supply
chain participants expect and tolerate a degree of opportunistic behaviour. Consequently, norms
of opportunism may coexist alongside and override more positive aspects of relational norms that

reduce the likelihood of supplier development initiatives, triggering supplier opportunism.

Study 2 integrates relational factors into the relationship between supplier development and its
outcome, recognise both ‘win-win’ and ‘win-lose’ situation of supplier development to answer the
third research question. The study supports the generalisation of study 1 findings that supplier
development can lead to supplier opportunism and reconfirms the possible outcome of supplier
development which is to increase buyer performance. SEM based analysis indicate that goal
congruence and supplier long-term orientation mediate the relationships between supplier
development and buyer performance improvement, on one hand, and supplier opportunism on the
other hand.

146



7.2 Theoretical Contribution

In the context of Vietnam’s agri-food supply chains, anecdotal evidence shows that supplier
opportunism exists (Nam, 2014a; Nam, 2014b). This thesis is the first to study opportunistic
behaviours in this context, employing the lens of Transaction Cost Theory and Social Exchange
Theory. The thesis contributes to the knowledge of supplier opportunism and supplier

development initiatives in a specific context where legal enforcement is weak.

Firstly, this study provides evidence on a context of weak legal enforcement that validates TCT
assumptions (Rindfleisch and Heide, 1997). Specifically, the research considers the ‘dark-side’ of
supplier development initiatives in business relationships. This research recognises supplier
development initiatives as a potential source of supplier opportunism. According to TCT, the
potential for supplier opportunism is endemic where buyers make relationship-specific
investments (Williamson, 1998). This approach informs much of the B2B literature on the topic,
with a search for structural solutions in contracting which increase the costs of acting
opportunistically to incentivise compliance (Gow et al., 2000). Abosag et al. (2016) identifies that
business-to-business relationships may suffer from a dark-side, stemming from asymmetric
information (moral hazard, adverse selection of partners) as well as from imprecise contractual
agreements. Therefore, opportunism can be a ubiquitous and damaging consequence of business
relationships, as Samaha et al. (2011) identified. This is the first study in the literature to identify
the supplier development activities employed by buyers, and the specific forms of opportunism
that may arise from each, responding to calls to identify the linkages between specific types of
supplier development and forms of opportunism (Li et al., 2017b; Salimian et al., 2017; Zhang et
al., 2017).

Secondly, according to TCT, choosing an inappropriate governance mechanism to control
business exchanges might lead to opportunism, and TCT assumes hybrid governance structures
that integrate include formal mechanisms (e.g., contractual provision, equity arrangements) and
informal mechanisms (e.g., information sharing, joint planning) (Heide, 1994) are more efficient
in term of minimising transaction costs than market exchange and internal organisation
(Rindfleisch and Heide, 1997). However, this research provides evidence that hybrid governance
structures alone do not ‘solve’ the dark-side of business-to-business relationships. While hybrid
structures can offer advantages over market and internal hierarchical arrangements (Rindfleisch

and Heide, 1997), they are not immune to opportunism, especially in the presence of norms of
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opportunism. The analysis, thus, offers a counterpoint to perspectives which merely focus on the

‘win-win’ outcomes of hybrid arrangements and the upside of supplier development initiatives.

TCT and other transactional/structural approaches, ignore the importance of social norms in
shaping exchange outcomes. The research extends the use of SET in a B2B context by examining
the role of relational norms in the relationship between supplier development initiatives and
outcomes. The research goes beyond this by using fSQCA to identify the combinations of supplier
development initiatives and relational norms that lead to opportunistic behaviour by suppliers and
the combinations which avoid such an outcome. Drawing on SET, and its initial focus on inter-
personal relationships, the research investigates whether goal congruence, role integrity, and long-
term orientation mediate the relationships between supplier development and both positive
(improved performance) and negative (supplier opportunism) outcomes. Study 2 finds support for
the applicability of SET to the B2B context, in that the extent to which supplier development
initiatives are associated with positive or negative consequences depends on the degree of goal
congruence and long-term orientation. This insight closes a gap in the literature which mainly
focuses on the economic aspects of supplier development under the theoretical lens of TCT and
the RBV.

While relational norms are often regarded as positive mechanisms under the theoretical lens of
SET, this research is the first to confirm the existence of norms of opportunism in buyer-supplier
relationships, which have been overlooked in the literature. Not all relational norms help reduce
the risk of opportunistic behaviour. Regardless of the supplier development initiatives employed,
the presence of norms of opportunism between buyers and suppliers suggests some degree of
tolerance to opportunism. The presence of opportunistic norms reinforces the likelihood of
opportunistic outcomes. Moreover, not all aspects of relational norms mediate the effect of
supplier development initiatives on relationship outcomes. Specifically, this research finds no
support for the importance of role integrity as a mediating factor between supplier development
and its outcomes. Thus, while relational norms can influence relationship outcomes, depending on

the nature of the norms, their impact might be positive or negative (Hawkins et al., 2010).

Buyers make substantial investments in their suppliers through supplier development initiatives,
but these do not always pay off. Consequently, there is an interest in supplier opportunism and the
factors that decrease its severity (Li et al., 2017b; Skowronski et al., 2020). To date, much of the
literature considers either the potential upsides of supplier development initiatives (Gu et al.,
2021), and Study 1 addresses this, through a consideration of the downsides of supplier
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development. Study 2 recognises both the bright- and dark-sides of supplier development
initiatives and confirms that supplier development initiatives can help buyers improve their
performance but simultaneously also trigger opportunism. This assessment contributes to a more

realistic picture of supplier development.

TCT and SET are often employed separately to predict relationship success (Ambrose et al., 2010).
The research demonstrates how TCT and SET can be used as complementary theories to explain
the dark and bright sides of supplier development initiatives. For instance, buyers may invest in
training suppliers to help improve their capabilities and skills. However, this can change the
relative dependence between the two parties, as suppliers become more competent (Wang and
Yang, 2013). This creates a spill-over effect of supplier development to other buyers, which now
regard the trained supplier as a more desirable supply chain partner. Hence, suppliers may receive
competitive offers to break commitments with their existing buyer(s). In the presence of norms of
opportunism, suppliers may feel that it is acceptable to switch buyers in order to realise greater

benefits.

7.3 Managerial Contribution

The empirical findings generate specific recommendations for managers regarding the
deployment of supplier development initiatives. Overall, the research provides managers in the
fruit and vegetable supply chain with a comprehensive understanding of common practices in
supplier development and likely potential consequences.

Managers should be aware that supplier development initiatives can prove counterproductive.
Rather than strengthening their supply base, they may exacerbate problems. Managers should
evaluate carefully what forms of opportunism could arise from particular supplier development
initiatives. In doing so, managers should consider both short and long-run implications. For
instance, improving the quality and quantity of a supplier’s output, via supplier development
initiatives, may be beneficial to the buyer in the short-term. Yet, they should be cognisant of the
fact that this may make the supplier more attractive to other buyers, in the long-run. Consequently,
the likelihood of opportunism may increase, and, in this case, managers should strategize how to
minimise these medium to long-term threats to their business. For instance, by understanding a
supplier’s goals and their costs and benefits from the relationship, the buyer improves their ability

to offer supplier support packages that outweigh the supplier’s benefits of opportunistic behaviour.

New local and international buyers should become aware of the norms of opportunism that exist

in particular supply chain contexts. Such norms may mean that supplier development measures,
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which have worked well in one market for the buyer, may not be so successful in other contexts.
This is important, particularly considering global supply chains that cut across geographical and
cultural boundaries. Since businesses cannot avoid opportunism in all settings when offering
supplier development, in a context where norms of opportunism exist, firms should contemplate
whether to set some tolerance thresholds for opportunism. In this way, they recognise the existence
of the dark-side, but it may be more beneficial to accept some level of opportunism and reap the
benefits of supplier development initiatives. This may benefit their business more than trying to
combat opportunism completely (Barnes et al., 2010). Alternatively, if firms wish to have zero
opportunism from partners, they should consider moving toward vertical integration. Here, firms
have greater power to prevent the occurrence of opportunistic behaviours. However, this may be
very costly and could represent an unwise opportunism-resources trade-off, taking the use of
managerial and financial resources into account. Moreover, vertical integration may not
completely mitigate the dark-side of supplier development if employees of the buyer engage in

activities that misuse company resources.

Managers should be cognisant of the fact that supplier development initiatives can simultaneously
have both positive and negative outcomes, so that they look beyond either solely ‘win-win’ and
‘win-lose’ perspectives which infuse some of the guidance for managers (Bowen and Vitasek,
2018), and rather embrace a more nuanced understanding. Besides recognising the potential upside
of supplier development initiatives, buyers should be aware of the linkage with supplier
opportunism and consider how they can minimise the likelihood and damage of this outcome.

The research identifies factors that can encourage performance improvements and inhibit supplier
opportunism. Given that goal congruence and a supplier’s long-term orientation mediate the
relationships between supplier development and outcomes, buyers should focus on supplier
development activities that foster these social exchange norms. When deploying supplier
development activities, goals should be communicated clearly with specific efforts to identify and
resolve any goal conflicts. When launching supplier development initiatives, buyers should
explicitly communicate the long-term benefits to suppliers, rather than only focusing on solving a
short-term problem that arises from the buyer-supplier relationship. In addition, in an environment
that includes many market uncertainties, like the agricultural sector, buyers are advised to select
suppliers with matching goals and who are interested in building long-term strategic relationships.
Against this background, buyers should screen and then differentiate between suppliers that follow
short and long-term perspectives. Buyers often implement screening processes for potential

suppliers (Choi and Kim, 2008), and these can benefit from incorporating an assessment of the
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degree to which goals are mutual and the long-term orientation of suppliers. While these may be
more difficult to assess than some aspects like whether a supplier has a particular quality
certification, venture capitalists have developed tools to assess relationship fit with potential
partners (Faber et al., 2016), which have wider relevance in a B2B context.

7.4 Limitations and Recommendations for Future Research

While this research contributes to the supplier developed literature, several limitations can guide
future research. First, this research explored and verified the existence of opportunistic behaviour
in settings, where buyers offer supplier development initiatives and norms of opportunistic
behaviour are present. However, governed by an interest in improving supplier development
outcomes, this research focuses on social exchange factors that weaken the likelihood of supplier
opportunism. Future research could develop a scale to measure norms of opportunism, to better

capture this ‘dark side’ of social exchange and its effect on the outcomes of supplier development.

Second, future researchers are strongly encouraged to explore the finer nuances of opportunism
and differentiating strong from weak forms. According to Luo (2006), strong-form opportunism
includes actions such as failing to share information, cheating on using joint assets, etc. Weak-
form opportunism is defined as self-interest seeking by violating relational norms that are not
officially written in any contract, yet are normally understood by all relationship parties, e.g., not
honouring verbal promises (Hawkins et al., 2013). This is a fruitful research alley to pursue by
future scholars.

The research focuses on fresh fruit and vegetable supply chains within an emerging economy,
where there is a culture of tolerating some degree of opportunistic behaviour. Cultural differences
between countries may lead to supplier development initiatives having very different effects across

markets, meriting further cross-cultural research.

The author was unable to access financial data to precisely discern the effects of supplier
development initiatives on either supplier or buyer profitability. Future research consider firm
performance would best to have access to financial reports which can provide more subjective

evaluation of performance.

This research only captures buyers’ assessments regarding their suppliers’ behaviours and
perceptions. A dyadic investigation, incorporating both buyers and suppliers (Skowronski et al.,
2020), could validate the robustness of the conceptual model from the perspective of suppliers.

Also, this research exclusively investigated opportunistic behaviour of suppliers, associated with
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supplier development initiatives. On the basis of relational norms, it would be interesting to

explore whether buyers display opportunistic behaviour in this context.

Finally, this research is cross-sectional in nature and may not fully capture the relationship life-
cycle (Wagner, 2011) and the dynamics of social exchange. A longitudinal study would capture
precisely how changes in the bargaining power of buyers and suppliers affect the level of
opportunism and the degree of which norms of opportunism are stable over time. This would also
allow for testing propositions regarding how adjustments in buyer power affect commitments to
long-term collaboration and relational norms (Wang et al., 2016b). Future research is invited to
continue this research’s line of inquiry to shed more light on the dark-side of supplier
development.
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APPENDICES

Appendix A - Participant Information Sheet and Consent Form
Appendix A.1 - Participant Information Sheet (English)

PARTICIPANT INFORMATION SHEET

Research Project: Supplier Development, Opportunism and Relational Norms: A study in
Vietnam

You are being invited to participate in this research project. Before you decide whether to take
part it is important you understand why the research is being conducted and what it will involve.
Please take time to read the following information carefully and discuss it with your colleagues if
you wish. Please ask me if there is anything that is not clear or if you would like more information.
Please take time to decide whether or not you wish to take part. Thank you for reading this.

Introduction

My name is Tran Nguyen Thu Phuong. | am a PhD candidate at Newcastle University Business
School, Newcastle University, United Kingdom. | am also a lecturer at the University of
Economics, Ho Chi Minh city, Vietnam. My supervisors are Professor Fred Lemke, Vlerick
Business School, Belgium and Professor Matthew Gorton, Newcastle University Business
School, United Kingdom.

We are conducting research to understand the supplier development efforts of industrial buyers
and how they may go right and wrong. The research project has started from 2017 and is expected
to finish by the end of 2020.

Why I have been invited

You have been chosen because as a manager working in the agri-food industry, you will have
experience and expertise in dealing with suppliers in the field. Sharing your knowledge,
experience and perception could provide valuable information to the project.

Taking part in the study

It is up to you to decide whether or not to take part. If you do decide to take part you will be asked
to sign a consent form. You will be given this information sheet and a copy of your consent form
to keep.

If you decide to take part you are still free to withdraw at a later stage, without giving a reason.
You can request for your data to be withdrawn until official submission of the project to Newcastle
University (expected in June 2020).

What do I have to do if | take part?

You will be asked to attend a face-to-face interview during a period time from July 2018 to
September 2018. The exact time and place to be interviewed will be at your choice. The interview
should take around 1 hour depending on the information you would like to provide.
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Please answer the questions in the interview to the best of your knowledge. However, please note
that you are free to decline to answer any questions if you prefer.

What are the possible disadvantages and risk to taking part?

There are no right or wrong, good or bad answers. The will be no judgement on you and your
company because of the answers provided. Participating in the research is not anticipated to cause
you any disadvantages or discomfort. What are the possible benefits of taking part?

Whilst there are no immediate benefits for those people participating in the project, it is hoped that
this work will have a beneficial impact on how companies deal with opportunistic behaviours of
their partner, especially in Vietnam. If requested, results will be shared with participants.

What if there is a problem?

Any complaint or concern about any aspect of the way you have been dealt with during the course
of the study will be addressed; please contact myself or my supervisors in the first instance. You
can find the contact details at the end of this information sheet.

Will my taking part in the study be kept confidential?

Yes. Your details will be held in strict confidence and we will follow ethical and legal practice in
relation to all study procedures. You will not be able to be identified or identifiable in any reports
or publications. Your company will also not be identified or identifiable. Personal data, including
name, contact details, audio/video recordings, will be handled in accordance with the UK Data
Protection Act 1998 so that unauthorised individuals will not have access to them.

Data collected may be shared in an anonymised form to allow reuse by the research team for
research purposes only. These anonymised data will not allow any individuals or their institutions
to be identified or identifiable. With your consent, to make the most of your participation and
support efficient advancements in social science, any anonymised data collected may be used in
other relevant academic research.

Will | be recorded, and how will the recorded media used?

Yes, you will be audio recorded using a recorder. The recorded media will be transcribed,
translated into English and analysed to fulfil the research aims.

Who is organising and funding the research?

This research is organised by Newcastle University Business School. It is mainly funded by
Ministry of Education and Training, and partly funded by Professor Matthew Gorton. The funders
have no conflict of interest.

Who has reviewed the project?

This research has been looked at by an independent group of people, called an Ethics Committee,
to protect your interests. This study has been reviewed by and received a favourable ethical opinion
from Newcastle University Business School Ethics Committee.
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Full contact details of the researcher and supervisors:

Tran Nguyen Thu Phuong

PhD Researcher

Newecastle University Business School, Newcastle University, United Kingdom
Room 6.09 - 5 Barrack Road, Newcastle upon Tyne, UK, NE1 4SE

n.t.p.tran2@newecastle.ac.uk

Professor Fred Lemke

Professor of Marketing & Sustainability

Vlerick Business School, Belgium

Avenue du Boulevard - Bolwerklaan 21- 1210 Brussel - Belgium

fred.lemke@vlerick.com

Professor Matthew Gorton

Professor in Marketing

Newcastle University Business School, Newcastle University, United Kingdom
Room 8.03 - 5 Barrack Road, Newcastle upon Tyne, UK, NE1 4SE

matthew.gorton@newecastle.ac.uk

Thank you for taking time to read this information sheet.

CONSENT FORM

Title of Project: Supplier Development, Opportunism and Relational Norms: A study in Vietnam
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Name of Researcher: Tran Nguyen Thu Phuong

1. I confirm that | have read the information sheet for the above study. | have had the
opportunity to consider the information, ask questions and have had these answered
satisfactorily.

2. | understand that my participation is voluntary and that 1 am free to withdraw at
any time within the time frame stated in the Participant Information Sheet without
giving any reason, and will not be penalised for withdrawing. Withdrawal will not
affect my legal rights.

3. I understand that the data collected will be held strictly confidential as stated in
the Participant Information Sheet.

4. | understand that information collected about me and my company will be used to
support other research in the future, and may be shared anonymously with other
researchers.

5. | agree to be audio recorded in my interview

6. | agree to take part in the above study

| would like to receive a brief report of the research results: Yes U No [ ]
Participant: Date Signature
Researcher: Tran Nguyen Thu Phuong Date Signature

176



Appendix A.2 - Participant Information Sheet (Vietnamese)

THONG TIN DANH CHO NGUOI THAM GIA PHONG VAN

Pé tai nghién cizu: Phat trién nha cung &ng, Chii nghia Co hdi va cac Quy tic trong méi quan
hé: Nghién ciu tai Viét Nam.

Chung t6i xin dugc moi Ong/Ba tham gia vao du &n nghién ctu nay. Trudc khi Ong/Ba quyét
dinh c6 tham gia hay khéng, Ong/Ba s& can duoc biét thong tin vé du an, tai sao nghién ctiu nay
lai duoc thuc hién va nghién cau nay c6 nhitng gi. Xin Ong/Ba vui 10ng danh mot it thoi gian dé
doc that can than nhimg thong tin dudi day, va néu mubn, Ong/Ba c6 thé thao luan véi cac dong
nghiép cia minh. Vui 1ong cho tdi biét néu nhu c¢6 van dé gi Ong/Ba thay chua dugc rd rang hay
can biét thém thdng tin. Xin vui 1ong danh thoi gian dé quyét dinh 1a c6 tham gia vao nghién ctu
hay khéng. Xin cam on Ong/Ba di danh thoi gian doc to thdng tin nay.

Giéi thigu

T6i la Tran Nguyén Thu Phwong. T6i la Nghién ctu sinh tai truong Kinh doanh dai hoc
Newcastle, Pai hoc Newcastle, Vuong Qudc Anh. Tbi ciing 1a mot giang vién tai Pai hoc Kinh té
Tp.HCM, Viét Nam. C4c gido sw huéng dan cua toi 1a Gido sw Fred Lemke, Truong Kinh doanh
Vlerick, Bi, va Gido sw Matthew Gorton, truong Kinh doanh Pai hoc Newcastle, Pai hoc
Newcastle, Vuong Quéc Anh.

Chung t6i dang thyc hién nghién ciru dé hiéu vé cac nd lyc phat trién nha cung tng caa cac doanh
nghiép va xem xét kha niang nhitng nd lyc nay cé thé dan dén cac két qua nhu mong mudn va
khéng mong muédn nhu thé ndo. Du &n nghién ciru ndy bat dau tir ndm 2017 va du kién s& hoan
thanh vao cubi nam 2020.

Tai sao toi dwgc mai tham gia?

Ong/Ba dugc mai tham gia bai vi Ong/Ba la mot nha quan ly/ chuyén gia 1am viéc trong linh vyc
ndng san, Ong/Ba sé& c6 nhitng chuyén moén va kinh nghiém lam viéc vai cac nha cung ang trong
nganh. Viéc chia sé lai cac kién thic, kinh nghiém va quan diém caa Ong/Ba c6 thé cung cap
nhitng thdng tin rat co gia tri cho dy &n.

Tham gia vao nghién ciru

Viéc quyét dinh c6 tham gia vao nghién ctu hay khong 1a hoan toan tly thuoc vao Ong/Ba. Néu
Ong/Ba quyét dinh tham gia, Ong/Ba s& duoc moi ky tén vao mot ban xéac nhan ddng y tham gia
nghién cau. Ong/Ba sé& dugc goi lai ban théng tin nghién ciu ndy, va mot ban sao cua ban xac
nhan dong y tham gia nghién ctru dé Ong/Ba giit lai.

Néu nhu Ong/Ba quyét dinh tham gia, sau ndy Ong/Ba van hoan toan cd quyén tu do rat lui khoi
nghién cttu ma khong can phai dua ra bat cir Iy do nao. Ong/Ba c6 thé yéu cau thdng tin ciia minh
duoc rat ra khoi nghién ctu cho téi trugc khi nghién ctru duoc chinh thirc nop cho Pai hoc
Newcastle (du kién vao thang 06/2020)

Toi phai lam gi néu t6i tham gia vao nghién ciru
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Ong ba s& dugc moi tham gia mot budi phong van truc tiép trong khoang thoi gian tir thang
07/2018 cho dén thang 09/2018. Thoi gian va dia diém cu thé s& do Ong/Ba lya chon. Budi phong
van s& kéo dai trong khoang 1 gio dong hd, tiy thudc vao nhitng thong tin ma Ong/Ba mudn cung
cap.

Vui 16ng tra 161 nhitng cau hoi trong budi phong van vai tat ca hiéu biét cua Ong/Ba. Tuy nhién,
xin vui long lwu ¥ rang 6ng ba hoan toan tu do tir chéi tra 1oi bat cir cau hoi ndo néu nhu Ong/Ba
mudn.

Nhiing riii ro hay bét lgi néu nhw tham gia vao nghién cieu nay la gi?

Khéng c6 cau tra loi phong van nao 13 dung hay sai, tot hay xau. S& khong cd bat cir mot phan xét
nao vé Ong/Ba hay cong ty cua Ong/Ba duya trén nhirng cau tra loi ma Ong/Ba tra loi trong phong
van. Tham gia vao nghién ctru nay dugc du doan 1a s& khdng gay ra bat ctr bat loi hay su bat tién
nao cho Ong/Ba

Nhirng lgi ich khi tham gia vao nghién cau la gi?

Mic di khdng c6 loi ich tryc tiép ndo cho nhimng nguoi tham gia vao nghién ctu, hy vong rang
nghién ctru nay sé cé tac dong cé ich vao viéc cac doanh nghiép tng pho vai cac hanh vi co hoi
cua cac doi tac, dac biét 1a ¢ Viét Nam. Néu nhu duoc yéu cau, két qua nghién ciu sé duoc chia
sé voi nhirng nguoi tham gia.

Néu nhw ¢6 van dé gi xay ra thi phai lam thé nao?

Bat cir phan nan hay quan ngai vé bat ctr khia canh nao lién quan téi cach l1am viéc véi Ong/Ba
trong sudt qua trinh thuc hién nghién ctiu s& dugc giai quyét. Néu c6 bat cir vin dé gi, xin Ong/Ba
vui long lién hé vai toi hodc cac gido sw huéng dan. Ong/Ba ¢ thé tim thiy thong tin lién lac cu
thé & phan cudi cua to thong tin nay.

Viéc tham gia cia Téi co dwgc giir bao mat hay khong?

C6. Tét ca nhitng thong tin chi tiét caa Ong/Ba s& dugc giir bao mat tuyét d6i va chiing toi s& tuan
thi theo cac quy dinh vé dao dtic va phép 1y lién quan téi tit ca cac quy trinh nghién ctu. Ong/Ba
s& khong bi nhan dién hay c6 kha ning bi nhan dién trong bat cir bao cao hay 4n pham xuat ban
nao. Cong ty cua Ong/ba ciing s& khdng bi nhan dién hay c6 kha niang bi nhan dién. Cac thong tin
ca nhan, bao gom tén, thdng tin lién lac, cac ban ghi am hinh/ tiéng, s& duoc xur ly theo Pao luat
Bao vé Thong tin cia Vuong Qubc Anh 1998 (UK Data Protection Act 1998), theo d6 nhitng cé&
nhan nao khong dugc phép sé khong dugc quyén tiép can véi ching.

Nhitng thong tin dugc thu thap co thé s& duoc chia sé dudi dang an danh dé nhém nghién ciru co
thé tai str dung véi muc dich nghién ciru. Nhimng thong tin dudi dang an danh nay s& khdng cho
phép nhitng c& nhan hay céc t6 chirc caa ho bi nhan dién hay cé kha nang bi nhan dién. Véi su
ddng y caa Ong/Ba, dé khai thac tot nhat nhitng dit liéu da thu thap nham phaét trién cac nghién
ctru trong linh khoa hoc xa hoi, nhitng thdng tin an danh da dwoc thu thap c6 thé duoc sir dung
trong nhitng nghién ctu hoc thuat cé lién quan.

T6i ¢6 bi ghi &m hay khéng, va nhirng thong tin ghi Aam nay dwoc sir dung nhu thé nao?
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Co, cudc phong van vai Ong/Ba sé duoc ghi &am bang mot may ghi am. File ghi am s& duoc chuyén
thanh dang van ban, dich ra tiéng Anh va phan tich dé dap ng cac muc tiéu nghién cau.

Ai 12 ngudi té chiic thuc hién va tai tre cho nghién ciu?

Nghién ctru nay duoc truong Kinh doanh DPai hoc Newcastle t6 chic thuc hién. Nghién ciru dugc
tai tro chinh bai Bo Gido duc va Dao tao Viét nam, va mot phan duoc tai tro boi Gido sy Matthew
Gorton. Nhitng nha tai tro khdng c6 mau thuin nao vé loi ich.

Ai la ngwoi xem xét dw an nay?

Nghién ciru nay da duogc xem xét boi mot nhom doc lap, goi 1a Hoi dong Pao dire, ¢é dam bao
quyeén loi caa Ong/Ba. Nghién ctru nay da dugc danh gia va nhan duoc sy ung ho vé mat dao duc
tir Hoi dong Pao Puc cia trudng Kinh Doanh Pai hoc Newcastle.

Thong tin lién hé ciia nghién ciru vién va cac gido sw huwéng dan

Tran Nguyén Thu Phuong

Nghién ciu sinh

Newecastle University Business School, Newcastle University, United Kingdom
Room 6.09 - 5 Barrack Road, Newcastle upon Tyne, UK, NE1 4SE

n.t.p.tran2@newecastle.ac.uk hoac thuphuong@ueh.edu.vn

Giao su Fred Lemke

Gi4o sur nganh Marketing & Bén viing

Vlerick Business School, Belgium

Avenue du Boulevard - Bolwerklaan 21- 1210 Brussel - Belgium

fred.lemke@vlerick.com

Giao sw Matthew Gorton

Gido su nganh Marketing

Newcastle University Business School, Newcastle University, United Kingdom
Room 8.03 - 5 Barrack Road, Newcastle upon Tyne, UK, NE1 4SE

matthew.gorton@newecastle.ac.uk

Xin cam on Ong/Ba da danh thoi gian doc to thong tin nay.
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XAC NHAN PONG Y THAM GIA NGHIEN CUU

Pé tai nghién cizu: Phét trién nha cung tng, Chu nghia Co hoi va cac quy tic trong mdi quan hé:
Nghién ctru tai Viét Nam.

Nghién cizu sinh: Tran Nguyén Thu Phuong

1. T6i xac nhan rang t6i da doc to thong tin cho dé tai nghién ciru trén. Toi da cb co
hoi dé xem xét cac thong tin, hoi cac cAu hoi va di dugc giai thich thoa dang.

2. Toi hiéu rang viéc tham gia cua t6i 1a hoan toan tu nguyén va t6i duoc tu do rit
lui vao bat ctr ldc nao trong khoang thoi gian da dugc néu trong To Thong tin
danh cho nguoi tham gia, ma khdng can phai dua ra bat ¢ Iy do nao, va s& khong
bi phat gi ca. Viéc rat lui khoi nghién cau khdng anh huéng gi ti cac quyén phap
ly cua toi.

3. Toi hiéu rang nhirng thong tin duoc thu thap s& duoc luu gitt hoan toan bao mat
nhu da dugc néu trong To Thdng tin danh cho Nguoi tham gia.

4, T6i hiéu rang nhitng thong tin dugc thu thap vé ca nhan t6i va cong ty
cua toi ¢o thé duoc sir dung dé hd trg cho cac nghién ciru trong tuong lai, va cé
thé duoc chia sé dudi dang an danh cho nhiing nha nghién ctru khac.

5. Toi dong y dugc ghi &m trong budi phong van.

6. Tbi dong y tham gia vao nghién ciu néu trén.

T6i mudn nhan mot ban tom tat vé két qua nghién ctu: Khong
bia chi (email/dia chi thu tin) dé nhan ban tom tat két qua nghién ctru:

Nguoi tham gia Date Signature
Nghién ctru vién: Tran Nguyén Thu Phuong Date Signature

180



Appendix B - Interview Guide
Appendix B.1 - Interview guide for interviewing buyer (English)
INTERVIEW GUIDE (BUYER)

Interviewer: Phuong Tran - Newcastle University

QL. To start with, please introduce yourself. [How long have you been working in this company?
Have you worked in the same position since then? How long have you been working in the
industry?]

Q2. Could you give some information about your company? [big/small company? How big/small?
Position in the market? When did it establish?]

Q3. Could you describe your company supply chain?

Q4. How do you select suppliers? [Do you have specific criteria to select supplier?]
Q5. Is the performance of these suppliers stable?

Q6. Is your purchasing activity stable?

Q7. What actions do you take to manage your suppliers’ performance?

Q8. What kind of support do you provide them to increase their performance?

Q9. Do the above managements and supports work? [How does it work? Does it always work?
What’s problems?]

Please think of the suppliers who you have the most supplier development activities
Q10. Do the above activities for managing your supplier work?
Q11. Do the activities for developing your supplier work?

Q12. While applying the supplier development activities, do you feel they have opportunistic
behaviour?

Q.13 Do you apply the monitoring and controlling activities to other suppliers? Why?
Q14. Do you apply the supplier development activities to other suppliers? Why?

Q15. Do the suppliers whom you just do supplier assessment and monitor have opportunistic
behaviour?

Q16. To what extent the above behaviour (Q.15) differs to the opportunistic behaviour in Q.12?
Q17. What do you think about those opportunistic behaviours? Why do they act opportunistically?
Q18. Do you have any way to prevent those opportunistic behaviours?

Q19. How those opportunistic behaviour affect to your company?

Q20. To what extent do you accept those opportunistic behaviours?

Q21. Do you think if your supplier development activities relate to their opportunistic behaviour?
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Q22. Is there any opportunistic behaviour that you know it will definitely occur but you have no
way to control or have to accept it as a normal practice?

Q23. Is there any opportunistic behaviour that become popular, normal in the fruit and vegetable
supply chain?

Q24. Could you tell me a situation when your supplier behaves greater than your expectations?

Q25. Does the behaviour (in Q24) happen before or after you apply supplier development
activities?

Q26. How do you and your supplier relationship look like, before and after you be aware of
supplier opportunistic behaviours?

Q27. What are norms in supplier-buyer relationship in fruit and vegetable industry?

Q28. When apply supplier development activities, is there any norms in supplier-buyer
relationship?

Q29. Which behaviour and attitude should supplier have when receiving your support from your
supplier development activities?

Q30. Does your supplier have those expected behaviour and attitude (in Q29)? [Could you give
details on their behaviour?]

Q31. From your side, what are relationship norms do you often have?

Q32. Do you have any other things that you want to share? Is there anything you would like to
add?

Q33. Do you have any questions?

Q34. Could you please refer me to your suppliers?
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Appendix B.2 - Interview guide for interviewing buyer (Vietnamese)
HUONG DAN PHONG VAN DANH CHO NGUOI MUA

Q1. Bé bat dau, xin anh/chi vui 1ong gigi thiéu mot chat thdng tin vé ban than [Tén, tudi, Anh/Chi
da 1am cho cong ty nay bao 1au? Anh/Chi c6 lam cing mat vi tri tir khi bat dau 1am ¢ cong ty nay
hay khong? Anh/Chj 1am trong nganh nay duoc bao 1au? Trudc d6 c6 lam nghé gi khac hay
khéng?]

Q2. Vui 1ong gidi thiéu vé quy md, thoi gian thanh 1ap cong ty va vi tri caa cong ty trén thi trudng?
[Farmer: giGi thiéu vé vuon cua anh/chi]

Q3. Vui long mé ta chudi cung ng cia cong ty, ddi voi mat hang rau ca qua? [S6 lwong nha cung
cap hién tai? Nguoi 1am viéc lau nhit 1a bao 1au?]

Q4. Anh/chi hay cho biét cach ma cong ty anh chi lya chon nha cung cip cho minh? [C6 bo tiéu
chuan hay khong? Tiéu chi lya chon la gi?]

Q5. Viéc cung tng cua nhitng nha cung cap nay nay c6 6n dinh hay khong?

Q6. Viéc mua hang cua doanh nghiép anh/chi cé 6n dinh hay khéng?

Q7. Cong ty anh/chi da c6 nhitng hoat dong gi dé quan ly nha cung cip caa minh?

Q8. Cdng ty anh/chi cé nhitng hoat ddng ndo dé hd tro nha cung cip cua minh hoat déng tét hon?
Q9. Nhitng hoat dong dé quan 1y va hd trg trén c6 dat hiéu qua hay khong?

Anh/Chi hiy nghi dén ngwdi mua hang ma cong ty anh/chi nhan dwec nhiéu hoat dong hd
tro phat trién nhat.

Q10. Céac céch thirc quan Iy cia ngudi mua ddi véi viéc cung ang cho doanh nghiép anh/chi c6
hiéu qua hay khéng? [Su hiéu qua, c6 tac dung hay khéng]

Q11. Céc hoat dong phét trién nha cung tng ma cong ty anh/chi ap dung c6 hiéu qua hay khong?

Q12. Khi cdng ty anh/chi &p dung cac hoat dong hd trg cho cac anh/chi hoat dong tt hon, anh/chi
¢6 nhan thay ho c6 cac hanh vi co hoi nao ddi véi minh hay khong?

Q13. Cobng ty anh/chi c¢6 ap dung cac hoat dong quan ly nha cung cap nhu vay ddi véi cac nha
cung cap khéac? Tai sao?

Q14. Cong ty anh/chi c6 4p dung cac hoat dong phat trién nha cung cap véi cac nha cung cap
khac? Tai sa0?

Q15. Pdi véi cac nha cung cap ma cac anh chi chi &p dung céac bién phap quan ly va khdng c6
hoat dong hd tro phat trién, nhitg nguoi mua ndy ¢6 hanh vi co hoi hay khéng?

Q16. Cac hanh vi co hoi caa cac nha cung cap & trén (Q15) khac véi cac hanh vi co hoi & cau 12
nhu thé nao?

Q17. Anh/Chj c6 suy nghi gi vé nhitng hanh vi co hoi ma anh/chi di liét ké & trén. Theo anh/chi,
vi Iy do gi ma nha cung cip lam nhu vay?

Q18. Anh/Chj c6 4p dung bién phap gi dé ngan chin cac hanh vi co hoi trén xay ra?
Q19. Céc hanh vi co hoi da dugc néu anh hudng dén doanh nghiép anh/chi nhu thé nao?
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Q20. Mtc d6 chap nhan cua anh/chi déi voi cac hanh vi co hoi ké trén?

Q21. Theo anh/chi c6 su lién quan nao giita cac hanh vi co hoi Vi cac hoat dong phat trién nha
cung ma anh/chi nhan dugc tir ngudi mua ciaa minh?

Q22. C6 hanh vi co hoi ndo ma anh/chi biét chic chin rang s& xay ra nhung anh/chi khéng c6 cach
nao ngin chan ma chap nhan dé nhu 1a moét diéu binh thudng

Q23. C6 hanh vi co hoi nao trong cac hanh vi co hoi ma anh chi ké trén da tré nén phé bién, tro
thanh diéu binh thuong trong nganh kinh doanh rau ca qua?

Q24. Anh/chi hdy ké lai mét tinh hubng, trong d6 nha nha cung cap thé hién vuot mirc mong doi
ctia cong ty anh/chi khi ho dugc nhan céc hd tro phat trién nha cung cap?

Q25. Céc hanh vi nay dién ra truéc hay sau khi 4p dung cac hoat dong phét trién nha cung?

Q26. Méi quan hé cua doanh nghiép cua anh/chi va nha cung cp cua cong ty anh/chi, trudc va
sau khi phat hién ra cac hanh vi co hoi 13 nhu thé nao?

Q27. Trong nganh cung GNg rau ca qua, ¢ quy tac quan hé nao Ia pho bién gitta ngudi cung ng
va bén mua hang?

Q28. Péi voi viéc &p dung cac hoat dong hd tro nha cung tng phat trién thi cé quy tac nao trong
quan hé gitra ngudi mua va ngudi cung tng hay khong?

Q29. Anh/chi nghi rang nha cung cip nén co thai do/ hanh vi ddi véi doanh nghiép anh/chi nhu
thé nao khi quyét dinh thuc hién céc hoat dong phat trién nha cung?

Q30. Ho c6 dap tng duoc nhimg diéu d6 [Q29] hay khong? [Probes: Cu thé nhu thé nao?]

Q31. Vay vé phia anh/chi, nhitng quy tac trong méi quan hé giita hai bén ma cong ty anh/chi
thuong thyc hién la gi?

Q32. Con diéu gi anh/chi mudn chia sé thém hay khong?
Q33. Anh/chi c6 cau hoi gi hay khénng?

Q34. Anh/chi c6 thé giéi thiéu toi dén cac nha cung cap khéc caa anh/chi dé tdi thuc hién phong
van duoc hay khdng?
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Appendix B.3 - Interview guide for interviewing supplier (English)
INTERVIEW GUIDE (SUPPLIER)
Interviewer: Phuong Tran - Newcastle University

Q1. To start with, please introduce yourself. [How long have you been working in this company?
Have you worked in the same position since then? How long have you been working in the
industry?]

Q2. Could you give some information about your company? [big/small company? How big/small?
Position in the market? When did it establish?]

Q3. Could you describe your company supply chain? [Number of buyers? How long do oldest
buyers buy from you?]

Q4. How do you become their supplier? How do you find your buyers? [Do they have specific
criteria to select supplier?]

Q5. Is the performance of these buyers stable?

Q6. Is your supplying activity stable?

Q7. What actions do your buyers take to manage your performance?

Q8. What kind of support do your buyers provide you to increase your performance?

Q9. Do the above managements and supports work? [How does it work? Does it always work?
What’s problems?]

Please think of the buyer who you receive the most supplier development activities.

Q10. Do you have any comments about the activities for managing your performances of your
buyer?

Q11. Do you have any comments about the activities for developing your performance from your
buyer?

Q12. While applying the supplier development activities, do you feel your buyer have
opportunistic behaviour?

Q13. Do your other buyers apply the monitoring and controlling activities? Why?
Q14. Do your other buyers have supplier development activities? Why?

Q15. Do the buyers, who do not provide supplier development activities to you, have opportunistic
behaviour?

Q16. To what extent the above behaviour (Q.15) differs to the opportunistic behaviour in Q.12?
Q17. What do you think about those opportunistic behaviours? Why do they act opportunistically?
Q18. Do you have any way to prevent those opportunistic behaviours?

Q19. How those opportunistic behaviour affect to your company?

185



Q20. To what extent do you accept those opportunistic behaviours?
Q21. Do you think if their supplier developing activities relates to their opportunistic behaviour?

Q22. Is there any opportunistic behaviour that you know it will definitely occur, but you have no
way to control or have to accept it as a normal practice?

Q23. Is there any opportunistic behaviour that become popular, normal in the fruit and vegetable
supply chain?

Q24. Could you tell me a situation when your buyer behaves greater than your expectations?

Q25. Does the behaviour (in Q24) happen before or after your buyer apply supplier development
activities?

Q26. How do you and your supplier relationship look like, before and after you be aware of
supplier opportunistic behaviours?

Q27. What are norms in supplier-buyer relationship in fruit and vegetable industry?

Q28. When apply supplier development activities, is there any norms in supplier-buyer
relationship?

Q29. Which behaviour and attitude should buyers have when providing supplier development
activities?

Q30. Does your buyer have those expected behaviour and attitude (in Q29)? [Could you give
details on their behaviour?]

Q31. From your side, what are relationship norms do you often have?

Q32. Do you have any other things that you want to share? Is there anything you would like to
add?

Q33. Do you have any questions?

Q34. Could you please refer me to your buyers to do interview?
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Appendix B.4 - Interview guide for interviewing supplier (Vietnamese)
HUONG DAN PHONG VAN DANH CHO NHA CUNG CAP

Q1. Bé bt dau, xin anh/chi vui 16ng giéi thiéu mot chit thong tin vé ban than [Tén, tudi, anh/chi
bat dau 1am nghé nay tir khi nao? Trudc d6 c6 am nghé gi khéac hay khong?

Q2. Vui 1ong giéi thiéu vé quy md, thoi gian thanh 1ap cong ty va vi tri caa cong ty trén thi trudng?
[Farmer: giGi thiéu vé vuon cua anh/chi]

Q3. Vui long mé ta chudi cung wng caa cong ty, d6i véi mat hang rau ca qua? [S6 lwong nha
ngudi mua hién tai? Nguoi 1am viéc 1au nhat 12 bao 1au?]

Q4. Anh/chi hdy cho biét cach ma cong ty anh chi tré thanh nha cung cip cu qua cho ddi tac?
Céch tim kiém ddi tac [C6 bo tiéu chuan hay khong? Tiéu chi lya chon 1a gi?]

Q5. Viéc mua hang caa nhitng ngudi mua nay ¢6 on dinh hay khong?

Q7. Cong ty bén mua c6 nhirng hinh thirc nao quan ly viéc thu mua tir cac anh chi dat dugc nhu
yéu cau cua ho?

Q8. Cong ty bén mua c6 cac hoat dong hay c¢6 lam gi dé cho viéc cung ng cua cdng ty anh/chi
duoc tét hon hay khong?

Q9. Nhitng hinh thire dam bao viéc thu mua va cac hoat dong hd trg cho cac cac anh chi caa ho
c6 hiéu qua khdng? [Hiéu qua nhu thé nao? C4 phai luc nio ciing dat két qua? C6 van dé gi khong?

Anh/Chi hiy nghi dén ngwdi mua hang ma cong ty anh/chi nhan dwec nhiéu hoat dong hd
tro phat trién nhat.

Q10. Anh/chi nhan xét nhu thé nao vé cac cach thirc quan Iy ciia ngudi mua doi voi viéc cung tng
cua anh, chi cho ho? [Su hiéu qua, co tac dung hay khong]

Q11. Anh/chi nhan xét nhu thé ndo vé cac hoat dong phét trién nha cung tng ma bén mua thuc
hién? [anh chi c6 lam theo hoan toan hay khéng?]

Q12. Khi bén mua &p dung céac hoat dong hd trg cho cac anh/chi hoat dong tét hon, anh/chi c6
nhan thiy ho ¢ cac hanh vi co hdi nao ddi voi minh hay khong?

Q13. Céac bén mua khéc cd thyc hién viéc quan ly anh/chi nhu nha cung tng trén hay khong

Q14. Céc bén mua khac c6 thyc hién viéc hd trg cho doanh nghiép caa anh/chi nhu nha cung tng
trén hay khong?

Q15. Béi véi cac nguoi mua khac khéng cé hoat dong hd tro cho anh/chi phat trién, nhimg nguoi
mua nay c¢6 hanh vi co hoi hay khdong?

Q16. Anh/Chj hiy suy nghi vé nhimg hanh vi co hoi ma anh/chi da liét ké & trén. Theo anh/chi, vi
ly do gi ma bén mua lam nhu vay?

Q17. Anh/Chi c6 &p dung bién phép gi dé ngan chin cac hanh vi co hoi trén xay ra?
Q18. Cac hanh vi co hoi da duoc néu anh huong dén anh/chi nhu thé nao?

Q19. Mtc d6 chap nhan cua anh/chi d6i voi cac hanh vi co hoi ké trén?
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Q20. Theo anh/chi c6 su lién quan nao giita cac hanh vi co hoi Vi cac hoat dong phat trién nha
cung ma anh/chi nhan dugc tir ngudi mua ciaa minh?

Q21. C6 hanh vi co hoi ndo ma anh/chi biét chic chan rang s& xay ra nhung anh/chi khong cé cach
nao ngin chan ma chap nhan dé nhu 1a mot diéu binh thudng

Q22. C6 hanh vi co hdi nao trong cac hanh vi co hoi ma anh chi ké trén da tré nén phd bién, tro
thanh diéu binh thuong trong nganh kinh doanh rau ca qua?

Q23. Anh/chi hdy ké lai mét tinh hudng, trong d6 nha ngudi mua thé hién vuot mirc mong doi cua
cong ty anh/chi?

Q24. Céc hanh vi nay dién ra truéc hay sau khi 4p dung cac hoat dong phét trién nha cung?

Q25. Anh/chi c6 thé ké lai mot tinh hudng ma anh/chi (DN) dat duoc két qua tét ngoai mong doi
tir nhitng cac hoat dong hé tro ciia ngudi mua.

Q26. Mbi quan hé cua doanh nghiép cua anh/chi va ngudi mua caa anh/chi , trudc va sau khi phat
hién ra cac hanh vi co hoi 13 nhu thé nao?

Q27. Trong nganh cung GNg rau ca qua, ¢ quy tac quan hé nao Ia pho bién gitta ngudi cung wng
va bén mua hang?

Q28. Béi voi viéc &p dung cac hoat dong hd tro nha cung tng phat trién thi c6 quy tic nao trong
quan hé gitra ngudi mua va ngudi cung tng hay khong?

Q29. Anh/chj nghi ring ngudi mua nén cé thai do/ hanh vi ddi véi anh/chi nhu thé nao khi quyét
dinh thuc hién cac hoat dong phat trién nha cung?

Q30. Ho ¢ dap tng dugc nhitng diéu d6 [Q30] hay khong? [Probes: Cu thé nhu thé nao?]

Q31. Vay vé phia anh/chi, nhitng quy tac trong méi quan hé giita hai bén ma cong ty anh/chi
thuong thyc hién 1a gi?

Q32. Con diéu gi anh/chi mudn chia sé thém hay khong?
Q33. Anh/chi c6 cau hoi gi hay khénng?

Q34. Anh/chi c6 thé gidi thiéu toi dén cac ngudi mua khac cua anh/chi dé toi thuc hién phong van
dugc hay khdng?
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Appendix B.5 — Extended Interview guide for interviewing buyer/supplier (English)
1. Using Critical Incident Technique

Objective: Investigate suppliers’ behaviours in two situations:
(1) suppliers receiving supplier development initiatives from buyers
(2) Suppliers not receiving supplier development initiatives from buyers.

QL. Please think of a situation when, after your organisation implement supplier development
initiatives with the supplier, a supplier behaves in a manner that you think should not be
encouraged. It is because, from your viewpoint, the behaviour is an exemplar of opportunistic
behaviours.

Q2. Please think of a situation when, after your organisation implement supplier development
initiatives with the supplier, a supplier behaves in a manner that you think is positive and the
suppliers’ performance improves.

2. Using Projective technique
Two tasks are used: Word Associate Task and Completion Task.
Word associate task

1. Please give the possible opportunistic behaviours of suppliers that are likely to happen
when a buyer:
a. Give training and technical support to suppliers
Monitor and assess the product quality
Offer guaranteed sale for suppliers
Offer award programmes
Provide seedlings, facilities, and machines for production
Give loan and/or making pre-payment for price stabilisation.

Do o0 o

Completion task
Story number 1:

A fruit and vegetable company (company A) supplies their products to supermarkets and high-end
retailers/stores selling fresh fruit and vegetable. The company recognises that the farmers who
supply products for these places may experience many obstacles in their production. Their
experience-based practices and the lack of standardised production procedures often lead to
inconsistent quality and productivities, with unqualified products and thus unmarketable.
Company A decides that they should take actions to support the farmers for better practices.

At first, Company A recognises/notices that one of the obstacles that farmer is facing is the lack
of capital to invest in seedlings or fertilisers. Thus, they offer cash support in the form of 0%
interest loan. The loan will be deducted from the payment that Company A makes for purchasing
orders after each harvest. In order to benefit from the loan, the farmers are contracted to supply to
Company A the produces that are up to an agreed standard, with an agreed quantity and for a price
negotiable at the point of placing the order. As a result, company A sees that [...]
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Story number 2:

After giving cash support for a while, company A decides that, due to the enhanced requirements
from the end-users for higher quality products (e.g., fresher, safer), it is necessary to improve the
production procedures which involve the overuse of fertilisers, unapproved and unsafe chemistry
in production due to the short-term benefits that they bring. Company A starts to transfer technical
programmes and production techniques to the farmers by organising workshops on cultivating
skills, the proper use of fertilisers, standardised production procedures, with a list of permitted
fertilisers and chemical products that can be used in (the soil?) farmlands. The requirements for
participation in this scheme are the commitment to follow and apply what have been trained and
sell the products to company A for a fixed price. The result is [...]

Story number 3:

Company A conducts a market survey and learns that there is an increased market demand for a
particular type of fruit/ vegetables. The price and the value of the product are also higher than the
market average. Company A invests a lot of money to buy these exclusive seedlings and the
production techniques and transfers them to their suppliers to apply in their farms. Company A
wants to hold a monopoly position in the market with the new product and does not permit their
suppliers to share with any other farmers. The suppliers are contracted to sell the end produces
back to company A. The result is [...]

Story number 4:

Demands for products from company A is stable. Therefore, to avoid the possibility of price
fluctuations due to natural conditions, and changes in the market demand, apart from giving
training and technical supports, company A offers guaranteed sale for their farmers. The price is
fixed for the whole year, regardless the fluctuations of the market price. When the market price
decreases, company A buys at the fixed price higher than the market price. When the market price
increases, company A still buys at the fixed price obviously lower than market price. The result is

[...]

Story number 5:

Company A offers an incentive and reward scheme for their suppliers. With this scheme, suppliers
who always fulfil orders with the quantities and quality standards met will receive the title ‘“The
best supplier’. Company A always gives priorities in placing orders to suppliers with the title. In
addition, Company A also gives cash rewards or overseas training trips to the suppliers. The result

is[...]
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Appendix B.6 — Extended Interview guide for interviewing buyer/supplier (Vietnamese)

Critical Incident Technique

Set out an objective: - Tim hiéu vé hanh vi cia nha cung ng khi nhan dugc hd tro phét trién va
khong nhan duoc hd trg phat trién.

Q1. Anh/chi hiy nghi vé mét tinh hubng ma khi d6 nguoi mua thuc hién mét viéc gi d6 sau khi
ho hd trg phat trién tir céng ty caa anh/chi ma anh/chi cam thiy rang hanh dong d6 khéng nén
khuyén khich, bai vi theo quan diém cua anh/chi thi d6 1a mét dién hinh cua hanh vi co hoi?

Q2. Anh/chi hiy nghi vé mét tinh hubng ma khi d6 nguoi mua thuc hién mét viéc gi d6 sau khi
nhan duoc hd trg phat trién tir cong ty cua anh/chi ma khi d6 nha cung cap thé hién hanh vi/ két
qua lam viéc v6 cung tich cuc?

Projective Technique

Str dung Word Associate task va Completion Task

Word Associate task:

Anh/Chj vui 10ng cho biét nhitng hanh vi co hdi cia ngudi san xuat c¢6 kha ning xay ra khi nguoi
mua.:

+ Hudng dan ki thuat, tap huan cho ngudi san Xuét.

+ Kiém tra va danh gia chat lugng san pham cua ngudi san Xuat
+ Bao tiéu san pham cho nha san xuat

+ Dua ra céc chuong trinh khen thuong

+ Cung cip giéng, cong cu dung cu san Xuét.

+ Cho vay vén, tng tién binh on gia.

Completion Task:

Story number 1:

Mbt doanh nghiép kinh doanh tréi cay va rau cu (doanh nghiép A) chuyén cung cap san pham vao
cac chudi siéu thi va cira hang thuc pham chét lugng cao nhan thay rang cac néng ho cung cap san
pham cho minh thuong gap rat nhiéu kho khan, san xuat theo thdi quen, thiéu quy trinh chat ché
dan dén chat lwong san pham va san lugng khong dong déu, thudng xuyén c6 cac san pham khong
dat yéu ciu dé dua ra thi truong. Doanh nghiép nay quyét dinh can phai thuc hién mot s6 bién
phap @& gilp cho cac ndng ho thyc hién san xuét tét hon.

Pau tién, doanh nghiép A nhan thiy rang mét trong cac van dé ma cac ndng ho gap phai 1a khong
du tién von dé dau tu mua cdy gidng, phan bon, do vay ho quyét dinh cung cap tién mat dudi dang
cho vay khdng tinh 14i, tién von cho vay duoc trir vao tién ban hang sau khi da thu hoach cho
doanh nghiép A. Yéu cau cua doanh nghiép A ddi véi cac ndng ho nhan vén vay la can phai cung
cap lai cac san pham thu hoach duoc theo don dit hang cho doanh nghiép A theo sé luong, chat
luong theo tiéu chuan cua doanh nghiép A dua ra va mic gia thoa thuan theo tirng thoi diém. Két
qua, doanh nghiép A nhan thiy rang [...]

Story number 2:
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Sau mét thai gian thuc hién viéc cung cap von, doanh nghiép A quyét dinh can phai giai quyét cac
van dé vé quy trinh san xuat va véi nhu cau ngay cang cao ciia ngudi mua, ho phai cung cip cac
san pham ra thi trudng véi cac tidu chuan chat luong chit ché hon trong tinh trang cac loai hoa
chat, thudc bao vé thyuc vat khong dugc phép dang dugc cac ndng ho st dung tran lan do hiéu qua
ngdn han ma cac san phiam nay dem lai. Do vy, ho tién hanh viéc chuyén giao ky thuat, huin
luyén cho cac ndng hd cung cap san pham cho minh, bing cach t chirc cac 1op tap huin vé ky
thuat tréng trot, cch st dung phan thubc, dua ra quy trinh san xuat quy chuan va cac quy dinh vé
cac san pham duoc sir dung trong san xuét. Yéu cau caa doanh nghiép A 1a cac ndng ho phai thuc
hién tuan theo quy trinh san xuat va cam két béan lai san pham véi gia ban thoa thuan truéce. Két
quala, [...]

Story number 3:

Doanh nghiép A khao sét nhu cau thi truong va biét dugc nhu cau vé mét loai rau cu gibng mai
dang ting cao, v4i gia tri san pham ciing cao hon so vai cac san pham khac trén thi truong. Ho
dau tu mua gidng cuing véi thué tu van ki thuat trong trot san pham mai nay, phan chia lai cho
cac nha cung cip cia minh dé trién khai. Vi day la san pham méi va doanh nghiép A mudn doc
quyén khai thac trén thi truong, cac nha cung cap phai cam két khong duoc chi sé giéng nay cho
cac néng ho khac, cling nhu chi dugc phép bén lai toan bo cac san pham thu hoach dugc cho A.
Kétquala, [...]

Story number 4:

Vi nhu cau khach hang cua A ludn 6n dinh, dé tranh viéc gia ca bién dong do mua mang va nhu
cau thay doi, ngoai cac bién phap tu van hd tro vé ki thuat, A bao tiéu toan bo san pham cua céc
ndng ho ciia minh san xuat ra, véi gia mua thoa thuan 6n dinh quanh nim khéng phu thudc vao
bién dong gia ca trén thi treong. Khi thi truong gia xudng thap, A van sé mua vai gia cam két, va
nguoc lai khi gia san pham trén thi trudng ting cao, A ciing chi mua véi gia da cam két va thap
hon gi4 cua thi truong. Két qua 1a, [...].

Story number 5:

Doanh nghiép A thuc hién thém mot chuong trinh khen thuéng cho cac nha cung cap. Déi véi cac
nha cung cap ludn cung cap da san lugng dat hang va chat lwong 6n dinh, dap (ng theo cac tiéu
chi ky thuat ma doanh nghiép A dua ra, cac nha cung cap sé& dat cac danh hiéu nha cung cp wu
t0, va s& duoc wu tién hon so véi cac nha cung cap khac khi A dat hang cho cac dot hang téi. Bong
thoi, A ciing s& thuong bang tién mat hoic dudi cac hinh thicc tham quan hoc héi & nudc ngoai
cho cac nha cung cap thuc hién tét viéc cung cap san pham caa minh. Két qua 1a, [...]

Appendix C - Interview Transcript
Appendix C.1 - Selected Interview Transcript (Original in Vietnamese)
M4 s6 phéng van B12Aug30Do
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[00.00] Interviewer

Anh c6 thé mo ta cho em céi quy trinh cung (ng cua KXQ dau vao va dau ra nhu thé nao va n6
lién hé vai chudi cia SGC nhu thé nao?

[00.15] B12Aug30Do

Hién nay thi minh cai dau vao cta minh thi 1a mot 1a do trang trai KXQ tu san Xuét, thir hai 1a
minh bao tiéu san pham theo céi tiéu chuan cua KXQ cua céc cai ho ndng dan 1an can, d6 thi nd
c6 hai cai ngudn do6 va ... sau khi ma thu hoach tir tir vuon, vo thi minh dem vé cai xuong ché
bién cua KXQ va so ché dong goi roi cung cap thiang dén kho cia SGC

[01.00] Interviewer:

Ngoai SGC thi minh c¢6...?

[01.02] B12Aug30Do (Tra loi khi chua hét cau hoi)

Minh ciing c6 cung cap cho bén M, M bay gid né thanh ra cai gi tu nhién quén tén mat tiéu roi
[Interviewer: MM] a MM, r6i BC, hdi xua ciing cung cap cho BC rat Ia nhiéu nhung ma thoi
gian sau nay thi do cai chinh sach mua hang cia bén BC n6 khong duoc ay cho nén 1a minh ciing
cat hang minh khdng cé cung cap. Ri Vé trai cay thi minh ciing c6 cung cip cho mot sé cai [ngap
ngtng 2s] ctra hang trai cay 16n ¢ Sai Gon

[01.41] Interviewer:

Minh trong ca rau ca trai cay ludn ha anh?

[01.43] B12Aug30Do

Tréi cay thi chi yéu minh trong cac loai dua luéi va dua hoang kim

[01:51] Interviewer:

Vay néu nhu ma minh chia ra trong nhiing cai don vi nay thi khoang bao nhiéu % la minh s& cung
cap cho SGC bao nhiéu % minh s& cung cap...?

[02:02] B12Aug30Do (Tra loi khi chua hét cau hoi)

SGC chiém khoang 70%

[02:07] Interviewer

Con BC gio la bét roi?

[02:09] B12Aug30Do

O BC minh bét rdi, BC khong dang ké, con lai 1a M con lai céi cira hang trai cay ngoai thi cling it
thoi

[02:14] Interviewer:

Chic 1a M ciing khoang 20, 25

[02:19] B12Aug30Do

Khoang 25 d6

[02:24] Interviewer:

Da day con cai md hinh cua cai SGC phét trién cai du &n rau sach thi anh c6 thé md ta cho em
duoc cai...?

[02:32] B12Aug30Do

Thi hién nay minh c6 hop tac vai lai mot céi trang trai lam Organic ¢ Ca Mau, om thi & trang trai
d6 quy mé ciing kha 16n ¢& khoang 320ha thi nd san xuat cha yéu 1a gao, Ila gao va dang phat
trién thém céai mang la rau ca qua rdi cac loai ca nudc ngot & d6

[03:07] Interviewer:

R&i minh chi hop tac véi lai bén d6 thoi, véi KXQ nita chir ha anh hay chi c6 mot céi

[03:15] B12Aug30Do
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Cai cai do 1a cai riéng cia SGC con KXQ la céi riéng cuaa anh (cuoi)

[03:20] Interviewer:

Cai cua SGC 1a ngoai hop tac véi trang trai nay thi co, tic 12 s& dau tu truc tiép hay céi hinh thic
hop tac nhu thé nao?

[03:28] B12Aug30Do

Cai trang trai nay thi 1a SGC déu tu truc tiép, mua lai hon 50% cua céi trang trai nay

[03:43] Interviewer

RAi vay thi trong céi dir an nay thi ngoai céi hang tir trang trai thi con c6 mua tir ngudn nao khac?
[03:53] B12Aug30Do

Khdng

[03:54] Interviewer

Duy nhat Ia trang trai

[03:54] B12Aug30Do

Um tai vi cai Organic thi n6 kho

[04:01] Interviewer

50% nay la tirc 1a mua lai cai cdng ty & bén d6 rdi minh sé can thiép vao?

[04:08] B12Aug30Do

Ay minh cir ngudi qua diéu hanh quan Iy thi anh 12 mot trong nhitng ngudi diéu hanh trong d6
[04:17] Interviewer

Vay coi nhu cai nay 1a cia SGC tu trdng ludn?

[04:22] B12Aug30Do

Dung

[04:22] Interviewer

Con cai ngudn mua hang cua SGC bay gio 1a s&, cai chudi cung tng hién tai cia SGC 1a nhu thé
nao, anh ¢ theo cai san pham rau cu n6i chung & chir khdng noi vé cai dy an rau sach & thi anh c6
thé chia sé v&i em duoc khong?

[04:43] B12Aug30Do

Thi cai SGC thi bay gio n6 ¢ khoang ké ca rau va trai cay nay kia thi nd c6 khoang vai chuc nha
cung cap, vai chuc nha cung cap thi cac nha cung cap c6 thé 1a cac cong ty, cd thé Ia cac hop tac
xd nhung ma do 14 céi cai cai mé hinh SGC 1a hop tac x& cho nén 1a céi su lién két véi lai cac hop
tac x& & CAc céi tinh thanh nay kia n6 ciing twong d6i 1a chat ché cho nén 1 cai ngudn hang cua
cac hop tac xa néng nghiép cua cac dia phuong thi cung cap vé cho SGC, ngoai ra la céc cong ty
cling c6 thé 1a cac doanh nghiép tu nhan, ho tw nhan nhung ma cai hd tu nhan thi it & chd ciing
khong nhiéu chii yéu 1a cac cong ty va cac hop tac xa thoi

[05:37] Interviewer

Nhung ma tai sao khi ma qua céc cong ty hay la qua cac hop tac xa nhu vay thi chic 1a cling phai
c6 céi tiéu chuan nhat dinh dung khong anh?

[05:48] B12Aug30Do

Pung roi. Thi céi, hién nay thi céi tiéu chuan hau hét ciia cac hé thong siéu thi dang tuan theo 1a
cai tiéu chuan VietGAP, tm thi 1a mdi cai [ngap ngung 1s] tiéu chuan do tiéu chuan chung cua
nha nudc roi cho nén 13 tat ca cac cai doanh nghiép déu phai tuan theo cai do, tai vi nha nudc di
kiém thi ciing kiém theo céi tiéu chuan do, thi [ngap nguing 2s] nhu SGC ciing vdy, M ciing vay
thi ciing c¢6 nhiing cai doi ngii dé ma thuong xuyén kiém tra nhitng cai cai do, c6 thé 1a kiém tra
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san pham khi ma cung cap toi kho, rdi c6 thé 1a kiém tra san pham dang trung bay ban & siéu thi
va dinh ky dinh ky hoic 1a khong thuong xuyén, bat ngo thi di kiém tra tai noi trdng trot

[06:48] Interviewer

Vay thi cai du an ma lam rau sach nay no sé€ khac vai lai hang ma dang mua tir nhitng cai noi khac
nhu thé nao?

[06:56] B12Aug30Do

Céi dy &n 1am rau sach nay thi hién nay SGC dang muén huéng t6i tiéu chuan organic

[07:01] Interviewer

Con cai VietGAP thi n6 chua chua phai 1a do, thi em quay lai KXQ, tai vi KXQ thi c6 hop tac lai
véi cac ndng ho dé san xuat ngoai cai viéc minh tu san xuét thi anh c6 thé chia sé vai em 1a cach
minh chon céi néng ho nay nhu thé nao hay 1a 1am sao dé minh chon cai...?

[07:25] B12Aug30Do (Tra 1oi khi chua hét cau hoi)

Thi nhét 14 cai khu vuc & Cu Chi ciing 14 cai khu vuc ma san xuat ndng nghiép hdi nao toi gio
cho nén 1 minh ciing chon nhitng cai ndng ho ma co dién tich dat ciing twong ddi 16n va n6 gan
véi lai ké can ngay & cai khu khu cong nghé cao ciia minh dé thir nhat 1a ¢é minh dé quan 1y nghia
la n6 gan do thi cai doi ngii quan ly caa minh ¢ thé 12 vé mat di chuyén dé ma quan ly céi nay n6
thuan lgi. Va nhiing c&i ndng ho do ciing phai ¢ tiéu chuan 1a VietGAP, 1am theo tiéu chuan san
Xuit theo tiéu chuan VietGAP c6 gidy chimng nhan VietGAP nay kia theo diing cai tiéu chuan ma
minh cam két véi lai hé thong siéu thi

[08:18] Interviewer

Hién gio 1a minh dang lam véi khoang bao nhiéu ndng ho nhu vay ha anh?

[08:22] B12Aug30D0

Minh 1am khoang d4u bén nam ho nhu vay

[08:30] Interviewer

Vay cai vi du céi dién tich anh n6i la phai Ién mot chat thi khoang bao nhiéu thi goi la lon?
[08:41] B12Aug30D0

Thi n6 khoang tir 1 dén 2ha

[08:51] Interviewer

Céc cai néng ho nay thi anh lam véi ho 1au chua anh?

[08:57] B12Aug30Do

Ciing 1au roi

[08:58] Interviewer

Cai nguoi 1au nhat thi khoang bao 1au?

[09:00] B12Aug30Do

Ngudi lau nhét thi ciing khoang sau bay nam

[09:04] Interviewer

Con ngudi ma ngan nhat thi sao?

[09:04] B12Aug30D0

Hau nhu 12 ciing ciing 4, 5 nam roi

[09:14] Interviewer

Tuc 1a déu 1a nhitg ngudi, vay nhitng cai ngudi ndy 1a cung cip cung tng cho minh ¢6 6n dinh
khéng anh?

[09:19] B12Aug30Do
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Dung rdi nhimg cai ngudi ma 1am véi minh thi twong ddi 6n dinh d6, hau nhu 14 ciing khong co
ai rat ra (cuoi)

[09:30] Interviewer

Vay céi viéc minh minh bao tiéu cho ho la hinh thic nhu thé ndo anh?

[09:43] B12Aug30Do

Thi ho san xuat xong rdi rm hang ngay nhu vay ho thu hoach duoc bao nhiéu thi ho dem vé trong
trong trai ciia minh ho 4y thi minh hau nhu 1a minh 1ay hét cho ho

[09:59] Interviewer

Hau nhu 14 100% ciia ho ludn cho ho?

[10:00] B12Aug30Do

Hau nhu 14 100%

[10:02] Interviewer

Ho khong bén cho ai bén ngoai?

[10:04] B12Aug30Do

O ho khéng ban cho ai bén ngoai, tai vi cai gia caa minh mua thi theo céi tiéu chuan nay né n6
turong dbi 12 nhinh hon gia thi trudng cho nén 1a ho ban ¢ ngoai thi ho s& tat nhién 1a ciing c6
nhitng cai thoi diém ma Viét Nam thi n6 ¢ nhitng céi IGc ma dip tét rdi nay kia dd vay d6 thi
nhitng cai mat hang vi du nhu dua leo nay kia d6 n6 Ién gié rat |a cao thi thoi diém do6 thi thyc té
ho cling c6 dem ra ban ¢ ngoai co chir khéng phai khong cé

[10:33] Interviewer

Nhung ma minh c¢é cam két c6 ky hop dong véi ho khdng hay la céi?

[10:39] B12Aug30Do (tra loi khi chua hét cau hoi)

C6 ky hop ddng

[10:45] Interviewer

Minh c6 céi hinh thirc nao dé minh dam bao 12 minh thu mua tir cAc nha cung tmg nay dap tng
duogc cai yéu cau caa minh khong?

[10.56] B12Aug30Do

Minh c6 mét cai doi ngii [ngap nging 2s] di kiém tra ho di tham vuon ho hang ngay kiém tra ho
va cai minh ciing 1ay nhitng cai mau hang cia ho minh di minh kiém tra dinh ky, test thuong xuyén
theo céai tiéu chuan cua cua cua VietGAP

[11.21] Interviewer

Minh con hinh thirc nao khac dé kiém tra ho nira khdng, ngoai cai chuyén minh kiém tra ho hang
ngay nhu vy minh con &p dung thém cai bién phap nao nita khong kiéu dé quan Iy ho?

[11.34] B12Aug30Do

[Ngap nging 2s] Hau nhu 1a khong

[11.38] Interviewer

Vay minh c6 céi hinh thirc nao d¢é minh Iam cho ho cung ng t6t hon cho minh khong anh?
[11.46] B12Aug30Do

Hién nay thi nhitng c&i ho dan ma lam véi minh héi ndo téi gio thi ho gin bo ciing twong di 1au.
Thi minh nghi 14 cai ma dé ma ho 1am tét véi minh, va ho gan bé 1au nhu vay thi nghia 1a minh. ..
dam bao dwoc ci ...6n dinh san xuat cua ho, & né khong. .. nghia 1a cai san pham cua ho lam ra
hang ngay thi... minh ciing khong c6 khuyén khich ho 1am nhiéu 1am, ho 1am dung va ho lam céi
san luong né 6n dinh vira da cho minh, roi... ho... khi ho 1am ra ho khdng c6 so bi é, va céi gia
ca nay kia thi minh ciing mua va twong d6i on dinh va thyc té I1a ho 1am dung theo tiéu chuan do,
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thi 1a cai ho séng duoc theo cdi thi trudng, do, thi cai d6 minh nghi 14 cai d6 1a cai dé ma ho gan
b6 1au dai voi minh tir hdi ndo téi gio

[12.45] Interviewer

Vay minh c6 hoat dong dé goi 1a hd trg cho ho phét trién khéng anh?

[12.53] B12Aug30Do

Héau nhu 1a khong, tai vi [im lang 2s] thyc té thi doanh nghiép cta minh thi né ciing 13 doanh
nghiép nho théi, nd ciing khong ¢o 16n... doanh thu hai may ba chyc ti hang nim thi n6 ciing
khdng c6 gi 1 16n. Va hdi ndo t6i gio thi minh ciing phat trién tir nho phat trién 1én. .. di tir tir tir
tir phét trién 18n thi hau nhu minh ciing khong c6 nhan dwoc cai su hd tro gi cua nha nuéc, roi ké
ca cai sy ma tiép can nhitng cai ngudn von tir ngan hang nay kia. .. hdi gio hdu nhu 1a khong khong
tiép can duoc, cho nén 1 cai cai nguon e dé ma minh c6 thé di hd tro nhimg cai ngudi ndng dan
nay kia d6 nhu vay minh ciing khong khong c6 dugc trm

[13.45] Interviewer

Vay la vé miat vi du nhu vé miat ky thuat thi tat ca cac nong ho caa minh ho sé ty lo hét chi minh
c6 cho co// tap huan cho ho hay 1a...?

[12.55] B12Aug30Do (Tra I&i khi chua hét cau hoi)

C6 minh c6 tap huan cho ho cht, va minh [ngap ngung 2s], ho vé trong chd trong ndng trai cua
minh. Ho thdy minh lam nhu vdy nhu vay nhu vay. Va ho dau tién ludn thi ho c6 y mudn tham
gia trudc cai da. O thi ho s&, minh s& hd tro cho ho, ir 1am nhu vay lam nhu vay thi nhiing céi ki
thuat né nhu vay nhu vay d6. Roi ké ca vé mat may mac thiét bi va ké ca 1a ki thuat chim bén
phan bén roi nay kia ludn thi minh s& hd tro cho ho cai d6, va ho 1am theo cai cua minh va ho bén
lai cho minh

[14.36] Interviewer

Nhung ma minh ¢6 hd trg cho ho nhiéu ay chu, tic 1a nhitng cai hoat dong nhu vay thi anh s& cé
1a anh... ho dén néng trai cia minh dé ho coi cai cach minh am, rdi anh c6 dén vuon cua ho dé
tap huan cho ho chi ho 1am khong?

[14.52] B12Aug30Do

C6 chu, thi nghia 1a trong cai lic minh di kiém tra rdi nay kia d6 vay do, thi 1a minh s& hd tro cho
ho... nhitng céi gi ma ho dang ho dang lam chua c6 chuan thi minh s& chuan hoa nhiing cai cia
ho theo cai day, roi minh ciing cho ho di hoc nhitng cai l6p VietGAP rdi nay kia o, gi d6, nhiing
cai 16p tap huan nay kia ciia nha nudc t6 chire thi ma minh dugc tham gia thi nghia 13 minh d6i xu
véi ho gidng nhu mét cai nhan vién cua céi cong ty ciia minh 1am binh thuong va ho ciing duoc
tham gia nhiing cai do.

[15.33] Interviewer

Anh c6 thé nhé thém 1a nhitng céi hoat dong d6 theo dang hd tro nhu vay 1a minh lam cho ho l1a
gdm nhiing hoat dong gi, cd thé chia sé vai em, tirc 1a cang nhiéu cang tét cai hanh dong hoat dong
ma anh nghi ra 1 minh gitp cho ho 1am c6 cai chat luong tot hon hoic 1a 1am cho céi viéc kinh
doanh cuaa ho dé dang hon?

[15.55] B12Aug30Do

Thuc té & ddy thi cling cai nay thi ciing khong thé ma goi 1a gilip ho duoc, theo cai minh nghi thi
c4i nay 1a minh dang 1am cho minh, ho tat nhién thi minh huéng dan ho lam nhiing cai d6 dé ma
cai hang héa cia minh khi ma minh thu mua lai thi né chuan 4y, khi ma minh dua 1én thi truong
thi né diing theo cai chuan cua minh 4y. Vay thi cai d6 thi ciing co thé 6 loi cho ho nhung ma
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thuc té ciing 6 lgi cho minh nita... chi ciing khong thé goi 12 gitp ho, theo theo céi ¥ anh nghi 1a
nhu thé (cudi)

[16.37] Interviewer

Vay thi nhitng cai hoat dong nao ma minh nghi 14 t&t cho minh nhung ma minh phai lam véi ho
dé dam bao 1a ho ¢6 thé cung ng tét cho minh 4 anh thi ddi voi...?

[16.46] B12Aug30Do (Tra 16i khi chua hét cau hoi)

Vay thi vi du nhu nhitng cai hoat dong nhu 14 phé bién cho ho nhirng céi tiéu chuan vé VietGAP
13 n6 nhu thé ndo, cho ho di tap huan, cho ho di hoc nhirng céi 16p vé tiéu chuan VietGAP nay kia.
Rdi &p dung nhitng céi tiéu chuan d6 vo trong ddng rudng va rdi hd tro ho vé nhiing cai ki thuat,
ngoai céi ky thuat VietGAP d6 ra, thi nhitng céi ky thuat vé kéu bang la néng nghiép cong nghé
cao &4p dung may mac khoa hoc d6 nay kia d6 vo trong san xuat, thi d& ma ho 1am ra nhirng céi
san phém no sach hon, no it sdu bénh hon, né khong cé bi du luong thudc trir sau, khong c6 du
luong phan bén nay kia dé ma céi san pham caa minh n6 ra n6 no dat chuan. U’ thi cai d6 1a minh
cling. .. thuc té cai d6 1a minh dang theo, minh thay thi c6 thé 1a ciing ¢6 1oi ich cho ho. Céi kinh
nghiém san xuat d6 nay kia cua ho no ciing sé& duoc ting 1én nhung ma cai lgi ich minh thu lai la
cai san pham cua minh né dong nhat... n6 déu vad nd né nd cang ngay cang chit luong theo céi
tiéu chuan ciia minh.

[18.00] Interviewer

Noi chung 13 d6i bén ciing cung c6 1gi. Vay cho em hoi ki mot chit cai chd ma anh hd tro may
mac cho ho 14 céi hinh thire nhu thé nao a?

[18.12] B12Aug30Do

Thi vi du nhu 12 minh sé... ho bo tién ra ho dau tu nhimg cai d6 thi minh c6 thé 1a huéng dan cho
ho 12 s& mua nhitng cai may mac nao ding cai mang nay kia voi cai quy mé nhu thé nao roi minh
setup céi hé thong d6 cho ho

[18.32] Interviewer

A minh 1am cho ho ludn?

[18.33] B12Aug30Do

O cai minh huéng dan minh 1am cho ho nay kia do day

[18.37] Interviewer

Nhung ma von la ho phai dau tu?

[18.39] B12Aug30Do

Vén thi ho phai dau tu chir thyuc té thi céng ty khéng cé vén (cuoi) dé ma

[18.44] Interviewer

Minh c6 hinh thicc ma vi dy nhu cho ho muon méy hay 1a cho ho thué hay la tat ca nhitng cai dé
1a ho déu tu phai mua?

[18.52] B12Aug30Do

Khéng

[18.54] Interviewer

Con vé phan bon thi nhu thé nao anh, cai hinh thirc ma minh h tro 12 phan bon?

[19.02] B12Aug30Do

Minh ciing c¢6 nhimg cai huéng dan cho ho vé nhiing cai phan bén né nay kia nhung ma thinh
thoang thi d6i khi thi c¢6 nhitng cai ngudn phan bén ma minh ho mua & ngoai khong cé hoic 1a ho
mua & ngoai gi& cao thi minh ¢é thé mua dam, & minh ¢6 thé mua dam cho ho diy day.

[19.25] Interviewer
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Nhung ma minh khong c6 cap phan cho ho dé ho// dé ho san xuit nghia 1a...?

[19.28] B12Aug30Do (Tra 1&i khia chua hét cau hoi)

Khéng, khéng tit ca moi thir déu hau nhu ho tu tu du tu va ho bén lai cho minh

[19.38] Interviewer

Vay néu nhu ma nhirng cai hoat dong caa minh ndy gio minh liét ké & 1a hd trg cho ho vé k¥ thuat,
cho ho di tap huan, rdi may méc hd tro cho ho, setup cac may mac, rdi minh con c6 hd tro cho
ho...néu tim cai ngudn phan bén... dé néu nhu ma ho khong tim dwoc thi minh s& gidp cho ho ¢6
cai gia thip hon 1a giam gia thanh san xuit cta ho thi néu nhu anh xép trén thang diém tir 1 2 3
véi cai 3 1a cai muc hd tro nhu vay, tc 1a hd tro cho ho nhu vay 1a nhiéu, 1 1a it nhit thi cac hoat
dong d6 anh c6 thé danh gia cai nao thi nd s& nam & mic co ban don gian khong c6 gi phuc tap,
cai ndo 1a cai nd twong dbi phirc tap hon minh phai doi héi minh phai gitp cho ho nhiéu hon, thi
anh c6 thé danh gia duoc khong anh? Con 2 1a & muc trung binh?

[20.41] B12Aug30Do

Thi theo ¥ minh 4, 14 cai ma. .. cii ma ma... n6 kho d6...dé ma... 1a vé mat cai ky thuat trong trot.
Thi cai d6 1a cai ma c6 thé goi 13... minh chia sé bi quyét cdng nghé... irm thi cai d6 1 cai ma
minh... minh cho nd 1a chia sé véi ho nhiéu nhat. Con vé mat ma ha ting co s¢ Ky thuat rdi nay
Kia &, thi bay gio cai d6 & ngoai ngudi ta 1am ddy, ai ai cling c6 thé 1am duoc chir khong phai riéng
gi mot minh minh. C6 thé 1a minh 1am c¢6 nhitng céi cai tién rdi nay kia gi d6 ma né...dai khéi 1a
ré hon ngudi ta ti xiu, chir nhung ma thyc té khdng phai cai gi 16n

[21.29] Interviewer

Anh c6 ap dung cai d6 cho tat ca cac cai ho ma lam viéc voi minh khong, hay 1a minh chi ap dung
véi mot vai ho, cai hinh thie nhu thé no, tic 1a minh ¢6 bon dén nam ho thi c6 phai ho ndo anh
cling?

[21.43] B12Aug30Do

um h$ nao minh ciling lam ciing y nhu vay

[21.47] Interviewer

Co0 su chénh léch nao gitra cac ho khdng?

[21.50] B12Aug30Do

Hau nhu 13 minh ciing khong c6 phan biét ddi xtr vai lai (cudi) bt cir mot cai ho nao, nhung ma
cO Mot cai diéu... tit nhién la diéu kién kinh té caa mdi h n6 mdi khac, cho nén la céi, cai ma
dau tu vé ha tang k¥ thuat 4... thi & mdi noi né6 mdi mdi khac, chir né thuc sy né khong co dong
déu

[22.16] Interviewer

Bay gio anh nghi dum em, trong s6 nhiing nguoi d6, em tap trung vo hoi mot ngudi thoéi dé cho
d&, cai ngudi ma anh cam thay 1a anh gén bé, anh c6 nhiéu hoat dong hd trg cho ho nhat. Thi céi
dang ndy gio minh néi, cac hoat dong d6 minh tam goi 1a minh hd trg cho ho. Thi mét cai ho ma
gan véi minh nhat 1a... d6, minh c6 nhiéu céi gin két véi ho trong nhitng céi hoat dong nhu vay
nhiéu nhat... thi... anh thay I cai viéc ma minh quan ly ho, réi minh c6 céi hoat dong hd trg ho
nhu vay thi co hi¢u qua khong anh?

[22.53] B12Aug30Do

Co chu

[22.56] Interviewer

Tuc 1a néu ma danh gia cai mac hiéu qua cia no thi anh nghi 14 n6 dat duoc bao nhiéu % so véi
minh mong mudn vé cai dau ra?
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[23.11] B12Aug30Do

rm thue sy thi cai ndy danh gid nd ciing né ciing kho tai vi hdi nao téi gid anh ciing khong co céi
ci cai dinh (cuoi) huéng vé cai chuyén danh gia do, nhung ma chi thay nhin chung lai thi thiy ho
cling c6 gan b6 véi minh va ho san xuat né 6n dinh va ho gan b6 véi minh duoc 1au dai nhu vay
thi minh nghi rang 1a cai cai cai sy ma cong tac caa minh déi véi ho thi né né cé hiéu qua, thi ho
méi gan bé véi minh

[23.54] Interviewer

Vay c6 khi ndo ma anh cam thay 1a céi ho c6 cac hanh vi ho biéu hién véi minh 1a co hoi khong?
[24.11] B12Aug30Do

Um ciing ciing khong

[24.15] Interviewer

Tuc 1a minh khéng ¢6. Vay c6 khi nao ma gitra anh vai ho ¢ xay ra truc trac gi trong céi qué trinh
hop t&c vai nhau hai bén khong a?

[24.30] B12Aug30Do

Ciing khong c6 gi 16n 1am. Thi vi du nhu 1a ciing c6 nhiing céi thoi diém ma céi gia ca thi truong
né bién dong 4, thi ho ciing ¢6 yéu cau minh 1a nang céi gié 1én cho né bang véi thi truong nay kia
d6 vay. Nhung ma dé ciing 1a mot vai thdi diém ma no cao diém & trong nam thoi, hau nhu thi cai
chuyén d6 khong khong 16n lam. .. tai vi minh thi minh ciing may thoi diém dé thuc té minh ciing
phai ting gia 1én dé ma dam bao cai quyén lgi caa ho chir ciing khong phai la

[25.14] Interviewer

C6 trudng hop ndo ma minh hong c6 thé tiang gia duoc ma ho cudi cuing thi ho s& khdng béan cho
minh nira?

[25.23] B12Aug30Do

Nghia 13 khong ban cho minh nita thi khéng cd, nhung ma ho cé thé 1 bot cai san luong lai vi du
nhu ho ban bén trong hay bén ngoai thi cai chuyén do ciing co

[25.34] Interviewer

Minh c6 biét chuyén d6 khong anh?

[25.35] B12Aug30Do

Minh biét, minh biét hoan toan minh biét hét, nhung ma cai cai san lwong d6 thi... minh tit nhién
12 minh ciing c6 hut, minh ¢6 hut & trong cai cung cap cho bén cai hé thong siéu thi. Nhung ma
may hé thong siéu thi thi n6 ciing ¢ cai nhu thé ndy nira... thi cai thoi diém d6 thi cai gia hang ¢
ngodi né ciing rat 1a cao, va ho mua hang 4... tai vi minh & 1a minh bay gio thi minh khdng ap
dung... thoi gian gan day thi minh khong ap dung céi d6 nira... chir hoi xua 4 1a minh ap dung gia
la gi& ¢ dinh trong ca nam ludn, minh khong c¢6 1én xudng theo ting thoi diém. Vi du nhu 13 dua
leo minh ban vo trong d6 1a 12000/1kg, rdi trong d6 ban ra 14-15000 gi d6, thi 1a cai hang cua
minh lic nao nd ciing vay nd khdng co 1&n xudng gi hét tai vi minh san xuat theo céi quy trinh nay
& thi 4 1a cai san lwong n6 twong dbi 1a 6n dinh. N6 khdng ¢ bi thoi tiét rdi nay kia rdi anh huong
nhiéu. Va céi do céi quy trinh ctia minh né nhu vay nén 1a cai gia thanh né ciing 6n dinh roi. né
thi minh mudn 1a 1am mét cai gia ciia minh n6 6n dinh tir rdi, gia thanh rdi cong véi ty suat loi
nhuan roi coi nhu 1a minh dua ra cai gia n6 6n dinh nhu vdy, nhung ma c6 mot céi la vi du nhu toi
céi thoi diém ma céi gia. .. va tat nhién 1a cai gia cia minh nd nhinh hon cai gia hang binh thuong
& ngoai chir nd khong khong c6 bang. Vi du nhu gia binh thudng & ngoai ban 8000, 9000 rdi thi
minh ban 12000, 12000 miy, d6 vi du nhu viy nhung ma c6 nhiing céi thoi diém thi céi gia o
ngoai né 1én rat 1a cao no 1én t6i hai miy ngan mudi may hai may ngan, thi bat dau bén may hé
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théng siéu thi...thi lay cua nhitng cdng ty lay cua nhiing cai dau mdi nay kia thi nguoi ta s& ting
theo gia thi truong. .. va néu nhu ma khéng ting gia cho ngudi ta thi ngudi ta s& khong giao hang,
thi cac cai hé thdng siéu thi d6 don qua bén nay dit hang ¢ bén ndy... nhung ma thyc té thi san
lwong & bén nay ciing khong dap tmg di, tai vi minh san xuat quy mé bao nhiéu d6 1a minh chi c6
ra dugc bao nhi€u do thai... chir co boi cling khong boi ra thém duoc (cuoi) ¢o hai trai non di nira
cling khong ra duoc céi san luong 16n hon 4...thi no ciing ciing ¢6 cai d6 thi vao nhiing thoi diém
d6 thi hau nhu 12 bén minh ciing dut hang bén minh ciing khong c6 hang nhiéu d¢& ma cung cp
cho ho

[28.03] Interviewer

Nhung ma trong cai thoi diém d6 minh van phai cam két gitr gia véi lai bén siéu thi, chtr khdng
c¢6 duoc quyén ting gia?

[28.11] B12Aug30Do

Khéng c6 ting nhung ma tir nim ngoai. .. nghia 14 ti ldc ky két hop dong méi & thi minh thay céi
tinh trang do, siéu thi 1on thi cai bo phan mua & bén siéu thi ciing khong phai 13, néi thang luon,
la cling khong phai cai nguoi lam nong va ciing khong phai la céi... dai khai la cai cach lam viéc
4 né ciing khong duoc goi 12 fair play Iim (cudi) cho nén 1a minh bo cai diéu khoan dé va minh
ban 1&n xudng theo gia thi trudng. Theo gié thi truong ludn chir minh khong ¢6 khong co cai do
nitra tai vi minh cam két nhu vdy bao nhiéu nam trdi. Minh ciing chang c6 dugc hd tro céi gi, vu
tién cai gi... cho cai chuyén ma minh lam, theo minh nghi 14 cai viéc minh lam t6t d6. Thi chi c6
dugc mot cai la téi ching thoi diém hang 1én thi dem don hang hoi bén nay dat nhiéu thé thoi
(cudi), thi céi loi ich khong c6 duoc...day cho nén 13 minh nim gan ddy thi minh bo cai diéu
khoan d6

[29.30] Interviewer

Vay véi cai chuyén la nhitng nam trudc d6 cam két gia vay thi minh van phai mua lai cho céc céi
ngudi mua ciia minh véi muac gia thip nhu vay ludn hay 1a anh phai...?

[29.41] B12Aug30Do (tra loi khi chua hét cau hoi)

Nhiing céi thoi diém d6 thi minh van phai mua gia cao do

[29.47] Interviewer

Nhung ma minh ban lai?

[29.47] B12Aug30Do

Minh ban lai minh ban 15

[29.49] Interviewer

Van phai chap nhan?

[29.49] B12Aug30Do

u

[29.52] Interviewer

Nhung ma cé trudng hop nao anh hong cé thé nao mua gia cao duoc nhu vay réi ho bo minh, ho
hdng cung cap hang cho minh khong?

[30.03] B12Aug30Do

Lam an lau dai ma, cho nén 1a minh ciing phai hd tro... va ké ca minh ciing khong thé nao noi
rang la... minh khdng cung cip hang cho siéu thi. Cho nén Ia minh van phai mua d& ma minh cung
cap hang cho siéu thi, chir khdng thé nao ma ngudi ta dat hang ma minh khéng giao duoc. Tai vi
chuyén lam &n 1au dai thi ¢ lic nay luc kia

[30.27] Interviewer
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C6 khi nao ma bi gap van dé gi vé chat lwong san pham khéng anh?

[30.36] B12Aug30Do

Cai hang cta b&n minh & thi hau nhu 1a it. N6 khong c6 bi cai dé... tai vi cai quy trinh san xuét
ctua minh 12 minh kiém soét cai d6 hét toan bo... gidng nhu 1a khong phai minh di mua hang troi
ndi & ngoai dé ma minh khéng co thé kiém soat duoc cai chit lwong. Cho nén 1a céi cua bén minh
1a hdu nhu 12 khéng co

[31.00] Interviewer

C6 trudng hop nhu 13 ho tron hang khéac gia tri thap hon vo. Tai vi minh mua gia cao hon gia thi
truong, c6 khi ndo ho dua san pham kém chét lugng vo cho minh?... Tai minh bao tiéu cho ngudi
ta?

[31.18] B12Aug30Do

Theo minh nghi thi cai d6 ndé ¢c6 nhung ma mét cdi ty Ié nao do no ciing khong ¢6. Ho lam nhu
vay thi ho ciing cam thay chang c6 loi 16¢ gi hét &. Vi céi thir nhét 1a cai quy mé cai vuon cua ho
1a bao nhiéu d6, va minh... ¢6 thé 1a minh khdng téi hang ngay nhung ma mét tuan minh van téi
mat hai lan, thi minh biét duoc la vai cai quy mé ho dang trong nhu vay thi cai thoi diém nao, dau
vu n6 nhu thé ndo, ré vu né nhu thé nao va cudi vu né nhu thé ndo. Cai san luong d6 minh nim
duoc, r cai san luong d6 minh co thé udce lwong dugc. Cho nén 1a ho... minh thay Ia tr cai vuon
d6 cai thoi diém d6 ma ty nhién cai sé luong né nhu vay thi minh ciing s& nghi ngo lién a. Roi cai
[ngap nging 2s] cai hang kiém nghiém nay kia rdi minh lay mau cua ho minh di minh kiém nghiém
nay kia, thi minh ciing s& c6 thé phat hién ra nhirng cai hang ma khdng phai lam dang theo quy
trinh caa minh. Vi du nhu ¢6 thé 1a cai ham luong du lugng thudc trir sdu cta & bén minh 1a no...
néu 1am trdng theo cai quy trinh nay thi nd... nd rat 1a thap... hau nhu 1a khong c6, vi du nhu vay.
Ma cai hang ho don ¢ ngoai thi chic chan 1a cai du lugng no s& cao hon. C6 thé 1a van nam & trong
cai tiéu chuan nhung ma né s& cao hon han gap hai ba lan cai cai hang cua minh, thi minh ciing
biét lién. T4t nhién 1a khong vuot ra ngoai tiéu chuan Viét Nam (cuoi) khéng vuot ra ngoai tiéu
chuan VietGAP, nhung ma cai du luong cua ho 1a co... thi minh s& 1am viéc véi ho thi

[33.05] Interviewer

Nhung ma c6 xay ra truong hop nhu vay bao gio khéng anh?

[33.08] B12Aug30Do

Trude kia thi cling ¢6 nhung ma sau d6 thi hdu nhu 14 thoi gian hdi gan gan day thi khong c6
[33.15] Interviewer

Thé thi nhu em nghi ¢6 cai truong hop vay, tai vi ho ciing mudn minh 1am an 1au dai véi ho. Ho
cling mudn giir cai mbi quan hé véi minh. Trong cai thoi diém ma gia thi truong nguoi ta dang
mua cao va minh thi ciing cam két véi ho 13 minh mua mét céi gia vira phai thoi khdng thé cao
dugc nhu thi truong, thi ho sé dem cai hang ctia ho ra ngoai thi truong ban sau ho sé tim cai ngudn
khac dé ho dap vo cho minh. Thi ¢é bao gio anh phat hién ra cai trudng hop nhu vay khdng? Tac
la vé mat san lugng minh ndi la cung cap ba tan, thi ho ciing chi cung cap ba tin thoi d6, nhung
ma thuc ra ba tin khdng phai hang tir cai vuon caa ho, vuon cia ho chi dang trung 1én cho minh
coi vay thoi?

[33.57] B12Aug30Do

Thuc té thi em néi nhu vay né ciing no6 ciing c¢6 1y d6, nhung ma né bat hop ly mot cai 1a... ban
than cai lic d6 cai gia hang ngoai & ngoai thi trudng cling cao 1am, va ho béan cai hang nay ra thi
ho cling chi ban dugc ngang gié thi truong thdi...chir nguoi ta cling thi truong ¢ ngoai nguoi ta
dau c6 can mua hang cao cap dé lam cai gi, ddi voi ngudi ta cai hang cao cp cai hang & ngoai cho
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dau méi noi chung 1a cai hang cao cip dbi véi ngudi ta khéng 6 ¥ nghia cho nén ho ciing chi la
nhu dua leo thi ho cling chi mua la cai dua leo thoi (cuoi) ...chr ho khong mua céai dua leo ma
chat lugng cao nay. Cho nén la céi gia khi ma ho ban ra, thi no ciing chi 1a cao bang vai céi gia ¢
ngoai thi trudng thdi, chir khéng thé nao ma cao hon duoc. Cho nén Ia cai chuyén d6 hong hong
c6 thé nao xay ra dau, ho khong thé lay cai hang nay hang chat lugng cao rdi ho don chét luong
thap, trao bang chét lugng thap tai vi thoi diém day thi gia ca né nhu nhau (cuoi)

[34.51] Interviewer

Tuc la khdng cd lic ndo ma gia hang thi truong gia sé thip hon cai hang chét lugng cao cua minh
tai vi thuong 1a chat luong// rat 1 khac nhau?

[35.01] B12Aug30Do (Tra I&i khi chua hét cau hoi)

Co chur. Binh thuong a... binh thuong & la cai hang cai hang cua minh & la minh mua cai gia cé
nhinh hon, nhinh hon khoang mot ngan, ngan rudi gi d6 mot ky so véi cai hang diy & ngoai
[35.14] Interviewer

Thi s& c6 cai trudng hop 1a minh mic du gia caa minh cao rdi nhung ma béi vi... c6 nhitng ngudi
khac nguoi ta biét 13 cai vuon d6 1a vuon san xuat sach, cai ho vo ho tra cai gia cao hon, thi vuon
ciia minh s& mua hang troi noi d& cho minh, réi liy cai hang ban cho cai thang lay gia cao hon.
Tuc 1 vi canh tranh vé céi san pham sach bay gio em thiy ciing nhiéu, rat 1 nhiéu noi nguoi ra
gianh dé mua duoc cai san pham ma c6 céi goi 1a sach d6. Thi minh mua cao hon mét hai ngan
nhung ma c6 cai thang nd ban cao hon nita thi ho s& mua?

[35.55] B12Aug30Do

Thi ¢ ddy dé ma 1am an voi nhau lau dai téi gio Ay thi... chu yéu lam an ciing dua trén céi uy tin
v6i nhau thoi d6. Thi néu nhu ma ciing ¢6 nhitng céi [ngap nging 3s] thoi diém ma ho cé thé noéi
véi minh 13, I c6 ngudi d6 mua véi gia nhu vy nhu vay do, thi ho cling yéu cau minh céi gia nhu
thé nay thé kia. Thi ciing c6 thé xem xét... thi minh c6 thé diéu chinh gia ciia mang ludi céc siéu
thi nay kia vay, & ma minh nang. Nhung ma thyc sy ma noi thi cai san luong cua nhiing cai nguoi
d6 mua khong nhiéu. T4t ca céc céi hé thdng rau sach khac bay gio thi mua khdng nhiéu, cho nén
la ho cling mua khong hét céi san luong cta cai vuon cua minh dau. Va bu lai mot cai nira la
minh...minh lai c6 céi lgi thé 12 minh c6 céi trai riéng cua minh. Minh ¢4 trai riéng caa minh cho
nén 1 ok... ho... néu nhu ma ho cam thay la 1am an khong dugc, thi... khong phai 1a nim bay
nha vuon d6 déu cat caa minh hét, ma c6 thé 1a mot hai nha vudn. Thi d6i v6i minh... cai san
luong d6, minh ¢ thé hut chd d6 co thé hyt ti xiu nhung ma minh van chii dong dugc cai ngudn
hang ciia minh ty san xuét trong trang trai. R6i tir tir minh tim cach minh bu lai bang nhiing cach
khéc. Chir minh khéng phai 1a...Ho khong c6 nam cai quyén chi phdi trong cai san lugng cung
cap cho minh cho nén 1a minh cé thé ¢am phan duoc, minh sin sang tir bo nhitng cai doi hoi ma
nd minh khong dap g duogc

[37.42] Interviewer

Nhung ma vay la c6 bao gio da xay ra cai tinh trang nhu em n6i khong?

[37.45] B12Aug30Do

Ciing c6 mot s6 ngudi, ngudi ta theo cai thoi diém gia nay kia d6 do, thi... va tit nhién ciing co...
Hoi ndo gio thi ciing dao qua dao lai bon nam nguoi ay, va ciing c6 nhimg ngudi khong trung thuc
chtr khdng phai la khéng cé.

[38.05] Interviewer

Anh c6 thé ké cho em mot cai truong hop ma anh da phat hién duoc cai d6 trong qua khir. Ho lam
nhu thé nao khong a?
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[38.13] B12Aug30Do

Thi chu yéu thi ho... ho ¢6 thé 1a ho don hang nhu em néi 1a c6. Ho ldy ludn cai hang cta vuon
ké bén vi du nhu 1a vuon caa anh em nay kia gi 6. Nghia 1a khong c6 tham gia trong cai chd cua
minh nhung ma ho ciing tréng nhitng san pham d6 gidng nhu ho. Va ho kéu anh em ma & may
dua qua day tao ban ludn cho & d6. Vi du nhu vay 1a mot céi, roi cai thi hai nita thi ho... canh tac
khong c6 dung theo céi tiéu chuan caa minh. Ho ¢6 thé 1a vi du nhu 13 ¢ trén d6 chi bon mot céi
lwong phan bon 13 nhu vay thdi thi ho bén nhidu hon 1én dé ma cai trai d6 nay kia dd nhin cho né
dep, nd ay. Vay rdi ¢ nhitng cai thoi diém ma sau bénh va sir dung nhitng cai thudc trong céi
danh muc cua minh, thi ho khéng co... thuc sy 1a khong... co nhitng céi thoi diém ma phai bo
nguyén ca vuon. VA ho lai sir dung nhitng céi thuc & trong cai danh muc cAm nay kia gi d6, dé
ma ho ciru cai vuon cua ho. Thi minh phat hién ra nhirng cai truong hop nhu vay thi, sau khi lam
viéc vé6i ho, néu nhu ho khong c6 su ma thay ddi sy cai thién thi minh cling khong c6 mua hang
cua ho tiép nira

[39.43] Interviewer

Anh c¢6 nghi nhitng hanh vi nhu vay 1a hanh vi co hoi khdng?

[39.53] B12Aug30Do

Thi ciing ciing co... tai Vi cai thuc té thi cai tu duy cta cai ngudi ndng dan cua minh & hdi nao téi
gid no...no... nd nhu vay. N6 hau nhu 1 n6 chua cé duogc cai thién nhiéu. Nhu hdi xua 4 lic d6
minh lam con lam... lic mai ra &, minh con lam véi lai néng dan ¢ trén Pa Lat nita. Thi cling 1én
trén do, cling dau tu nay kia cho ho, cam két bao tiéu d6 nay kia day d6, nhung ma téi ching thi. ..
nghia 13 cai... cai hang cai thoi diém ma hang ma gia thap &, thi ho c6 bao nhiéu thi ho don hét
cho minh, t6i chirng thoi diém ma gia cao 4 thi ho kéu vuon ho bi hu hét réi, ho dé cho minh duoc
c6 ti xiu & (cuoi). Nhung ma rdi cai khoang cach né qua xa di, minh ciing khong di 1én di xudng
roi nay kia duoc day dé nén minh ciing khong kiém soat hét duoc nhirng cai van dé d6. Cho nén
1a sau khi 1am dwoc vai vu thi thua khong lam dugc nita thé 1a minh rGt vé minh 1am & dudi nay
khong thoi khdng co lam véi cai thi truong hang Pa Lat nira

[41.03] Interviewer

R6i cai d6 anh hudng dén minh nhiéu khéng anh, hdi cai lac minh lam cai d6 thi né anh huong?
[41.07] B12Aug30Do

Nhiéu chtr, mat tién mat bac roi nay kia ri rat 1a nhiéu

[41.11] Interviewer

Nhung ma may céi ho trén Pa Lat 6 anh ciing kiéu 1am gan vai ho vé tiéu chuan ky thuat y chang
nhu vay luén?

[41.18] B12Aug30Do

Khong hoi xua thi 1am khong cé déy nhu vay dau. Chi c6 1 ho 1am & thi tiéu chuan ky thuat thi
c6 nhung ma khong co git gao nhu 1a thoi diém ndy 6. Va nghia 13 minh chi muén 1a minh tng
tién cho ho dé ho 1am ay, dé ma minh c6 mét céi san luong 6n dinh dé ma minh cung cap dé ma
minh thu mua théi. Nhung ma cling khong khong duoc

[41.46] Interviewer

Pay 1a minh dua tién truée cho ho ludn?

[41.47] B12Aug30Do

O ¢6 ¢6 ung tién trudc, tien phan tién gidng nay kia do gi gi d6 & ing trude. Nhung ma téi chirng
& thi hang hang ma IGc ma ré thi ho don hét cho minh (cuoi) téi ching IGc hang méc thi... thi ¢
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trén d6 minh ¢ dudi nay ma... ¢ trén d6 thuong lai ho di t6i tan vuon ho thu thu thu thu ho ban
mét tiéu chtr ho déu c6 chuyén hang xudng cho minh dau

[42.12] Interviewer

Nhung ma & trén d6 14 anh s& khdng hd tro cho ho vé ky thuat anh khdng c6 cho ho di tap huin gi
nay no anh chi dva...?

[42.20] B12Aug30Do (Tra 16i khi chua hét cau hoi)

Khong lic, luc d6 thi thi truong cach day khoang mudi miy nam roi, lic d6 thi truong né con so
khai 1am. N6 chua c6... hau nhu lic d6 con chua co tiéu chuan VietGAP

[42.32] Interviewer

Vay anh ¢6 thé so sanh cho em duoc hai cai khac nhau giira cai viéc ngay xua anh lam véi o trén
ba Lat a vai cai hién gio minh dang lam, thi tai sao ¢ trén ndng dan & Pa Lat ho, ho ¢6 nhin co vé
nhu ho co hoi nhiéu hon 14 véi nhitng cai ho anh dang 1am bay gid dung khong, anh c6 nghi Iy do
tai sao ma nd co cai khac biét vay khong, tir chi quan cua ho hay 1a?

[43.02] B12Aug30Do

Minh nghi 1a mdi thoi diém né mdi khac va cai cach 1am caa minh bay gio n6 ciing khac véi lai
cai hoi xwa thi cai ma ... cai khac nhat bay gio & 1a minh 1am gan chd caa minh minh cé thé kiém
soat dugc nay kia d6 duoc cai d6 ciing 1a mot cai. Céi thir hai nita 14 cai... c6 cai san pham & hién
nay thi minh 1am nhiing cai san pham nhiét d6i. Nhu bay gio vi du nhu chi yéu bay gio san pham
ciia minh dang ¢ thi truong d6 13 trai bau, céi trai bau, trai bi dao véi lai dua leo nay kia d6 gi
d6...vé6i céi thi trudng cua nd nd ciing twong d6i 1a binh 6n. N6 khdng ¢ nhiing thoi diém ma sot
gay gat nhu 1a cai hang ndng san & trén Pa Lat d6 thi cai d6 cling 1a mét trong nhitng céi yéu t6
ma [ngap ngung 2s] dé ma céi nguon cung ciia minh né né 6n dinh hon. .. né khéng day chua... vi
du nhu 1 cai hang nong san trén Pa Lat 4 thi nd phu thudc vo céi thoi tiét nay kia do rat la nhiéu.
C6 nhitng lac coi nhu 13 bi swong mubi d6 nay kia gi d6 thi hau nhu 1a khong c6 mot cai bap cai
nao dé ma dat cai tiéu chuan dé ma dwa vo siéu thi hét. Roi ¢ nhitng cai ma dai khai 1a gidng nhu
la n6 thiét hai rat 12 nhiéu cho nén 1a n6 tao thanh nhitng cai sét vé cai mat hang do. Thi bay gio
nhitng cai mat hang minh 1am né khong c6 céi yéu té d6 nhiéu, cho nén 1a d6 ciing 1a mot céi yéu
t6 ma minh c6 thé 1am n6 bén ving dugc

[45.13] Interviewer

Anh nghi 1a nhing cai viéc ma minh gan két chat ch& hon véi cac cai ndng ho ay nhu 1a cai chuyén
anh cho ngudi ta anh ddi Xt gidng nhu ndy anh néi anh coi ngudi ta nhu nhan vién cua minh cho
ngudi ta di hoc ludn rdéi hudng dan cho ho lai nhitng cai do, thi cai d6 nd c6 anh huong dén céi
viéc 12 ho 1am viéc vai anh lau dai hay 1a ké ca céi viéc dam bao 1a ho cung tng cho minh khong?
[45.37] B12Aug30Do

Minh nghi 14 ciing c6. tai Vi dU gi thi céi thi nhét 13 cai nguoi nong dan nguoi Viét Nam minh noi
chung cai nguoi ndng dan cia minh va ngudi mién Nam néi chung nira 4 thi cai tinh cam 4 d6 1a
mot céi yéu té ma né quan trong

[46.07] Interviewer

Trong nhiing céi hanh vi IGc ndy ma anh liét ké a4 nhu 13 ¢ thay doi vé gia ca, anh biét 1a ho béan
ra ngodi nhu vy thi...cai mirc @ ma anh chap nhéan cai hanh vi nhu vay c6 cao khong? anh c6
chap nhan cai hanh vi 6 khong?

[46.28] B12Aug30Do

Néu ma néi vé ma chip nhan thi [ngap ngirng 3s] thi ciing ciing biét...nhung ma minh ciing mat
nhdm mét mé tai vi minh khong c6 [ngap ngung 2s] can thiép dugc nhidu vo cai 6 véi céi vai cai
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ngudn luc cia minh, nhung ma [im lang 3s] thuc té thi ho ciing khong phai 14 ho ban hét ra ngoai.
Ho ciing o cai... ho van giir lai dwoc mot cai... ho van mudn 1am an véi minh 1au dai ma. Ho chi
mubn & trong céi thoi diém d6 ho kiém thém duwgc mét it vay théi, nhung ma ho van mudn 1 sau
thoi diém d6 thi ho vin 1am in v&i minh lau dai, cho nén ho van giit lai cho minh mét cai san
lwong né cling twong ddi, dé ma ho duy tri véi minh thé nay thé kia thi [ngap ngimng 2s]. Théi thi
mat nhim mét mé, chir ciing dé ma 1am 4n véi nhau ché 1am gat voi nhau qua thi né ciing khong
c6 ay rm

[47.33] Interviewer

Vay anh c¢6 nghi d6 1a binh thuong khéng?

[47.40] B12Aug30Do

Déi vai cai diéu kién caa minh nhu hién nay thi khéng chap nhan ciing khong dugc nhung ma du
gi khong c6 thi van tt hon (cuoi)

[47.56] Interviewer

Nhung ma né trg thanh pho bién roi dung khong anh?

[47.59] B12Aug30Do

Pung rdi n6 tro thanh phd bién rdi, nd nhin chung thi ai ciing vay chir khdng phai gi 1a ca biét
[48.12] Interviewer

Vay thi truge khi ma anh 1am véi ho véi nhitng céi nguoi nhu vay thi méi quan hé hai bén nhu thé
nao, va sau khi ma né c6 nhitng cai chuyén nhu vay xay ra thi anh ¢6 thiy 1a minh c6 thay déi gi
trong cai méi quan hé véi ho khdng khi ma anh phat hién ra 1a ¢6 ho khong c6 con wu tién cho
minh nhur 14 cam két nhu vay?

[48.43] B12Aug30Do

Hau nhu thi anh thiy 13 anh ciing khong thay doi gi nhiéu, tai vi ¢6 18 1a do céi tinh anh n6 nhu
vay. Hoac la rdi thi anh nghi thi trong nam bay ho nong dan d6 thi tat nhién 1a c6 nhitng ho minh
than hon, c6 nhitng hd minh it than hon chir khdng phai. Thén ¢ day 1a trén cai khia canh goi la
tinh cam don thuan chir khdng phai la céi khia canh 1am an, ma goi 1a than hon thi vu tién nguoi
nay hon ngudi kia hon. Nhung ma cai chuyén than véi ngudi nay hon rdi it choi véi nguoi kia
hon 1 ¢ chir khdng phai khdng 6. Nhung ma vé mat 1am an thi minh van d6i xir né céng bang
thoi, n6 binh dang nhung ma thuc sy ma noi déi véi nhitng ngudi ma minh than hon 4 may nguoi
kia vay d6 thi minh ciing cam thay rang 1a & ho ho 1am an véi minh né dang hoang hon, ir. Nhiing
cai chuyén nay kia roi gi d6 no ciing it xay ra hon. Va do, roi thi cling c6 thé 1a do ho dang hoang
hon cho nén 1 minh than hon hodc 14 do minh than hon cho nén ho d6i xir véi minh dang hoang
hon thi hai cai 6 (cuoi) khong biét 1a cai nao né tac dong dén céi nao nhiéu hon doé

[50.05] Interviewer

Vay khi ma lam an véi nhiing cai nguoi, nhirng cai ndbng ho nhu vay 4, thi gitra hai bén cé céi quy
tac ndo trong cai mdi quan hé nay khong? hay la nhirng chuan muc nao chuan myc cho méi quan
hé ma dac thu lam an thi trong cai nganh nay thi phai tuan tha?

[50.23] B12Aug30Do

Thi nghia 1a cai... thuc té thi ho... cha yéu nhitng ngudi nong dan d6. .. thi hau nhu 14 ho chu yéu
ho tu tim dén minh. Um tai vi céi thi trudng bén ngoai 4 n6 ciing dang rat 1a bap bénh va ho muén
c6 mot c&i sy 6n dinh trong san xuat cua ho. Ho mudn ir... va minh ciing néi ludn, bay gid céi san
lwong cua tui du roi néu nhu ma anh mudn tham gia, 4y, thi anh phai trong cai nay thdi, chd khdng
tréng cai kia. Trong céi kia t6i mua khdng c6 hét d6. Thi ho ciing mudn 12 6n dinh cai cai chuyén
san xuat caa ho, thi ho méi tu tim téi minh. Chér hdu nhu 13 minh khong c6 tu tim ti ho, cho nén
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1a trudc khi ma ho chap nhan, ho thdy minh lam nhu vay va ho kéu 1a c¢6 can ngudn hang do thi
ho s& san xuat cho minh &, thi ho ciing da chap nhan nhitng cai tidu chuan nay kia 6 caa minh
dua ra. a ir hang ciia em néu nhu ma anh lam hodc chi 1am thi né phai nhu vay nhu vay vay, va céi
d6 1a cai tiéu chuén cai quy dinh ma khi ma ho bat dau tham gia véi minh.

[51.31] Interviewer

R6i sau d6 trong qua trinh hai bén hop tac thi ho ¢6 céi quy tic gi trong mdi quan hé giira hai bén
khong anh?

[51.41] B12Aug30Do

Thi minh chi c6 cai quy tic d6 thoi 1 thi dung theo cai tiéu chuan cia minh dua ra véi cai san
lwong cta minh dua ra théi, chir con ngoai ra ciing khong co quy tic gi hét

[51.56] Interviewer

R6i anh ¢6 mong doi gi d6i véi ho vé nhitng céi hanh vi cua ho héng?

[52.04] B12Aug30Do

Tat nhién thi...minh luon ludén mong doi. .. rang cai nhitng cai ddi tac cia minh nai riéng va ké ca
nhitng ngudi néng dan noi chung ludn thi.. ho cang ngay ho cang chuyén nghiép hon, chuyén
nghiép & day ké ca trong céi...chuyén nghiép ké ca vé trong cai san xuat va chuyén nghiép lun
vé ca thi truong, chuyén nghiép ludn ca vé trong cai mdi quan hé 1am an nay kia gi d6. Thi cang
chuyén nghiép thi n6 s& cang cang dé. Chaé con hién nay thi thanh thuc ma noi ludn thi ngudi néng
dan ctia minh noéi l1a lam bao nhiéu doi lam nong dan nhung ma thuc su la khong chuyén nghiép.
Khéng chuyén nghiép ca vé céi lya chon cy gi, con gi. Roi khong chuyén nghiép ké ca vé cach
lam an budn ban nay kia

[53.08] Interviewer

Thi néu nhu ma néi 1a chuyén nghiép trong mébi quan hé 1am an nghia 13 sao anh ha?

[53.16] B12Aug30Do

Thi ho phai 1am dung theo nhiing cai cam két ho dimg dang ndi nay trong ndi no (cuoi), ho d6
nhu vay do

[53.28] Interviewer

Con nhitng vi du trong trudng hop 6 su ¢ xay ra thi nhu thé nao?

[53.38] B12Aug30Do

Theo em la nhiing su ¢d nhu thé nao?

[53.43] Interviewer

Em khong biét 1a & trong khi ma giira hai bén anh véi cac dbi tac thi n6 sé thinh thoang c6 khi nao
né xay ra mot céi truc trac gi d6 hay khong, c6 cai van dé gi d6 xay ra thi?

[53.58] B12Aug30D0

D6 thi nhitng céi su ¢d vi du nhu 13 vé& mit tiéu chuan chit luong, vé mat day nay kia thi hoi ndy
anh ciing trao d6i voi em d6 thi minh s& n6i véi ho rang tr minh phat hién ra nhitng céi chuyén
nhu ddy nhu vay nhu vay. Thi néu nhu ma ho khéng c6 dép tng duoc nhing cai tiéu chuan cua
minh ay dua ra thi minh s& khéng c6 tiéu thu hang cua ho nixa

[54.27] Interviewer

Vay la...em dung lai cai tir chuy@n nghiép trong cai méi quan hé cia anh & thi ¢6 su ¢ xay ra nhu
vay thi thé nao? Anh s& anh s& dinh nghia thé nao la chuyén nghiép?

[54.43] B12Aug30D0
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Thi céi ban than trong céi cach cua ho 1am, néu nhu ma ho 1 cai ngudi chuyén nghiép thi khi ma
dd cam két 13 1am theo dung cai d6 cai d6 nhu vay, thi ho phai lam theo dung cai ma di cam két.
Thi d6i v6i minh nghi d6 13 sy chuy@n nghiép.

[55.18] Interviewer

C06 hanh vi nao cta ho ma né theo dang la co hdi hodc 1a ho tiéu cuc & khi ma anh lam viéc véi ho
anh biét chic chan la nd s& xay ra nhung ma anh khong c6 cach niao anh ngin chin né truéc?
[55.44] B12Aug30Do

C6 nhirng cai ma minh 1am thi trudng cling nhiéu ndm rdi thi minh ciing biét dugc nhiing cai... vi
du nhu 14 1am hang khong dung tiéu chuan, don hang roi thé nay thé kia rdi thoi diém ban hang
cho minh tly theo thoi diém gid nay kia thi kia d6. Thi cai nay truéc khi ma minh cong tac véi ho
thi minh ciing trao d6i thang than théi. va khi ma ho khong dap tmg dugc thi minh...nghia 13 minh
6 phat hién... minh... minh c6 phat hi¢n... va minh khéng... minh cling phat hién thi minh ciing
trao doi nay kia néu ma ho khong day duoc thi minh ciing cham dut hop tac voi ho thoi

[56.28] Interviewer

Vay minh c6 c4ch nao dé ngan chin né truéc khdng anh?

[56.34] B12Aug30Do

Khong tgi bay gio anh ciing chua biét cach nao dé ngan chan hét (cuoi). Chi chi 1a chi 1a bang céi
cam két voi nhau ddy vy thdi chir con ngan chan ho ciing khong biét ngin chan bang cai cach
nao

[56.52] Interviewer

Tai sao khi ma anh 1am viéc véi bén SGC & thi minh sé& phai bat bugc ban véi ho ban cho SGC véi
gia cam két trong nhitng nam trudc, khi ma hang thi truong 1én nhu vay anh van phai ban cho ho
cho SGC véi céi gia d6. Trong khi d6 thi minh lai phai khdng bét lai dugc cai nguoi nong dan ho
ban cho minh céi gia vay...phai chap nhan ting cai gia mua Ién, tai sao lai c6 cai sy khéac biét? Tai
Vi vi du anh di véi nha néng anh ciing 14 nha mua thi anh d6i voi SGC déi véi anh ciing 1 nha
mua thi tai sao minh lai khong deal gia lai voi lai bén SGC dé thay doi

[57.38] B12Aug30Do

Urm & day minh noi vé 1a cai quyén luc (cuoi) cia ciia ngudi mua, tm & diy minh noi vé cai quyén
lyc ctia ngudi mua thi d6i voi mot cai hé thbng ma. .. nha béan 1¢ 16n nhat Viét Nam hién nay thi
cai quyén lyc nguodi mua caa bén SGC 1a twong d6i 16n, tm ho c6 thé ap dat nhitng céi...diéu
khoan nhiing ci diéu kién nay kia roi gi cho nha cung cép rat la léon.

[58.10] Interviewer

Nén la minh buoc phai?

[58.12] B12Aug30Do

Minh budc phai tuén theo cai do.

[58.19] Interviewer

Gid em lai hoi qua véi vai tro & bén SGC véi lai cac doanh nghiép. Thi hdi ndy anh c6 chia sé la
khi SGC thi ho s& mua lai tir cac cong ty cac hop tac xa theo céi tiéu chuan VietGAP, thi em khong
biét 1a bén SGC c6 hd tro gi c6 cai hoat dong gi hd trg cho nhitng cai don vi ma ho mua hang dé
ho cung &ng tot hon?

[58.54] B12Aug30Do

Theo nhu minh biét & thi thi hiu nhu ciing khong ¢6 cai hoat dong gi nhiéu, cach day may nam
trugc thi véi cai thoi diém ma tét 4, thi cai thoi diém hang tét 1a cai thoi diém ma thir nhat 1a né
hit hang, va céi gia ciia né tang 1én rat la cao, thi SGC ¢6 céi sir dung cai ngudn quy binh on gia
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ciia & bén nha nudc cung cip cho SGC trong vong ba thang gi d6. thi SGC mai ding c&i nguén
quy do6 tmg trudce tién cho nhitng cai dau méi cung cap hang cho céc cai cong ty, tng trudc tién
dé ma giir duoc cai gia ma né thap ¢ trong céi thoi diém do, tm giéng nhu 13 mua trudc vy do,
roi tmg trudc tién rdi nhung ma thuc sy thi cai d6 nd ciing 1am may nam lién tuc 4, ndm siu nim
lién tuc nhung ma tinh ra thi né ciing khong khong khong dem lai hiéu qua nhiéu, c6 chu khong
phai 12 khong c6 nhung ma ciing khong dem lai hiéu qua nhiéu [im ling 2s]. D6 thi cai hoat dong
cha yéu cia SGC @ ma hd tro hd tro supplier thi d6 chi duoc & dirng lai & cai mirc d6 thoi, chir
con vé mat ma ki thuat rdi vé mat chinh sach do nay kia d6 gi d6 thi hau nhu 1a khong c6. Néu
ma noi vé ky thuat thi ky thuat caa SGC ciia SGC thi ciing khong c6 hon duoc (cuoi), ciing khong
c6 di hd tro ai dugc vé mat ky thuat hét roi. Con vé ma mat chinh sach roi nay kia gi d6 thi nd
cling hau nhu ciing khéng c¢6 mot cai chinh sach nao ma no cu thé va c6 hiéu qua dé ma phat trién
cai ngudn cung 6n dinh cho SGC hét.

[01.01.08] Interviewer

Anh néi 1a n6 khdng c6 hiéu qua trong céi chuyén 1a tmg truéc ngudn vén tién trong céi quy binh
6n gia 12 nd khong hiéu qua nhu thé nao anh?

[01.01.19] BL2Aug30Do

um [im ling 3s] thir nhat 12 né nd khéng binh 6n dwoc nhiéu...nd van Ién gia. Va nd ciing bén
Kia... bén nhitng cai nha cung cap 4y, thi ciing phu thudc v thi truong. Thi néu nhu ma cai ngudn
tién ma cung cip ma du 4, thi nguoi ndng dan...may ngudi kia thi ciing di mua lai ciia ndng dan
thoi, thi néu ma thoi diém ma nd st n6 sét qué 1én thi may thuong 14i & ngoai ho sin sang ho day
gia 1én cao nita thi bén nay ciing thua, ciing khong c6 nay roi. Tha hai nita 1a thuc té thi ¢ nhiing
cai doanh nghiép st dung nhitng ngudn tién dé sai muc dich, uhm nghia la... 13 lay céi tién d6 dé
di 1am cai chuyén gi gi d6 chir khdng phai 1a lo cai chuyén binh 6n gia. .. roi 1 cai d6 1a c6 chi
hong phai khéng 6. .. va né ciing thuc su ma néi thi n6 cling cé... co nhitng céi... nhitng céi sy
uu tién cho nhirng cai hop tac, doanh nghiép lon, nhitng cai hop tac xa... thuong la wu tién cho
hop tac xa truéc rdi méi téi nhitng cai doanh nghiép day rdi thé nay thé kia, thi cai su binh dang
& trong cai nguon tién hd trg d6 no ciing héng c6. O cho nén 12 nd dan téi nhiing cai chuyén 1a né
bat binh ding n6 khdng c6 hiéu qua trong cai chuyén sir dung cai ngudn tién binh 6n gia.
[01.02.56] Interviewer

Nhung ma em ciing chua hiéu lam Ia tién binh on gia tac 12 minh ¢6 cai quy tién xong roéi minh
cap cho lai cho nhitng cai nha cung tng cua minh dé doi lai 12 ho s& 1am céi gi anh?

[01.03.09] B12Aug30Do

Doi lai 1a doi lai 1a ho s& giit mirc gia 6n dinh cho cho minh. Thi vi du nhu 13 trong cai thoi diém
ma can tét 4 thang 12 &m lich la bat dau 1 hang n6 1én bat dau tir ram 12 hang n6 1én Ién Ién Ién
c6 thé 1a tang 1én gap doi gap ba lan, thi cai IGc ma thang 10 thang 11 am lich 1a bt dau la nha
nudc chi ra mot cai quy binh 6n. Thi SGC nhan duoc cai cuc nhiéu day... cac doanh nghiép 16n
1anh cai nhiém vu 12 1am binh 6n gia d6... 1a s& chia ra mdi dng mot cuc cuc vay né thi vi dy nhu
SGC, SGC sé lanh cuc nhiéu day thi ong SGC s€ chia nguoc lai cho 6ng nay 6ng nay 6ng nay 6ng
nay cho nhitng mat hang ma SGC cam thay Ia phai can binh 6n thi bat dau méi dua tién cho éng
nay kéu chir giod toi dua cho 6ng nhiéu day nha 6ng phai gitr cho toi cai gia giéng nhu 13 t6i mua
hang cua 6ng ¢ thoi diém nay va t6i chua 1dy hang t6i thoi diém dé 61 méi lay, toi thoi diém do
ong khong duoc 1én gia toi vi tdi mua cua ong rdi, d6 d6 cai muc dich cua binh 6n gia 1a no nhu
vay

[01.04.25] Interviewer
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Ttec 14 coi nhu minh hinh thirc minh tra tién trugce?

[01.04.29] B12Aug30D0

Um tra tién trude dé ma minh gitr cai nguén hang dé ma toi thoi diém dé thi minh 13y duoc céi
ngudn hang gia ré

[01.04.38] Interviewer

Nhung ma t6i thoi diém d6 minh c6 phai tiép tuc lai tra tién mua nira hay khdng hay minh tra tién
trir cai tién do ra?

[01.04.44] B12Aug30Do

Khéng, minh trir céi tién do ra

[01.04.46] Interviewer

Rdi con ho ding sai muc dich 1 dung sai muc dich nhu thé ndo anh? Tuc 13 thi cai nguoi ndng
dan ho s& dung céi tién d6 dé dem di trong lai?

[01.04.56] B12Aug30Do

Khoéng...chu yéu 1a cha yéu tai vi cai ngudn tién no khong xudng truc tiép t6i nguoi ndng dan ma
no chi qua cac cai doanh nghiép thdi. Pé...qua cac cai doanh nghiép thoi qua cac cai dau moi dy
lai. Chtr thyc su thi SGC ciing khong thé nao ma di mua tryc tiép cua nong dan dugc khong thé
nao di mua nho 1é vay duoc phai c6 mot cai ngudi gom lai mot cuc vay rdi réi méi mua lai mot
cuc do6 chir khéng thé di mua tirng miéng ting miéng dugc (cudi) & thi ¢d nhitng cai doanh nghiép
thi ho ng cai ngudn tién d6 ra rdi nhung ma ho khong c¢6 lam duoc cai chuyén binh 6n dé [im
lang 3s] rdi [im lang 2s] va thuc té thi nim nao ciing vay céi cai hang & trong iy no ciing nd ciing
I&n gi& chir khdng phai 1a khong [én rm

[01.05.50] Interviewer

Nhung ma ho nhan tién cua minh rdi sao ho t6i lic sao ho noi ting gia duoc?

[01.05.57] B12Aug30Do

Ho noi 1 khong ting gia nhung ma ho cung cap cai san lwong rat 12 thap (cuoi)

[01.06.09] Interviewer

Anh c¢6 nghi cai d6 ho co hoi khdng?

[01.06.10] B12Aug30Do

Cai d6 1a co hoi ddy, cai d6 1a mot dang co hoi

[01.06.14] Interviewer

Thi trong céi hop tac giira cac doanh nghiép voi SGC anh thay ¢6 nhitng hanh vi co hoi nao khac
nira khong?

[01.06.27] B12Aug30Do

U c6 chir khong phai 13 khdng c6... va cai chuyén ma co hoi ¢ thi...dé ma ho co hoi duoc thi ciing
do cai nghiép vu nghiép vu va ning luc cua cai hé théng, cua cai bo phan mua hang caa & bén céc
hé thdng siéu thi. Thi vi du nhu 1a... ho cd thé 1a dwa... vi du nhu mot cai nha vuon, ho ¢é thé 1a
dua cai hang dep ra ngoai ho ban hét vai gia cao... vi du nhu 14 trai cay di... ho c6 thé 1a ci hang
loai 1 14 ho dua ra may ci shop trai cay 16n nay kia... ho ban véi gia rat 1a cao trong khi d6 ho
dua cai hang loai 2, loai 3 va ho cung cap cho bén siéu thi thi véi cai gia ciing khong hé ré... do
thi... cai d6 thi do 1a céi cai ... ci k¥ thuat dam phéan va cai cach danh gia tiéu chuan cua hang
héa cta bén nay né ciing chua co dugc chuyén nghiép di... d6 thi no dan dén tinh trang nhu vay
va... thuc té ludn thi céi tiéu cuc 1a ¢6, & cho nén 1a nd né cé nhiing céi ... theo anh 1am trong
nganh thi anh danh gia la n6 la nhu vay...cho nén véi cai hang, cai hang rau qua thi khéng néi, né
it 1im nhung ma téi cai hang tréi cay &... ¢ trong cac hé thong siéu thi 4 thi anh danh gia khong
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c6 cao, hoic 1a do 14 céi cai hang ma dé ma béan vo trong... do 1a phai canh tranh vé gia cac hé
théng siéu thi phai canh tranh vé gia véi nhau rat 1a khdc liét, cho nén 1a ho muén tim dén mot céi
ngudn hang vé gia n6 canh tranh... thi cai d6 n6 dan ti mot cai hé luy 1a... ¢ trong siéu thi khéng
hé c6 hang dep nhat & hang tréi cay, chuyén do 1a chuyén tat nhién luén néu ma em di siéu thi &
em vo em danh gi4 hang trai cdy trong siéu thi 1a hang khdng hé ngon, khdng phai hang tét, khong
phai hang chit luong.

[01.08.57] Interviewer

Nhung ma nhu vay 12 do céi tic 12 siéu thi chap nhan mua céi san pham nhu vay hay 1a cai mong
doi cua céi san pham né khac dé 1a minh thay do 1a cai chuyén ngudi ta co hoi dbi voi minh?
[01.09.11] B12Aug30Do

Thuce su thi siéu thi... céi lGc ho chao hang & 1a ho chao hang cai san pham né ok nhung ma t6i
chirng ho cung cap thi n6 né khong c6 duge nhu 1a minh mong doi nhung ma minh lai khéng c6
mot cai dong thai nao ciing khong cd mot céi bién phap nao dé ma han ché duogc cai cai cai chuyén
do

[01.09.37] Interviewer

Khong khong lam gi duoc ngudi ta hét ha anh?

[01.09.41] B12Aug30Do

Hau nhu 1a...hau nhu 13 khong 1am gi...thi d6 né c6 nhitng cai goi 1a tiéu chuan ...hé thdng cua
minh né ciing khong c¢6 dugc minh bach dé ma rd rang, ¢é ma vi dy nhu 1a... i anh chi phai giao
cho cai hang n6 nhu day nhu day day day day, ké ca vé mat cam quan ké ca vé mat ay...roi va
Nngoai ra nd con co cai nhu anh néi hoi ndy & con co céi tiéu cyc nira

[01.10.12] Interviewer

Tiéu cuc la sao anh cé ngai chia sé cai chuyén d6 khong?

[01.10.15] B12Aug30Do

Thi téi thi cai chuyén ma under table... thi cai d6 1a cai cai co

[01.10.24] Interviewer

Nhung ma né pho bién cai chuyén d6 khong?

[01.10.32] B12Aug30Do

Phé bién va hau nhu khong phai riéng mot hé thong nao ca hé théng SGC ciing ¢

[01.10.38] Interviewer

Nhung ma chi ¢6 hé théng siéu thi mai bi cai d6 thoi con nhirng cai hé thong bén ngoai tai vi rau
ct qua thi n6 s& qua nhiéu kénh dé no dén thi trudng chi co trong siéu thi mai bi cai chuyén nhu
vay thoi?

[01.10.52] B12Aug30Do

Dung roi

[01.10.55] Interviewer

Tai sao no lai khac nhu vay?

[01.11.00] B12Aug30Do

Tai vi néu ban ra ngoai anh ban cho em, em la cha SGC thi céi san pham d6 anh néi thang 1a trén
gia ludn, a (cuoi) con cai nay anh ban cho siéu thi thi em la cai nguoi trung gian nguoi mua, em
la cai nguoi trung gian chir em khéng phai la chi um thi né khac (cuoi)

[01.11.24] Interviewer
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Con truong hop nao ma siéu thi ho sé gap cai hanh vi co hoi cua tir cai nhirng cai cong ty ma ho
cung &ng cho minh nita héng, ngoai cai chuyén la chit luong khong c6 duge nhu cam két ban
dau?

[01.11.52] B12Aug30Do

[im lang 6s] Theo anh nghi 13 khong. Tai vi vé mit ma gia ca do, thi hién nay thi n6 ciing canh
tranh v6i nhau rat 1 nhidu. Ciing khong thé nao ma ban mic cho siéu thi duoc, cho nén la béan
mac 12 ban mac theo cai hinh thirc lic d6 thoi nghia 1a ban hang loai 2, loai 3 ma ndi la hang loai
1. Va @6 vi du nhu vay théi chir con ngoai ra thi cting khong c6 khong c¢6 lam gi khac duoc
[01.12.25] Interviewer

Nhung ma nay anh noi la siéu thi gio ho cling c6 cai power cai ngudi mua 4 nhung ma tai vi ho
khdng cé han ché dugc céi chuyén do... khong co dung dugc cai power dé cho cai viéc ma bt céi
nha cung tng phai cung cip cho t6i cai hang dung nhu anh noéi

[01.12.45] B12Aug30Do

Vi du nhu 1a cai hang ma. .. cai cai power ciia ngudi mua thi né 16n, né 16n nhung ma...hau nhu
no 16n véi nhitng cai doanh nghiép nho (cudi), con d6i vai nhitng cai doanh nghiép ma 16n & thi
Céi...cling kho no6i 1im. Vi du nhu 1a bén M ok anh cung cap cho ho Ia tr ndi 12 bira nay anh cung
cap cho ho trai dua 1a tir tim lang chin lang mot trai, d6 cai size cua né 1a khoang nhu vay..

lac khac anh noi dwa ning mét ky, Ky hai thi néi... day ho c6 thé xudng ho khui dai mot thung
nao d6 ra ho lay ba trai ra ho dé 1&n can, vi du em n6i I1a bay dén tam lang thi ba tréi Ia it nhat
khoang hai ky mét, hai ky mét trg 1én. D6 néu nhu ma ho Iy ra ba trai ma ho khong khong diing
hai ky mét 1a ho sin sang ho tra hét nguyén 16 hang d6 vé cho anh, & ho néi 1a khéng nhan khong
dung theo ay va ho khong kiém thém mot trai nao nira hét ho tra hét nguyén 16 hang vé a...va ho
chap nhan 1a ho tréng quay ¢ trén

[01.14.09] Interviewer

Ho chip nhan?

[01.14.09] B12Aug30Do

Chap nhan ludn, ngay d6 ho s& khdng c6 cai mat hang ho ban ho chap nhan ludn. Nhung ma con
cai van hoa bén nay thi n6 khac, cai ap luc cia & dudi cac cai diém ban cac cai store khi ma ho
khong c6 hang ho bén 1 rat Ién dbi vai cai bo phan nhan hang va céi bo phan phong kinh doanh,
d6 cho nén 1a khi ma ho khéng c6 hang ho ban thi ho la 16i roi Ay thé nay thé kia, coi nhur 1 phong
kinh doanh phai 1am cach nao dé dé ma c6 hang cho ho bén...thi tai vi ho ciing phai ¢é nhitng chi
tiéu vé doanh sb d6 nay kia ho khong c6 hang ban lay gi ho c6 doanh s (cudi). P6 thi phong kinh
doanh d6i khi vi cai ap luc d6 i cling phai 1a ir mat nham mat mg dua qua... d6 1a mot ci, cai tha
hai nira 1a nhitng céi doanh nghiép d6 1a nhiing cai doanh nghiép than hitu...chuyén la gui gam
nay kia 1a c6 chir hong phai 1a khong c6...doanh nghiép san sau 1a ¢ chir khdng phai 1a khdng co,
d6 roi cai chuyen thi cai chuyén do6 né ciing tinh twong duwong véi cai chuyén under-table thoi d6
nghia 1a d4 lam 4n v6i nhau thi mit nham mat mo ludn di cho qua. D6 thi d6 d6 1a nhitng céi
chuyén ma cac doanh nghiép c6 thé dua cai hang ma khong diing cam két vo trong hé théng
[01.15.50] Interviewer

Anh c6 biét 1a cai thang 16n nhat bay gid ma cung cap cho SGC trong cac mat hang khéng?
[01.15.56] B12Aug30Do

Bay gid cai hé thdng ma cung cip I6n nhat cho thang SGC véi céi san lugng mdi ngay vai chuc
tan cia bén SGC thi d6 14 hop tac xi AD, rdi cong ty ST ciing cua Da Lat ludn. ... Tai vi miy céi
nguoi d6 hoi xua. .. anh ciing khong nhé tén cong ty nira ma tai vi may nguoi d6 ciing hdi xua lam
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an chung vé&i anh cho nén 12 anh biét rang ST nay kia vay théi chir con bay gio ho thanh 1ap cong
ty ho lay cai tén gi anh ciing anh ciing khéng nh¢ chi biét ong ST d6 thoi, d6i khi 1a anh nhé céi
tén nd khong co6 chuan... D6 cai hop tac xa AD rat 1a 16n & trén Da Lat. Bira vira roi thi... nhung
ma AD vira rdi ciing ban lai cho cong ty U&I 70% rdi no ciing khong hoan toan 1a hop tac x4 nira,
né gid né ciing 1a mot dang ¢d phan

[01.17.00] Interviewer

Anh Dao c6 khi nao c6 cai hanh vi co hoi khong anh?

[01.17.06] B12Aug30Do

Thuc sy thi ké ca AD ké ca ST d6 nay kia d6 luon no ciing c¢6 nhitng céi vu scandal cach day mot
vai ndm nay kia d6 gi d6 néu bay gid tim lai trén bao chi nay kia ciing cling con

[01.17.20] Interviewer

Anh ké cho em cai d6 duoc khdng?

[01.17.22] B12Aug30Do

D6 1a nguoi ta t6 cao nhau 1a thay vi 1a hang thu mua cua nong dan thi 1a di ra chg dau méi mua
Vé 16i so ché bién nay kia tron lai nghia 1a cai hang troi ndi trén thi truong dé ma vé so ché lai roi
dong goi bao bi nay kia rdi dem cung cap lai cho SGC d6 thi chuyén d6 cai dang ma em néi 1a don
hang 1a day do.

[01.17.48] Interviewer

La co xay ra

[01.17.49] B12Aug30Do

La cd xay ra...co trén bao chi d6 nay kia day

[01.17.55] Interviewer

Em lai khéng biét may cai vu d6, nhu AD thi trugc gio nghe tén thi ciing 16n rdi

[01.18.03] B12Aug30Do

Chd anh T thi anh to dung dy ma (cuoi)

[01.18.08] Interviewer

Nhung ma vay rdi thi sau cai vy d6 thi SGC van tiép tuc 1am véi lai ho?

[01.18.15] B12Aug30Do

Um van tiép tuc 1am, thi ciing c6 ngung hang ngung nhap hang maot thoi gian rdi phat phiée d6
nay kia d0, roi lam viéc ¢am phan nay kia roi lai, roi ciing 1iy hang lai,

[01.18.31] Interviewer

Nhung ma AD n6 by didy ma no cling choi cai tro do ha ta?

[01.18.37] B12Aug30Do

(Cuoi) hau nhu ai ciing choi, hau nhu ai ciing choi. Pdi voi cdi thi truong nong san cua Viét Nam
bay gid ci thiéu 16n nhét 12 thiéu sy minh bach... Thiéu sy minh bach. .. va ciing khong c6 ci. ..
cai co ché nao d& ma kiém soét cai sw minh bach d6 cho né hiéu qua hét.

[01.19.07] Interviewer

Thiéu minh bach 12 minh bach trong céi gi anh?

[01.19.09] B12Aug30Do

Minh bach trong chét lugng, minh bach trong chat luong... ké ca vi du nhu bay gid 4, cho nén céi
céi thi truong ndng san bay gio &, 12 em thay 14 cai thj truong online 4, n6 dang rat 12 phat trién. ..
NG phat trién ghé Iam, va tai sao céi thi trudng online nd phaét trién duoc? 1a do 1a ho thiéu tin
tuéng vao nhitng cai... cai.. cai.. sw cdng bd cua nhitng cai doanh nghiép, ké ca cua bén siéu thi
d6 nay kia d6 ludn. Ho thi nguoi tiéu ding van néi thang vaéi anh ludn 12 siéu thi thi néi nhu vay
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nhung ma siéu thi khdng ¢ 1am khéng lam truc tiép, va cai nguoi cung cap hang cho siéu thi
ngudi ta 1am, tit nhién 1a ho biét c4c siéu thi khong lam, nhung ma cai ngudi cung cip hang trong
siéu thi nguoi ta 1am thi siéu thi 1a c6 biét hay khdng? Cho nén 1a ho tim dén nhirng cai mit hang
online ban cao gip hai gap ba lan gia binh thudng tai vi ho mua cdi su tin tudng. &, vi du nhu 1a
gio em biét anh di, kéu cai r thang ndy quen né lam dy lam dwoc ng, tin 12 nd noi thiét cho nén 1a
cho nén 1a em mua hang cua anh ching c6 cai gidy ching nhan nao hét, ching 4y mua la do la
mua cia 6ng C thé thdi chg. Con ngoai ra cai thiy cai gidy VietGAP mua rit 1a d&. n6 Gidy
VietGAP bay gio chang qua Ia mot cai tiéu chuan dé cho ¢ vay thdi chi thuc sy cai d6 nd khong
c6 1a cai gi hét. no... no khong con cai gia tri v& mit sang loc nita, hau nhu bay gio chang c6 ai
tin vO cai chuyén ma céi gidy VietGAP d6 nita. Ching qua d6 1a mét trong nhimg cai quy dinh
cta nha nudc thanh tha bay gio 1a anh 1am anh phai tuan theo cai d6 thoi char bay gio anh lam con
quéa cha VietGAP con hon VietGAP rat la nhiéu.

[01.21.14] Interviewer

Tuc bay gid VietGAP 14 ho ban gidy thdi cha ho ¢d kiém tra ho 6 thyuc té ho ¢6 di xudng hay la
minh//?

[01.21.21] B12Aug30Do (Tra loi khi chua hét cau hoi)

C6 kiém tra thyc té c6 di xudng ddng rudng quy trinh nay kia du hét nhung ma nhin chung 1a.. gan
nhu 14 1am cho c6. Va ho di xudng kiém tra mét ndm thi t&i thoi han thi ho di xudng ho kiém tra
mét lan, trong khi d6 ba trim sau muoi may ngay con lai thi nguoi ndng dan lam cai gi thi ho ciing
chang ai kiém tra. D6, cho nén 1a thyc té dé ma lam néng nghiép, thi [im lang 2s] lam san pham
sach, 1am san pham ra ra ding cai gi ma minh néi thi chu yéu la by gio cai ngudi nao lam cha
yéu lam bang cai tam. Chu con thuc sy thi rat 1a kho kiém soat, khong kiém soat duoc

[01.22.10] Interviewer

Khéng c6 cai co ché nao dé co thé 1a coi nhu 1a... néu ma minh khong c6 truc tiép 1am khéng biét
duoc

[01.22.21] B12Aug30Do

Khong biét duoc. Ké ca tiéu chuan organic ludn van cd thé 1am, van c6 thé lam déi duoc
[01.22.31] Interviewer

Organic thi ho s& ddi kiéu nhu thé nao anh?

[01.22.33] B12Aug30Do

Thi thay vi ho 1am organic thi ho c6 thé sir dung nhirng céi phan bon héa hoc nhitng céi thudc trir
sau hda hoc nay kia d6 do... thi vé mat nguyén tac thi organic thi khong duoc sai cai gi goi la hoa
hoc, nhung ma néu nhu ma ho lam véi mot cai mire d6 ma vira phai, véi mot céi thoi gian cach ly
ma nd.. nd... nd.. du, va véi mot cai ham lwong nd vira phai thi thyc té kiém ciing kho ra 1dm,
kiém hong ra dau.

[01.23.04] Interviewer

Da ciing c6 nhiéu céi.

[01.23.14] B12Aug30Do

D6 cho nén 1a anh nodi d6 cai thi truong nd dang nd dang rat can cai su minh bach

[01.23.21] Interviewer

Anh ¢6 nghi 1a cai sy minh bach do, cai vai tro cta cai ngudi mua no quan trong. Nguoi mua la
ngudi mua nhu dang siéu thi hay la nhirng cai cong ty gidng cong ty ciia anh mua lai véi ndng dan
thi cai vai tro c6?

[01.23.45] B12Aug30Do
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Anh nghi 13 cai ¢& ma dat duoc cai su minh bach d6, thi cai quyén luc cua ngudi tiéu dung 12 rat
1a 1 cao, va thtr hai nita n6 con céi su ma ché tai cia nha nudc. Vi du nhu 13, anh khong biét nuée
ngoai thi ngudi ta lam nhu thé ndo, nhung ma theo anh nghi thi vi du nhu 13 mét cai cong ty da
san xuét thuc pham 4y nay kia day day, thuc pham 13 cai minh 3n hang ngay né anh huéng rat 16n
dén sirc khoe cia ngudi tiéu dung, néu nhu ma anh 1am sai ci... nhitng gi anh n6i anh 1am khong
dung thi cai co ché ché tai ciia n6 nd phai vi du nhu phat that nang hoic 1 bét dong cira cong ty
ay roi nay kia roi gi ¢6 nhu véy thi anh nghi 1a né méi né mai... du céi sy ran de. Va ké ca nguoi
tiéu dung ciing phai co céi sy hiéu biét vé céi san pham néng nghiép, d6 thi, vi du nhu 1a bay gid
ho ¢t ho cir khong tin tudng va ho danh dong, ho danh dong hét tat ca nhitng cai san pham ay, va
ho c6 thé 1a do cai doi séng nita, cai diéu Kién kinh té cua cai ngudi tiéu dung dai bo phan ngudi
tiéu dung & Viét Nam minh. Ho ciing khong chap nhan tra mot cai muc gia ¢é ma cho nhimng ngudi
lam dtng. O, va ho ci néi ct biéu 1a & ndi vy do chic gi lam nhu vdy thoi mua cai hang kia an
cho n6 chac. Thi ho lai vd tinh ho giét chét cai ngudi 1am ding (cudi)

[01.25.36] Interviewer

Nghia 13 cudi cung hét thi n6 lai quay vé nguoi tiéu ding mudn céi gi va//?

[01.25.43] B12Aug30Do (tra Ioi khi chua hét cau hoi)

Pung roi nguoi tieu dung mudn cai gi, va ¢ day né thir nhat 1a ngudi tiéu ding biét minh mudn
céi gi va hiéu biét vé cai cai san pham dé, va cai thir ba nixa 1a chap nhan tra cho cai d6. Chd néu
nhu ma ho khéng chap nhan tra cho cai do thi... nguoi ta phai lam moi cach dé ma ngudi ta canh
tranh dé ma nguoi ta séng duoc. Thi cai chuyén ma nguoi ta gian dbi vé mat chat luong thi dé ma
ho canh tranh vé gia thi cai chuyén d6 1a chic chan s& xay ra.

[01.26.19] Interviewer

Em quay lai mot chit vé cai chd em van hoi lan tan cai vu ciia AD &. Tuc 12 ho, AD la s& san xuét
hét tat ca tirc 1a trén trén//?

[01.26.34] B12Aug30Do (Tra loi khi chua hét cau hoi)

Theo vé& mat ly thuyét thi AD c6 mot cai khu dat cua hop tac x4 va cua cac cai ho nong dan trong
hop tac xi d6. Rong ciing may chuc hecta ¢, bon nam... hinh nhu anh nh¢ 12 bén muoi may
hecta, & cai khu bita d6 anh c6 di 1én trén d6 cai khu gi ma Pa Lat di vé cai hudng cai huéng ma
cai duong di vé vé vé Nha Trang 4 cai dudng tit ma di tir Da lat vé Nha Trang [Interviewer:
dwong ndi bién va Hoa] Ba Hoa gi 46 & d6 d6 cai dudng cai dudng Pa Hoa gi d6 & d6 thi AD
cam két 1a nhitng céi san pham ciia AD cung cap la tir nhitng cai hop tac xa tir nhitng cai ho nong
dan ¢ trong cai khu vuc @6, va tir céi trang trai cia AD. Nhung ma dot do thi ciing ¢6 nguoi di
chup hinh d6 nay Kia roi gi gi d6, nhitng céi xe cia Anh Pao dang mua hang & ngoai chg dau méi
ctuia Pa Lat dem vé, rdi dua 1én bao chi rdi nay kia roi. Tha nhat 1a té cao voi SGC rodi hom do thi
c6 bao chi nay kia d6 nhay vo thi ¢6 cai d6. Roi ST ciing bi 1a d6 ciing bi ci tinh trang d6 do6 thi
6 hai cai vu d6 thoi

[01.28.08] Interviewer

Nhung ma tai sao ho lai phai mua cai hang troi ndi ¢ bén ngoai?

[01.28.18] B12Aug30Do

Theo anh nghi 14 do céi thoi diém dé cai trang trai ciia ho cung cap khong du cai ngudn hang cua
bén siéu thi dit. Cho nén 1a ho huy dong thém ngudn hang (cudi) bén ngoai

[01.28.28] Interviewer

Ho ¢ bi cai vu nao khac trude do hay sau d6 khong?

[01.28.31] B12Aug30Do
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Hoi ndo ti gio chi c6 céi vu lum xum d6 13 16n nhét thdi. RSi chir con may cai vu ma thinh thoang
thi rau ct qua dd bi du lwong vuot qué tiéu chuan do nay kia gi gi do, thi vu dé thi bi hoai. Ma
may céi vu d6 1a vu nho [Interviewer: tir cai trang trai cia ho] o tir céi trang trai cia ho?
[01.28.59] Interviewer

Thi may cai d6 bén siéu thi c6 cach nao dé ngan chin no khong?

[01.29.06] B12Aug30D0

Thi mdi lan phét hién d6 nhu vay & thi ciing cit hang, rdi ciing phat roi nay kia, rdi viéc d6 voi
mot cdi 151 nhu vay thi phat bao nhiéu tién nay kia d6 vay do.

[01.29.15] Interviewer

Nhung ma sau d6 thi van// lam véi ho?

[01.29.18] B12Aug30Do (Tra loi khi chua hét cau hoi)

O sau d6 thi minh bét dau kiém nghiém lai nhitng cai san phiam do6, dén ching nao ma dat tiéu
chuan réi méi dua méi cho dua vo ban lai

[01.29.28] Interviewer

Xong roi tiép theo nira n6 cé lap lai khong?

[01.29.30] B12Aug30Do

Co (cuoi)

[01.29.36] Interviewer

Ttc |a chuyén d6 no thanh phd bién

[01.29.39] B12Aug30Do

Chuyén d6 n6 thanh pho bién va cai chuyén d6 thuong xuyén bi, hang ngay siéu thi tén rat 1a nhiéu
tién, dé ma test truc tiép o trén cai kho, ¢ trén dau vao dé ma trude khi dua ra siéu thi thi ¢ trén
cai kho Iic ma nhap hang tong vo d6. Thi siéu thi ton rat l1a nhiéu tién hang ngay dé ma test cai do
trude khi ma dé nhap hang vo.

[01.30.04] Interviewer

Vay néu ma ngoai hai céi tén nha cung tng 16n nay, cac céi nho 1é khéc thi ¢é bi vay khéng anh?
[01.30.11] B12Aug30Do

Ciing bi, hau nhu thing nao ciing bi

[01.30.16] Interviewer

Nghia 1a cac hinh thtic ché tai hay, 1a cac hinh thic kiém soat cac méi quan hé trudc va sau nhu
vay, c6 bi gi khdng anh, c6 khac véi lai hai cai thang 16n khdng anh?

[01.30. 30] B12Aug30Do

C6 nhitng nha cung cdp nho nhod nho nho thi téi cudi cuing thi ho 1am khéng ndi nixa thi ho tu bo.
u

[01.30. 39] Interviewer

C6 khi nao minh phai bé minh coi nhu 13 minh phat bang cach minh khéng c6 1am véi nha cung
ung do luén khong?

[01.30. 50] B12Aug30Do

Thuc té thi minh khong c6 & cai phong truc tiép ¢ cai phong kinh doanh 4. Cho nén 14 minh ciing
khong c6 nam ky dugc nhimng cai thong tin d6, ma minh ciing chi 1a biét vé nhiing cai chuyén nhur
vay thoi chd tai vi héi minh 1am quan ly béan Ié & Thi nghia 1a thang nay thi phong quan ly chat
lwong c6 goi nhitng cai thong tin vé chat lugng san pham mit hang nay dang bi nhu thé nay khong
nhap hang v, rdi nhitng cai mat hang kia dang bi nhu vay cho nén 1a phai thu héi hang vé kho
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khong ban cho ngudi tidu dung nira. Roi vi du nhu vay & thi minh nim duoc cai théng tin d6 chir
con cdi cai cach xir Iy d6i véi nha cung cip nhu thé nao thi minh ciing khéng c6 nam sau.

[01.31. 36] Interviewer

Nha cung cip la phong kinh doanh s& lam véi nha cung cap?

[01.31. 39] B12Aug30Do

Pung rdi phong kinh doanh lam tryc tiép voi nha cung cap

[01.31. 40] Interviewer

Bén SGC khéng c6 cai chuyén cai phong goi la phong thu mua?

[01.31. 45] B12Aug30Do

b6 phong thu mua do

[01.31. 45] Interviewer

Thi goi la phong kinh doanh, thi ra céi t&n n6 khac. Con anh quan Iy ban 1¢ la quan Iy hét tt ca
cac mat hang//cua SGC?

[01.31. 51] B12Aug30Do (Tra I6i khi chua hét cau hoi)

Khong anh anh hoi xura anh quan ly ban Ié thi minh quan ly mot céi chudi SGC Food

[01.31. 58] Interviewer

La anh quan ly toan bo cai//?

[01.32. 02] B12Aug30Do (Tra loi khi chua hét cau hoi)

Anh quan ly mot s6 ctra hang thoi

[01.32. 04] Interviewer

Anh véi lai bén cai phong kinh doanh 1a cai ma trong tic 1a trong céi hé thdng thi bén anh véi bén
phong kinh doanh d6 nhu thé nao? ngang hang hay?

[01.32. 16] B12Aug30Do

Thuc té thi ciing hong hong co... hong co xép duogc tai vi... [ngap ngirng 5s] néu ma néi vé phan
cap theo phan cap hang ngang 4 thi thi nd ciing hong c6 dung phéan cip theo hang doc ciing hong
c6 noi Vé cap trén cap dudi n6 nhu thé nao dugc, mdi bo phan né cd mot chire ning nhiém vu khéc
nhau (cuoi)

[01.32. 48] Interviewer

Tai em ciing hoi thic mac vé cai co cAu cua cai nhu SGC. Tai n6 16n 4, thanh ra 1a em thay c6 mdi
siéu thi s& c6 mot giam d6c riéng, roi trong mdi siéu thi s& c6 nguoi quan Iy mdi cai mat hang
riéng, roi n6 qua l6n nén thanh ra em cam thay la khdng biét 1a cach t6 chirc né nhu thé nao cai
d6 c6. Nhung ma théi cai nay cting khong lién quan.

Vay véi nhitng cai nguoi 16n cai thang 16n vi du nhu ngudi béan 1é nhu SGC véi lai cac cai nha
cung &ng cua ho thi cai quy tac trong cai mdi quan hé gitra hai bén n6 nhu thé nao anh? Hay la c6
nhitng céi goi & cai chuan muc gi trong méi quan hé hai bén gitra SGC va céc nha cung tng cua
ho?

[01.33. 43] B12Aug30Do

Thi vé mit cai hop dong khung (cuoi), thi tat ca cac nha cung tng déu nhu nhau. Nhung ma co
thé tly theo mat hang, c6 thé 1a tiy theo cai kha nang dam phan, cai... [ngap ngimng 2s] cai trong
lwong cua ting nha cung cap né khac nhau. Thi cai trading term cua nd no ciing khac nhau, vé
mit chiét khau vé mat gia ca, vé mat cac céi su hd tro roi nay kia, rdi gi do thi no ciing khac nhau.
{r hau nhur 12 khong khong ai gidng ai

[01.34. 19] Interviewer
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Tuc 1 cac cai quy tac ngoai hop dong 4, tirc 1a néu ma bo qua cai yéu té vé cai viéc hop dong thi
gitra hai bén khi ma 1am an vé&i nhau, thi minh s& c6 nhitng cai yéu cau gi, minh c6 mong doi gi
VGi ho?

[01.34. 40] B12Aug30Do

Uhm.. Nhu d6i v6i SGC thi... vi du nhu 1a ¢6 nhitng cai nha, nha cung cap chién lugc, thi... ho
s& gidng nhu 1a... vi du nhu trong mot cai mat hang do di, thi... c6 nhiéu nha cung cép, cling cung
cAp maot cai mat hang d6. Thi ddi vai nha cung cip chién luoc thi ho s& dugc wu tién, cai mat hang
d6 1a thdng linh trong céi vi du nhu 1a... cing mot cai san lugng do6, thi nha cung cp chién lugc
s& chiém 40%-50% trong céi san lwong d6. Roi con lai nhitng c&i 50-60% con lai rdi s& chia cho
sau bay nguoi khac, mdi ngudi khoang 10% rdi trong céi san lugng d6 nhu vay thoi

[01.35. 30] Interviewer

Vi du nhu 13 em néi téi 12 cai norms em khdng biét Ia dich trong tiéng Viét nhu thé nao cho moi
ngudi hiéu dugc nhung néu ma vi du nhu cai norm trong cai méi quan hé giira hai bén do thi anh
nghi 1a né phai I cai gi. Chit “norm” dich ra trong tiéng viét n6 1a chuan myc, hay n6 la cai nguyén
tac trong cai mdi quan hé caa hai bén, néu ma em néi la cai nguyén tic trong mdi quan hé gita
SGC va nhitng cai supplier caa ho. Thi né s& ¢ nhitng ci norm gi cai nguyén tic gi trong cai moi
quan hé do?

[01.36. 19] B12Aug30Do

[Im lang 3s] Uhm...ci ndy thi ciing kho noi 1am, tai vi cai... trong cai... méi truong kinh doanh
cua Viét Nam, va nhat 1a cai trong cai diéu kién bén SGC ciing 1a mét cai doanh nghiép ma n6
mang céi yéu té nha nudc rat 1a nhiéu, irm thi nhirng cai quy chuan d6 nay kia day do, thi né ciing
thuc sy thi né ciing khong c6 1 rang. Tat nhién thi vé mat quy tac thi.. nha cung cap sé phai biét
cung cap cho SGC nhitng céi san pham chat luong tt nhat véi cai mac gia 1a tot nhat, thé nay thé
kia. RO Vé quy tic dao dirc thi khong duoc thé nay khong dugc thé kia dbi vai nhan vién phong
mua véi nhan vién phong mua d6 day. Thi d6 n6 c¢6 nhitng cai quy chuan nay kia do nhu vay thi
cling chung chung vay thoi

[01.37. 45] Interviewer

Con néu nhu ma em noéi gitta KXQ Vi lai céc cai ho cua minh &, thi ngoai cai hop dong ra hoi nay
anh ¢4 n6i mong mudn ho 1am ding nhu cai hgp dong nhu vay. Thi ngoai cai hop dong do ra thi
anh ¢6 dang mong mudn ho nhu thé nao nira khdng trong cai méi quan hé lam an giira hai bén.
N6 ciing 14 nhitng cai norm trong méi quan hé.

[01.38. 14] B12Aug30Do

Thi minh ciing chi mong muédn 1a ho lam ding nhu cai cam két thdi va ho... ho cang ngay
cang...minh cang ngay cang phat trién 1én thi ho ciing dong hanh ciing véi minh dé ma ciing lam
an véi nhau vay thoi. Chtr ngoai ra minh ciing chua c6 suy nghi dugc cai gi n6 16n lao hon.
[01.38. 41] Interviewer

Da em cam on anh nhiéu, em hét cau hoi roi em khong biét 1a anh c6 gi muébn chia sé thém lién
quan dén nhitng chuyén ndy gio minh trao doi, 1a cac cai hanh vi co hoi trong nganh néi chung.
Ciing khong nhat thiét 1a phai mot cai don vi ndo, c6 thé chia sé thém cai gi ma anh biét hoac la
céi thuc trang c&c cai van dé ton tai ¢ trong nganh?

[01.39. 08] B12Aug30Do

Nhu hoi ndy anh néi dé, 1a cai thi truong d& ma cung cap ra mot cai san pham ra ngoai thi né.. bay
gid né.. nd.. nb.. thiéu cai sy minh bach &, minh thiéu cai su minh bach ma né con c6 cai su hiéu
biét cuia ngudi tiéu dung, va céi sy ché tai cua nha nudc. Th hai nita 1a nhitng cai ma sy hd tro
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ctia nha nudc vé bén cai linh vuc ndng nghiép néi chung, va ndng nghiép sach néi riéng, thi... hau
nhu vi du lam mudi may nim nay y vay do, ciing c6 tiéng c6 tim & trén thi trudng roi, néu ma noi
vé ma hoc hanh dd nay kia thi iy ban nhan dan thanh phé ciing moi di hop, hop vé kia dd hoai.
Dai khai 13 cling nha nudc cling biét téi chir khdng phai 1a khéng biét. Nhung ma dé ma tiép can
duoc nhitng cai ngudn vén vu dii d6 nay kia do gi do, thi hau nhu 14 ké ca vay ngan hang ludn
thdi chir chua néi toi nguon vén wu dai thi hau nhw 1a khong c6 dugc hd tro nay kia dd day do, dé
ma phat trién cai céi ci cai vu ma ndng nghiép nay Ién 4, thi n6 c6 nhig cai nhu vay. Vi du nhu
1a céi vira roi cai ngudn vén 5000 ty dé ma wu dai cho vu dai cho bén bén bén bén phét trién nong
nghiép cdng nghé cao ndi chung 4y thi ciing doanh nghiép nao 18n lay hét chir. Con bén nay bén
minh hau nhu 13 khéng duoc tiép can véi cai van dé dé. Roi cdi... d6 nd ¢ nhitng cai ton tai nhu
vdy. Nhung ma anh nghi cai quyén luc cia nguoi tiéu ding, cai su hiéu biét vé cai san pham ndng
nghiép cua ngudi tidu ding dang 1a... thdp va co thé 1a... kéu bang cai gi ta... hiéu chwa hét &
(cuoi). Vi du nhu méi hiéu téi hai phan coa van dé thoi va nghi rang minh hiéu hét, nhung ma
thuc té thi n6 n6 khdng phai 1a nhu vay n6 chua hét.

[01.41. 36] Cai d6 nd ciing lam cho cai thi trudng no bi, vi du nhu 13 san pham ndéng nghiép sach
thi nd c6 nhiéu cai cap do caa sach. Khong biét sao 1a sach nhu ir sach nhu thé nay thi gia n6 khac,
sach kiéu VietGAP thi gia nd khac, sach kiéu Global thi gi& n6 khéc, sach kiéu organic thi cai gia
né con phai khac hon nita. Nhung ma ho ciing khong hiéu dugc 12 vi dy nhu 1a tréng kiéu Global
nhung ma trong theo tiéu chuan theo cai cong nghé nay no khac, trong theo cong nghé kia né khac
& Thi n6 no lai ra nhitng cai san pham céi cap d6 sach ¢ trong. Vi du nhu ¢ trong VietGAP ¢
nhiéu cai VietGAP, trong cai Global n6 c6 nhiéu céai Global, trong céi ké ca organic ciing c¢6 nhiéu
dang organic (cuoi). Do thi cai cai d6 thi ngudi tiéu dung hau nhu 1a khong c6 nam duoc. Ho lam
cho ho déanh dong tat ca cac cai san pham vo véi nhau , tir d6 n6 ciing 1am cho thi truong no bi
léch lac

[01.42. 46] Interviewer

Vay vi du néu nhu minh chia sé dudi goc do ngudi tiéu ding di néu nhu minh hiéu khdng hét thi
ban than minh ciing thiét hai thi dua ra minh van phai tra cao. Tra nhiéu tién hon cho cung mét
cai san pham ma 1& ra minh c6 thé mua déu dé voi céi gia ré hon. Do thi cai d6 minh ciing thiét
hai. Ua nhung ma tai sao anh nhu vdy, thi cling c6 nhiéu cai ciing noi nay noi kia biét rdi thanh
phd, ciing biét ndy no nhung ma sao minh khong tiép can duoc cai von d6 anh?

[01.43. 18] B12Aug30Do

Tai vi vi du nhu 1a cai ngan hang bay gio thi tit ca moi thir no déu doi 1a... déu cd tai san thé chap
hét. Nhung ma tai san ca nhan riéng & ngoai 4 thi... nho, va khong dap timg duoc. Con céi tai san
ma gan lién & trén cai nhiing cai ma tai san ma n6 dau tu ¢ trén miéng dat d6 thi miéng dat do, thi
thuc té thi nha nuéc chi giao cho minh hai muoi nim théi, chir khdng phai 1a dat caa minh. Cho
nén 13 ngan hang ngudi ta cling khong c6 chp nhan cai do 1a tai san thé chap, mic du minh dau
tu v d6 rat 1a nhiéu cai tai san ¢ dinh & trén miéng déat d6. P6 ciing 1a mot trong nhitng cai ma
minh khong c6 dem cai d6 di dé ma thé chap, dé ma lam vén dé ma kinh doanh duoc. R6i con céi
chuyén dé ma tiép can dwoc ngudn vén wu dai thi chuyén d6 chuyén dai nhiéu tap réi chuyén do
hong ndi nira (cudi)

[01.44. 30] Interviewer

Da anh ¢6 cau hoi gi cho em, anh c6 mudn hoi gi khdng?

[01.44. 36] B12Aug30Do
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Nhung ma cai nghién ctru ndy caa em, 1a anh thay Ia chi xody vé 1a cai chudi cung tng, nghia 1a
cai giai doan gitra, gitra ngudi san Xuat va ngudi tiéu ding. Ché hau nhu 13 né ciing khong co di
sAu ludn vé cai ma, céi cai san xuit dang khong?

[01.45. 08] Interviewer

Em, thuc ra la em khong nghién ctu vé chudi cung tng ma em nghién ciru vé quan tri chudi cung
ung. Tac la cac vin dé lién quan dén van hanh nhu thé nao, quan tri n6 lam sao dé cho né, cai viéc
van hanh cua né duoc tét hon théi. Trong pham vi cai dé tai cia em n6 khong xem xét dén céi
chuyén 1a ngudi ta ki thuat san xuét nhu thé ndo. Thi em chi tap trung duy nhat vo cai chuyén la
mdi quan hé gitta hai bén thi khi ma hai bén lam 4n vé&i nhau nhu vy thi nd s& c6 cac céi hoat
don. Tai vi giéng nhu anh chia sé hdi ndy & tirc 13 anh khong ¢ anh nghi 1a cai chuyén 12 anh hd
trg ki thuat cho ngudi ta, anh gitp cho ngudi ta cai ndy cai kia chia sé bi quyét cong nghé dé 1a
t6t cho anh thi bai vi minh cam thay 14 c&i ngudn cung tng cho minh chua c6 day da , minh muén
lam cho céi hoat dong kinh doanh tét hon 18n, thi minh phai hop tac véi cai ngudi cung tng cho
minh dé hai bén cling phét trién thi cai van dé xay ra & 1a khong biét 1a thyuc su anh lam nhu vay
thi ho cd thay dugc céi loi ich d6 hay khong dé ho quay nguoc trd lai ho cung cap cho minh. Trong
truong hop nao thi cac hoat dong dé no s& chay di theo hudng khéc, chang han anh dau tu rat 1a
nhiéu, vai mong mudn 1a ho quay tro lai ho 1am tt cho anh, nhung ma ho lai khong lam nhu vay.
Thi em chi giai quyét cai chuyén 1a anh dau tu & mic nao thi ra cai két qua 1a ho s& gan bo véi
minh, ho 1am 1au dai, rdi anh dau tu & mac ndo thi ho s& chi mot phia 1a ho nhan hd trg cia minh
roi khdng co tra lai cho minh gi hét. Thi n6 giai quyét mot van dé rat 1a nhé trong cai viéc mbi
quan hé gitra cai ngudi cung &ng vai cai nha.. véi cai ngudi mua caa ho théi. Thi thi trong cai
pham vi ciia mot cai dé tai nghién ctiru nd khdng thé nao 1am hét toan bo dugc, ma em chi lam sau
vO cai do tho.i

[01.47. 07] B12Aug30Do

Thi c4i d6 thi cai ciia anh thi nd nho, nhung ma cai chudi cung tng. .. nghia 1a d6i ciia bén céc cai
hé théng siéu thi. Hién nay thi cai cai nhung ma thuc su thi cai thi truong rau qua &.. do anh chuyén
vé hdi ndo téi gio anh 1am vai siéu thi thdi. Chir con thuc su cai kia thi thi truong rau qua né &
ngoai mai 1a 16n. Cai siéu thi hién nay chiém khoang chua téi 10% so véi cai ¢ bén ngoai. Thi tat
nhién 1 no ciing chiém cai vai trd twong ddi 12 quan trong d6i véi cai céi thi trudng rau ci qua.
[01.47. 49] Interviewer

Tai vi cai hanh vi bay gio n6 sé... do nguoi tiéu dung cang ngay nguoi ta sé cang doi hoi cai san
pham chat lugng hon. Mic du bay gio 1a minh biét Ia cai thi truong bén ngoai né chiém céi ty
trong rat 1a 16n, nhung cai & bén ngoai hoan toan khong kiém soat duoc gi hét va tit ca moi thir la
né chi quyét dinh dya trén yéu t gia thoi. Thanh ra 13 cai d6 n6 s& khong nay sinh ra cai van dé
1a ho phai phét trién ho phai lam sao cho cai ngudn cung cua ho tét hon. Chi ¢6 cai nhdm ¢ bén la
tiéu thu cai mat hang chat luong cao, hay 1 cai hang xuit khau 4 thi nguoi ta doi hoi cai chat
lwong nhiéu, va quay nguoc tré lai thi ho bat budc 1a phai 1am chat véi ngudn cung cia minh théi.
Thi cai mong mudn caa em &, la cai két qua dé tai cua em & la cac cai doanh nghiép ngudi ta co
thé str dung céi két qua d6 dé ngudi ta can nhic lai cai mic do ma hd trg cho, hay 1a mac d6 hd
trg cho cai nha cung tng ctia minh dén cai mac ndo thi s& dem lai hiéu qua, cho ho va dén mirc 46
nao ho phai canh giac vai cac cai hanh vi co hoi ¢6 thé xay ra tir cac cai nha cung ng cia minh.
[01.48. 54] B12Aug30Do

Thi vi du nhu 1a cai & b&n mot céi 16n hon do, 1a cai 16n hon cai chuyén cua anh cai chuyén KXQ
cua anh, thi I c&i chuyén cai chudi cung (ng cho bén SGC. Thi néi la c6 cac van dé nhu anh trao
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dbi 4... nghia 13 cai su hd tro nguoc lai d6i véi nhitng céi nha.. nha cung wng cho SGC, thi n6
cling thtr nhat 13 n6 dang han ché, tha hai niva 14 ... cai sy danh gia cia cai SGC d6i véi nhiing céi
nhém, nhimg cai 6ng ma dang cung cap doé.. thi ciing khong c6 cai su danh gia ma n6 chuan muc,
va né cdng bang. Pdi vai nhirng cai nha cung cip dé, thi du nhu & thdy dng nay dng dang lam tot
ng 6ng lam hang hoi nao toi gio thi cung cap déu dan roi chat lugng, rdi gia ca nhu thé nay thé
kia, thi cling khong ¢ cai bo phan ndo dé ma ngdi lai ma danh gia cai chuyén dé, hoac 1a néu ma
c6 danh gia rdi thi ciing khong c6 mot cai dong thai nao, ma tr thiy ong nay 6ng lam duogc do,
minh hd trg thém cho dng cai nay cai kia dé ma ong.. cang ngay cang 1am tét hon véi minh. 4 thi
cai do thi.. khdng biét la nhitng cai nha cung cap khac né nhan duoc nhitng céi gi khéac hay khéng,
nhung ma ddi véi KXQ thi 1a hau nhu khong c6 nhan duoc céi gi hét. Nhung ma ban thin ciing
lam véi SGC. Thi véi cai mic... & néu ma ndi vé doanh sé trong cai nganh rau ca qua thi KXQ
cling ndm trong top 5 ciia SGC, ciing 1a 16n chir khdng phai 1 nho, nhung ma... cai sy hd trg nay
kia thi hau nhu 1a khong c6 gi.

[01.50. 53] Interviewer

Thi d6 em mudn, vi du cai két qua dé tai cia em & s& 1a. nhu SGC ho sé& thay 1a mudn lam cho
giam céc cai hanh vi co hoi ciia nhitng cai noi cung cap vi du AD chang han, thi ho phai hd trg ho
phai c6 cac hoat dong supplier development, tirc & phat trién nha cung tng dé céi hoat dong do
no s€ lam ngan can cai cai hanh vi co hdi nhu AD, tirc 1a ngan can cai cai chuyén ho tron hang lai
hay khong hay 12 ok gio toi khdng can lam nhiing chuyén do, nhimng cai d6 khong c6 cach nao giai
quyét duoc. Thi em c6 thé so sanh 1a nhu mét cai doanh nghiép nhu anh lam lai Vi lai céi noi cai
nguon cung ciia minh, thi cai hinh thirc nhu vay, N6 Xy ra cai truong hop d6 né xay ra nhiing céi
chuyén A B C D nhu vay cd céi thi thay rat 1a tt 1a n6 hoan toan khong c6 dién ra boi vi minh
mua gia tét, hon minh hd trg nhu vay, n6 khong dién ra. Thi em chua c6 biét 1a sau khi em vé&
thanh céi btc tranh em gap nhiéu ngudi trong cai chudi va em néi nd dang nhu thé ndo ma em hi
vong la céi két qua d6 ngudi ta c6 thé sir dung dugc.

[01.52. 01] B12Aug30Do

Vi lai c6 mot céi nira 4 thi d6i véi nhitng nha cung cip dé ma chao hang v6 ban dugc cho SGC,
la mot cai mot cai mong mudn rat 1a 16n. Cho nén 1a hang ngay hang gio déu c6 nhitng céi nha
cung cap méi, chao nhitng cai mat hang vo ban cho SGC. Va né dan tgi ci tinh trang 1a... mubn
vo duoc ma... chao cai gia rat 1a canh tranh. Chao gié thap, ho c6 thé ho s& nghi rang ho chap
nhan 16 trong mot céi thoi diém nao dé.. thoi gian ndo d6, vi du ba thang nam thang... va ho co
chd dung duoc ¢ trong cai céi.. cai.. siéu thi roi, thi luc d6 ho lai kiém 16i sau. Ho nghi rang ho c6
vén thi ho s& 1am nhiing diéu d6, va phong mua thi cir can ctr theo nhitng cai gia ma ho dua ra do,
dé ma ép nguoc lai cac cai nha cung cép cii. Nha cung cp cii, thi nghia 1a bi bi pha gia thi truong
rat 1a thuong xuyén, bai nhitng ci nha cung cap méi 6. Nhung ma thuc tién cai dé cai d6 1a n6
lam méo mo thi trudng chi cai d6 no khong co dung (cuoi) d6. Thue té khong c6 cai mat hang
trong thoi diém d6 céi gia cua mat hang n6 khong bao gio co cai gia do, nhung ma ngudi ta, phong
kinh doanh lai... c& coi nhu 1a ok cir c6 gia tét 14 1y thdi, khdng can biét may lay tir cai nguon
nao, khong can biét may c6 thé cung cip duoc bao nhiéu 1au. D6 thi néi chung 13 khong so thang
I6n, ra ngoai 1am khong so thang Ion, vi may thang Ién 1am rat dang hoang, chi s may thang mai
(cuoi) d6 cai d6 cling 1a mot trong nhitng ci cai cai van dé trong cai ngudn cung.

[01.54. 05] Interviewer

Nhung ma bén ké ca bén SGC ho sin sang bé minh khi ma ho kiém duoc cai ngudn tét hon gia
t6t hon chua biét 1a san pham tét hon hay khong?
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[01.54. 17] B12Aug30Do

San sang

[01.54. 17] Interviewer

San sang bo ludn?

[01.54. 18] B12Aug30Do

San sang bo ludn

[01.54. 22] Interviewer

Viy thi ciing... bén minh c¢6 vé nhu cai lgi thé caa minh...minh ciing mét phan phu thudc vao ho?
[01.54. 31] B12Aug30Do

Nhin chung 1a khdng c6 mét céi gi chic chan hét, nghia 1a khong c6 mot cai cam két gi cua & bén
SGC dbi véi nha cung cap 1a s& 1am lau dai db cai nay céi kia, vi du nhu 1a khéng c6 mot céi vi du
nhu bay gid tdi cam két 12 t6i s& lay cho anh cai nguon hang do trong thoi gian 1au dai nhu thé nao
d6, néu nhu ma anh dau tu vo nhing cai chuyén nay chuyén nay anh lam. Vi du by gio anh s&
lam mot cai dau tw may moc thiét bi nha mang nay kia d6 gi d6, & ma anh cung cip anh san xuat
ra dugc cai san lugng d6 véi cac cong nghé do véi cai chat luong nhu vay, véi cai mirc gia nhu
vay toi s& cam két va toi s& mua cia anh Véi cai d6, khong hoan toan khong co, chi dya trén gia
thoi.

[01.55. 23] Interviewer

Nhung ma n6 c¢6 khac véi lai cadi M ma anh ban khong?

[01.55. 28] B12Aug30Do

M hién nay thi n6 ciing khong c6 ciing khéng c6 hd trg gi nhiéu

[01.55. 35] Interviewer

Anh c6 nghi 1a tim téi nhitng thang khéc... kiéu nhu né cé nhiéu cai hoat dong hon mot chilt.
Trong siéu thi thi em thay cai cach ma lam chic 1a né ciing khac nhau, khong phai la gibng nhau?
[01.55. 53] B12Aug30Do

Nhung ma thdy hau nhu thang nao ciing vay. Hién nay ciing chwa ¢ anh lam ciing véi hé thong
A nay kia thi n6 ciing khong ciing chua c6 cai gi dé ma bao vé cai ngudn cung ciia minh hét?
[01.56. 11] Interviewer

BC hay la thang VE chang han

[01.56. 16] B12Aug30Do

VE thi hién nay thij truong cta né ciing dang rat 1a nho, anh ciing chua c6 v6 VE

[01.56. 26] Interviewer

VE thi chic khong c6 bang dugc SGC vé ci san lugng?

[01.56. 27] B12Aug30Do

Khong khéng bang duoc, voi lai cai diéu kién dé ma giao nhan hang nay kia diéu kién logistics &
no ciing kho khan.

[01.56. 36] Interviewer

N6 khac nhu thé nao véi SGC ha anh?

[01.56. 39] B12Aug30D0o

SGC dang c6 mot céi loi thé 1a c6 céi trung thm phan phdi, nghia 1a minh giao hang tap trung vé
do, r6i SGC c6 doi ngil logistics dé ma di giao hang vé cho cac céi store, con may hé thong kia
hau nhu khong c6, hoic 13 hoic 1a giao hang nd véi cai san lwong né nho, rdi dé ma cong cai do
vo trong chi phi van chuyén vo trong cai gia thi n6 rat 1a Ién. D6 nd c¢6 nhitng cai kho khian nhu
vay va thuc trang cta no hién nay 1a n6 nhu vay.
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Appendix C.2 - Interview guide for interviewing supplier (Translated to English)
Transcript code B12Aug30Do

[Interviewer]

Can you describe KXQ’s supply chain, both upstream and downstream, and how it relates to the
SGC supply chain?

[00.15] B12Aug30Do

At present, my supply side is... one that is produced by the KXQ farm, secondly, we do guaranteed
buy the products that meet the KXQ standard of the neighbouring farmers, then it has that two
sources and ... After harvesting from the farms, we transfer the products to KXQ's processing
factory and pre-pack and then deliver directly to SGC's warehouse.

[01.00] Interviewer:

Besides SGC, do you have other buyers?

[01.02] B12Aug30Do

| also sell to M, M now it becomes something... I suddenly forget the name. [Interviewer: MM]
ah MM, and BC. In the past we supplied so many to BC, but later on, because of the BC purchase
policy it is not so... then I stop supply to them. And I also supply to some large fruit shops in
Saigon

[01.41] Interviewer:

You plant both the fruit and vegetables?

[01.43] B12Aug30Do

In term of fruit, we mainly grow muskmelon and cantaloupe.

Interviewer:

So if we divide it up between buyers, about how many % do you supply SGC, how many % do
you supply to other buyers?

[02:02] B12Aug30Do

SGC accounts for about 70%

Interviewer

BC is reduced now?

[02:09] B12Aug30Do

BC is reduced, BC is not significant. The rest is for M, supply to the fruit shops are also only for
a little amount.

Interviewer

Probably M is about 20, 25%

[02:19] B12Aug30Do

About 25%

Interviewer

What about the new project of the SGC, develop clean fresh vegetables? Can you describe me?
[02:32] B12Aug30Do

Currently we cooperate with an organic farm in Ca Mau. At that farm, the size is quite big, about
320ha. It mainly grows rice, rice.... it is developing fruit and vegetables and freshwater fishes.
[03:07] Interviewer:

Then the firm only cooperate with that farm, and also with KXQ or they just only cooperate with
one supplier?
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[03:15] B12Aug30Do

That one is SGC's own and KXQ is mine (laughs)

[Interviewee]:

The new project of SGC, apart from cooperate with this farm, do they have direct investment or
how do they cooperation?

[03:28] B12Aug30Do

SGC invest directly to the farm, acquiring more than 50% of the farm.

Interviewer

Then in this project, in addition to the goods from the farm, there are also purchased from other
sources?

[03:53] B12Aug30Do

No

Interviewer

The only source is from the farm?

03:54] B12Aug30Do

Hm, because it's hard to do organic products.

[04:01] Interviewer

This 50% is the acquisition of that company and then you will interfere?

[04:08] B12Aug30Do

They sent people through to manage the farm. | am one of the operation managers in the project.
[04:17] Interviewer

So this is considered to be SGC self-cultivation?

[04:22] B12Aug30Do

It's correct

Interviewer

What is the current supply chain of SGC? The supply chain of the general vegetable products and
not about the organic vegetable project. Could you share with me?

[04:43] B12Aug30Do

So currently, the SGC has about a few dozen suppliers of the vegetables and fruits. These few
dozen suppliers may be companies, maybe the co-operatives. However, due to the fact that the
SGC model is co-operative, the link with co-operatives in other provinces is relatively tight, so
the source of the Agricultural cooperatives of other provinces are provided to SGC, besides, the
companies may also be private enterprises and private households, but the private ones are few.
Mainly supplier are companies and cooperatives only

Interviewer

But why, when it comes to companies or cooperatives, is there a certain standard?

[05:48] B12Aug30Do

Right. So now, the most common standard for supermarkets is following the VietGAP standard,
well, every one... those criteria...is the standard of the state, and so all businesses have to follow
that, because when the state do assessment, they also refer to the standard, then SGC also does the
same. M does so, they have some teams that regularly check those, may be they check on the
products when it is delivered to the store, or it can be a check on the product being sold at the
supermarket, and periodically or irregularly, they go to check the place of cultivation without
notification.
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[Interviewer]

So the project that makes green veggie is different from the current product being bought from
other places?

[06:56] B12Aug30Do

The project to produce clean vegetables. Now SGC is looking towards organic standards
[Interviewer]
And the VietGAP is not that? | would like to go back to KXQ. Because KXQ is cooperating with
the farmers to produce, apart from production itself, could you please share with me how to choose
this farmers to cooperate?

[07:25] B12Aug30Do (Answer without finishing question)

Firstly, the area in Cu Chi is the area where has traditional of agricultural production since long
time ago, so | choose households that has that has a relatively large farm, and it is close and the
immediate vicinity to my high-tech zone. Because... firstly, it is easy to manage. It means that it
IS nearby, then the management team can be, in term of transport, this is more convenient to
monitor and the And the farmer must also follow VietGAP standard, they produce according to
the VietGAP standard, and have VietGAP certificate in accordance with standards that I
committed to the supermarket system.

[Interviewer]

How many farms are you working with currently?

[08:22] B12Aug30Do

| work with about four to five farms.

[08:30] Interviewer

You said the size of the household farm is relative large. How big is that?

[08:41] B12Aug30Do

It is about 1 to 2 hectares

Interviewer

How long do you work with these farms?

[08:57] B12Aug30Do

Long time ago

[Interviewer]

The longest is how long?

[09:00] B12Aug30Do

The longest is about six or seven years

[09:04] Interviewer

What about the shortest?

[09:04] B12Aug30Do

Almost four or five years ago

Interviewer

Do these suppliers supplying stable?

[09:19] B12Aug30Do

Yes, the people that | work with are relatively stable, almost no one withdraws (laughs)

[09:30] Interviewer

So what do you do guaranteed buy for them. How does it work?

[09:43] B12Aug30Do

226



They produce, then how much they harvested every day, they deliver it into our site, and | buy all
of it, almost all of the products for them.

[09:59] Interviewer

Almost 100% of them?

[10:00] B12Aug30Do

Almost 100%

[10:02] Interviewer

They do not sell to anyone outside?

[10:04] B12Aug30Do

Yes, they do not sell to anyone outside, because of the price we buy the product with this standard,
it is relatively better than the wet market price, so if they sell outside, they will... of course there
are also sometimes, at the point that... Vietnam has the Lunar New Year and other occasions, then
there are some products such as cucumber that the price increases very high, then at that time they
in fact sell outside. That really happened.

Interviewer

But do you have any commitment or sign any contract with them or not?

[10:39] B12Aug30Do (answered without question)

Have signed contracts.

[10:45] Interviewer

What kind of actions do you have to make sure your purchase from these suppliers meet your
requirements?

[10.56] B12Aug30Do

| have a team who check them, they visit the farms every day. They assess and regularly they also
take product samples to analyse their quality, test regularly using VietGap standard.

[11.21] Interviewer

Is there any other way to monitor them? Besides the fact that you check their production daily, do
you apply any other way to manage them?

[11.34] B12Aug30Do

[Hesitating 2s] Almost is not

[11.38] Interviewer

So do you have any ways to make them supply better?

[11.46] B12Aug30Do

Until now, the farmers have been with us for so long, they have strong attachment with us to a
relatively long time. I think is the reasons that make them working well with us and close to us
because we ensure the stability of their production, yes, it is not...it mean that their everyday
production... we do not encourage them to produce to much, they do it right and they product just
enough quantity in order to supply for us... so, they don’t fear of stock when they produce. As for
price... we buy at a relative stable that price. And in fact, if that they do exactly what the standard
require, so they can survive in the market. That’s it that is what I think that make them tied to us
for a long time

[12.45] Interviewer

Do you have activities to support to their development?

[12.53] B12Aug30Do
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Almost no, because in fact, my business is a small business, it is not big company... the revenue
per year of twenty something to thirty billion VND is not anything big. From the beginning, from
the we grow up from small company, and grows slowly and gradually develops, we almost do not
get any support of the state and even the access to the loans from banks, we did not have approach
to bank loans, so we don’t have the resources that we can use support to farmers .

[13.45] Interviewer

So, for example, in term of technical, all of the farmers will in charge themselves? Do you provide
training to them?

[12.55] B12Aug30Do (Answer without question)

I have training for them, and I... they visit our farm. They see we do this and we do that. And first
and foremost, they need to be interested in joining us. Well, they will... I will support them. Yes,
if you want to do this, to do that you will need to use these techniques... like that. And, in terms
of machinery and equipment and even fertilizer and planning technique, we support for them, and
they follow us and they sell it to us.

[14.36] Interviewer

So that you have a lot of support for them, so you have... they visit to your farm to learn from
you, then you visit their farm for training, to show them how to plant

[14.52] B12Aug30Do

Yes, It means... that when we visit their farm to evaluate, we support them... the things that they
have not do correctly yet, then we will correct it according to standard, and we send them to
VietGap Educative training and others, the training courses from the state which we are allowed
to participate in... It mean we treat them as a member of our company... and they can be involved
in those. [15.33] Interviewer

[15.33] Interviewer

Can also remember those kind of activities that you support for them include what activities?
Could you share with me as many as you can, the activities that you think they will make your
supplier produce better quality or make their business easier?

[15.55] B12Aug30Do

Actually, we could not call it helps them, as I think this is what I'm doing is for us, they... of
course we instruct them to do those things, so that the goods we buy meet the standards, so when
we put on the market, it has our standards. That can also benefit them but that actually that also
benefits us... Cannot say that we help them. that is my opinion. (laugh)

[16.37] Interviewer

Then, what activities do you think are good for you, but you have to do with them to make sure
they can supply you well?

[16.46] B12Aug30Do

Then, for example, activities such as disseminating to them the VietGAP standards are what it is,
send them to training course, sending them attend classes on the VietGAP standards and then
apply those standard to their farm. Then support them in terms of techniques beyond the VietGAP
technology, there is something called high-tech agriculture applying the science, machines in the
production. So they make cleaner product, less pestilent, has no residue of pesticides, no residue
of fertilizer, so that our products meet the output standard requirement. Yes, that is what...,
actually that is what we are doing that may be beneficial to them as well. Their experience of
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producing will also be increased but the benefit that we get is that my product more standardize
and it is increasingly quality according to our standard. .

[18.00] Interviewer

Generally speaking, both sides are mutually beneficial. Let me ask you a little bit more about your
support in term of machine. How does it work?

[18.12] B12Aug30Do

For example, we would... they invest their money to buy those things, then we could advise them
on which machine they should buy, which membrane they should use in which scale and we setup
that system for them.

[18.32] Interviewer

You did it for them?

[18.33] B12Aug30Do

Yes, we instructed them...we make that for them.

[18.37] Interviewer

But are they supposed to invest?

[18.39] B12Aug30Do

They have to invest, because the company does not have capital (laughs)

[18.44] Interviewer

We have any kind of... for example let them to borrow machines or rent them the machines...
they have to buy all themselves?

[18.52] B12Aug30Do

No we don’t

[18.54] Interviewer

As for fertilizer, what kind of support do you have with fertilizer?

[19.02] B12Aug30Do

I also have instructions for them about fertilizers. But sometimes there are sources of fertilizer that
they could not buy outside or they have to buy at high prices then we can help them to buy it. Yes,
we can help them to buy it.

[19.25] Interviewer

Don’t you provide the fertilizers for them to use in production?

[19.28] B12Aug30Do (Reply not finished yet)

No, almost everything they invest themselves and they sell it for us

[19.38] Interviewer

So, if you have listed some activities that supporting them, such as technical support, giving them
training, support them to setting up the machines and then supporting them if they could not find
a source of fertilizer in order to help them to buy at a lower price to lower their production costs.
So, on a scale of 1 2 3 with 3 is the level of support is high, 1 is the lowest level. Could you rate
what activities will be at the simplest level, or nothing complicated, which one is more complicated
that require you to provide more support, and 2 is an average?

[20.41] B12Aug30Do

In my opinion, the thing is...is...difficult to... is about the cultivation technique. That is the thing
we can call... we share the technological secrets...uhm that is the thing we... we share with them
the most. In terms of technical, or infrastructure...nowadays there are a lot of people do that,
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everybody can do that, not only us. Maybe we have some improvements somewhat roughly
cheaper than others, but in fact it is not something big.

[21.29] Interviewer

Do you apply it to all farmers that work with, or do you apply only to a few households? How do
you do that? To be clear, you have four to five farmer do you do the same to all of them?

[21.43] B12Aug30Do

Yes, we do the same thing for every of them.

[21.47] Interviewer

Is there a difference between the farmers?

[21.50] B12Aug30Do

Mostly I do not discriminate against any farmer (laughs), but there is one thing...of course the
financial condition of each farmer is different, so that... the investment on technical infrastructure
in each place is different, in fact it is not equal.

[22.16] Interviewer

Now please think about one of those farmers. | just want to focus on one farmer whom you feels
you have strong attachment, you provide the most supportive activities for him. The supportive
activities means the actions that we have already mentioned. Do you think the way you manage
them, and the way you support them is effective.

[22.53] B12Aug30Do

Yes. It does.

[22.56] Interviewer

So, if you evaluates the level of its effectiveness, how much do you think it achieves compared to
your desire for the output?

[23.11] B12Aug30Do

Actually, this is very difficult to evaluate because | have never have any intention to do that
assessment, but in general | can see they have strong attachments with us, and their production is
stable, and they keep continues to stick with us in long-term, then I think the collaboration between
us is effective, so that they stick with me.

[23.54] Interviewer

Do you feel that they behave opportunistically anytime?

[24.11] B12Aug30Do

Well, no

[24.15] Interviewer

So you don’t see that. So is there any problem between your company and them when cooperate
with each other?

[24.30] B12Aug30Do

There is nothing big. For example, there are times when the market price fluctuates, they also ask
us to increase the price, then it is equal to the wet. There are just few occasions when it peak time
in the year. That is almost not a very big deal for me, because 1 also see at that point realistically
| have to increase the price to guarantee their interests.

[25.14] Interviewer

Is there any case that you can not afford to increase the buying prices so they will eventually not
sell to you?

[25.23] B12Aug30Do
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There is no case that they stop selling to me, but on that situation they can reduce the quantity. For
example, there are cases that they both sell for us and to other people.

[25.34] Interviewer

Do you know that?

[25.35] B12Aug30Do

| know, I completely know about that, but the that quantity is... of course we also have
shortages...we have shortages in the supply to the supermarket system... but the supermarket
system is also like this... at that time the price in the wet market is very high, and they buy goods...
because we are... we are not doing anymore... but in the past we applied a fixed price throughout
the year, we do not change the price up and down from time to time. For example, we sell
cucumber to supermarkets at the price of 12,000vnd/1kg, and they sell out at about 14-15,000vnd
something, our products are always the same, not going up and down at all because | produce
according to the process, so the productivity is relatively stable. It is not affected too much by the
weather and other factors. And because of our production process, so the price is stable, we
calculate cost of productions and a margin then we can offer a stable price. However, at the time
when the price... of course our price is higher than normal products in the wet market, it is not the
same. For example, the price in the wet market is 8,000 — 9,000 VND and our price is 12,000 — 12
thousand something. That is an example. But there is also the time when the price in the wet
market is increased dramatically to 20,000 vnd or 20 thousand something, so the supermarket...
if they buy from other company or other wholesaler, they will increase the price to reflect the
market price...if the supermarket do not accept the prices increased, they will not sell to them, so
the supermarkets will converge to buy from us... but in fact our quantity is not enough to provide
for them, because with our production scale, we could only produce a certain amount... we could
not make anything more, even we pick young fruit, we could not make that big quantities. So there
are cases like that. At that time, we almost could not provide enough to their demand.
Interviewer

But at that point you still have to commit to keep the same price with the supermarket, you could
not increase the price?

[28.11] B12Aug30Do

There is no increase in the price. However from last year... it means when it came to signing of a
new contract, we see that situation... The big supermarket, the purchasing department of the
supermarket is not, to be straight forward, is not the farmer and also not... roughly said the way
they work is not “fair play” (laughs) so we dropped that clause in the contract and now I sell up
and down at market prices. We sell at the market price... we don’t offer fixed price anymore
because we committed to that so many years, but we do not have any support, or get any priority
for what | did which | think that the thing that | do well. Only when the price is raised, then they
convergence buying from us (laughs), because there is no benefits to do that so in recent years, we
dropped that term.

[29.30] Interviewer

So in the past years when you committed to a fixed price, do you buy at such low prices or always
have to ...?

[29.41] B12Aug30Do (answered without finishing question)

At those times, we still have to buy that high price

[29.47] Interviewer
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But then you sell it?

[29.47] B12Aug30Do
When we sell it we have to sell it with the lost

[29.49] Interviewer

Still have to accept?

[29.49] B12Aug30Do

Yeah

[29.52] Interviewer

That is the case you cannot afford to buy at a higher price, then they leave you, they do not provide
goods for you?

[30.03] B12Aug30Do

It is a long-term business, so we have to support them and we also could not say that we won’t
sell for the supermarket. So we still have to buy in order to supply to the supermarkets. If they
order, we could not refuse to supply. Because it is a long-term business, it is normal that it is up
and down.

[30.27] Interviewer

Is there any problem with the quality of the product?

[30.36] B12Aug30Do

Our product has almost very little problem. We do not have that because of our production process
is we control it all...as if we don’t buy unlabelled product from wet market, the we cannot control
the quality. So our product is almost no problem.

[31.00] Interviewer
Avre there any cases where they mix other lower quality goods to supply to you? Because you buy
at a higher price than the market price, so will they bring poor quality products for you?

[31.18] B12Aug30Do

| think it happens, but somehow for a certain percentage it does not have. If they do that, they do
not feel any benefit at all. Because the first thing is the size of their farm, and we may not coming
to visit them every day but we do visit one or twice a week, so we know that at that scale they are
growing, how is it the beginning of the season, how is it at the peak time of the season, how is it
the end of the season. We know about the output, yes we can estimate that the output. So if they...
we see that from the farm at that time the quantity of product is changed, so we are in doubt about
it. ah. And also the tested product...we take their sample to do quality testing, so we will also be
able to discover the goods without having to follow the process of us. For example, that the amount
of pesticide residue of our product is ... if you grow it according to our process it is very
low...almost doesn’t have, take that as an example. If the product is mixed from other sources, it
is definitely that the residue will be higher. Maybe it is still within the standard but it will be two
or three times higher than our standard, then we know immediately. Of course that they are not
out of VietGAP standards, but there is still residue is there, they will work with them.
Interviewer

But does that ever happen to you?

[33.08] B12Aug30Do

In the past it happened...but then recently it almost does not happen.

[33.15] Interviewer
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Then, | think, because they also want to make long term business with you. They also want to
keep the relationship with you. At a time when market prices are high and you committed to
buying a reasonable price that is not as high as the market, they will sell their goods out to the
market and they will find another source to cover for you. Have you ever discovered such a case?
That is, in terms of quantity, they say that they will supply three tons, and they provide three tons,
but actually that three tons are not from their farm, their farm are just showing up?

[33.57] B12Aug30Do

Actually, It makes sense what you say, but it is also unreasonable that... at that time the price at
the wet the market is very high, and if they sell the product in the wet market, they can only sell it
at the market price as the maximum, in the wet market they don’t need to buy high-end products,
for wholesalers in the wet market, the high-end products don’t have any meaning to them at all,
so they treat a cucumber is a cucumber, they just buy cucumber. They do not buy high quality
cucumber. So if they sell it outside, it's just as high as the market price, cannot be anything higher.
Hence it is unlikely to happen. They cannot get this high quality goods to exchange with low
quality, cannot swap with low quality products because at that time the price is the same (laughs)
[34.51] Interviewer

Isn’t there any point that the price of the market will be lower than the price of the high quality
products, because usually the quality is very different?

[35.01] B12Aug30Do

Yes, It is. Because normally...normally... our products... we buy at a price is slightly better...
higher about a thousand, a thousand and a half something compared to the products in the wet
market.

[35.14] Interviewer

Then there is the case that although your price is high but because ... there are others company
who know that the farms is a clean production farm, then they offer them a higher price. Then
your farmers will buy unlabelled products for you, and then take their own products for the guy
who offer them higher prices. That is because the competition for clean product is too much
competition, many business try to win the product that has so called “clean”. The price of you is
one - two thousand higher, but the guy that sells higher then they will buy?

[35.55] B12Aug30Do

In order to do business together in a long-term... it is mainly based on the prestige of each other.
There were the time... when they could say to me that someone will buy with that price, then they
can also ask for the appropriate same price. So we can consider... we can adjust the price of the
supermarkets, so we will able to increase the price. However, to be honest, they don’t buy a large
quantity of product. All other clean vegetable business currently don’t purchase too much. So they
cannot buy all the output of our farmers. Besides, we have our advantage that we have our own
farm. We have our own farm, so ok... if they feel they don’t want to do business with us, it is...
it's not all five to seven of farmers who stop supply to us, but maybe a one or two farms. For us...
that quantity, we may be in shortage that little amount but still we can be proactive in the source
of our own production in our farm. Then we find a solution to fulfil the order in other ways. We
do not... They do not have the right to dominate the quantity which they supply for us, so that we
can negotiate. We are willing to give up on their demand that we could not meet.

[37.42] Interviewer

But is there ever a situation that | mentioned?
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[37.45] B12Aug30Do

There are some people who focus on price at different points, and...of course there are. From the
past until now there are four to five farmers, and there are people who are not honest. It is not does
not happen.

Interviewer

Can you tell me a case where you have discovered that in the past? How did they do?

[38.13] B12Aug30Do

It is mostly... they may be mix up the product as you said. They take the product of the farm next
door, such as their brother's farms. Those farms are not doing business with us, but they also grow
the same products. And they said to their brother that bring your product here I will help you to
sell them out. Such example is one, and the second one is they cultivation does not conform to our
standards. They may be, for example, they only need to put a certain amount of fertilizer on the
plants, but they add more to make the product looks better. Then there are times when there were
pests and using pesticides in our pesticide list... they do not have, not really ... there will be times
when they have to destroy the whole farm. And they use pesticides in the forbidden list, to save
their farm. If we found out that such cases, after working with them, if they do not have the change,
they do not improve, we will not buy their product for the next times.

[39.43] Interviewer

Do you think such behaviour is opportunistic behaviour?

[39.53] B12Aug30Do

Yes it is... because of the fact that the mind-set of our farmer is like that from so long time. It
almost does not have much improvement. As | in the past, I did my first job with farmer in Da
Lat. We went up there, do investment for them, pledge to guaranteed buy their product, but to
some points when the product price was low, they sold all the products to us, to the points where
the price is high, they said their farms corrupted, then they just sold a little bit to us (laughs). The
distance was too far away for us to go up and down to visit them, so we could not control all those
problems. So after a few seasons, we lost and could not do anything more, then | withdrew to do
business here, we don’t do business in Dalat market anymore.

Interviewer

Did it affect you too much when you did that?

[41.07] B12Aug30Do

Too many...lose money and other things and it was a lot.

Interviewer

For those farmer in Dalat, you also do the same way such as has strong attachments and had same
technical standard ?

[41.18] B12Aug30Do

No, not in the past, there was not such as this. Only that they...the technical standards were there
but was not as strict as this time. That means we just want to give them money in advance for them
to do so, so that we have a stable source to buy and to supply. But it did not work.

41.46] Interviewer

Did you give them money in advance?

[41.47] B12Aug30Do

Yes, advance payment, the money for fertilizer and seeds was given in advance. But when it comes
to the point that product price were cheap they sell them all for us (laughs), and when the product
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price are high... they were up there and we were here... The traders went straight to the farm to
buy, so they sold it, they did not ship it to me.

[42.12] Interviewer

You did not provide them technical support, you do not have them trained whatsoever, you just
give them money?

[42.20] B12Aug30Do

No, at that time, dozen or so years ago, at that time its market was so primitive. It did not have...at
that time there was not the VietGAP standards

[42.32] Interviewer

So you can compare the differences between what you did with Dalat farmers and what you are
doing now, why the farmer in Dalat...It seems like they have more opportunistic behaviours than
with the ones you are doing now, right? Could you think the reason why it has something the
differences? It is subjective?

[43.02] B12Aug30Do

| think every time is different and my way of doing it now is different from the old one... the
difference now is that | do business near my area, so we can control it. That is one. The second
thing is... about the product. Currently we do tropical products. As for now, for example, the main
product now in the market is the gourd, the gourd, the winter melon with the cucumber...and the
demand is relatively stable. It does not have the times when there is harsh “fever” of agricultural
product as the same to Dalat’s product...it is also one of the factors that...make our supply source
more stable... It's not that... For example the agricultural products of Dalat depends so much on
the weather. There are times when there was frost or others, there were almost no single cabbage
that meet the standard to supply the supermarket. And there are things that are. .. roughly the same
as there were a lot of damages... so it make the fever of thr products. Now, my current products
do not have that factors much, so it is also a factor that we can make it sustainable.

[45.13] Interviewer

Do think the activities that you do, you associate more closely with the farmer such as you treats
them like your employees as you said, you send them to training, and instruct them to do thing.
Do they affect to their the long-term business with you or ensure their supplying to you?

[45.37] B12Aug30Do

I think it also is. Because, however, firstly, for the Vietnamese farmers in general...our farmer and
the Southern people in general, the sentiment is an important factor.

[46.07] Interviewer

In the behaviours that you listed earlier, as if there were a change in the price, and you knew they
were selling out, the extent to which you accepted such behaviour? Do you accept that behaviour?
[46.28] B12Aug30Do

If you talk about accepting, then... We knew... but we turn a blind for that because I could
not...interfere that with our resources, but actually... they are not actually selling all product out
there. They also have... they still keep... they still want to do business with us long-term. They
just want at that moment they earn a little more but they still want to do long-term business with
us after that, so they still keep an appropriate certain quantity to supply us, so that they maintain
with us. Well, so we turn a blind eye for that, in order to do business together, if we are too harsh
with each other, then it is not that.

[47.33] Interviewer
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So do you think that's normal?

[47.40] B12Aug30Do

For our current condition, we have to accept that because there is no other way but without it is
still better (laughs)

[47.56] Interviewer

It became popular right?

[47.59] B12Aug30Do

Yes it is popular, in general everyone are the same, it is not something special

[48.12] Interviewer

Then before you do business with them, with such people, how was the relationship between you
two, and after those such things happened, do you have any change in your relationship with them
when you find out that they no longer priority you as their commitment?

[48.43] B12Aug30Do

I think I almost didn’t change much, maybe it was because of my characteristic. Or I eventually
thought, among those five to seven farmers, of course, some of them are closer, some of them are
not that close. The close relationship here is on the pure personal sentimental aspect rather than
the aspect of doing business, so it is not like we are closer to these people then we preferred them
than other. But It can be denied that I am closer with this person than others is the fact. But in
terms of doing business, I still treat them fairly, it is equal...but indeed to those who are closer to
me, | also feel that they are doing business with us more decently. These things are going to happen
less. Maybe it's because they are more decent so | am closer to them, or because they are closer so
they treat us better (laughs) I do not know between that two which one affect which one?

[50.05] Interviewer

So when doing business with those farmers, is there any norms in this relationship? Or is there
any norms in the business relationship in this particular industry that people must adhere to?
[50.23] B12Aug30Do

This is... in fact they... they are farmers... mostly they proactively approach us. Uhm, because
wet the market is very uncertain and they want a stability in their production. They want to... and
| told them that we have enough of these products, if you want to join with us, then you have to
plant this one, not the other. If you grow the other I could not buy that. They want to stabilize their
production, so they come to us. We almost don’t need to find them, so before they accept it, they
see how we are doing and they ask if we need that product, they will produce for us. So they accept
our standard, if you want to sell to us, your product has to meet this, and this, and this. And that is
the norms, the standards when they start to do business with us.

[51.31] Interviewer

And then during the cooperation, what norms do you have in the relationship between the two?
[51.41] B12Aug30Do

I only have that rule. It is to follow our product standard and the required quantities. Other than
that, there is no other rules.

[51.56] Interviewer

Do you have any expectation of their behaviours?

[52.04] B12Aug30Do

Of course, | always expect that my business partners in particular and even the farmers in general,
they are more and more professional. Professional here is...the professional both in the production
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and the professional in the market, professional in the business relationship. The more professional
the more easy. To be honest, at the moment our farmer ... says even they have been farmers
through many generations, but in fact they are not professional. They are not professional on the
choice of which plant to grow, which animals to feed. And they are not professional about the way
of doing business.

Interviewer

What do you mean by being professional in business relationship?

[53.16] B12Aug30Do

They must keep their commitments. Do not perceive the grass is always greener on the other side
of the fence (laugh)

[53.28] Interviewer

How about in case of an problem?

[53.38] B12Aug30Do

What are the problems?

[53.43] Interviewer

I do not know... between you and your partners if when something goes wrong, if there is
something wrong?

[53.58] B12Aug30Do

Then the incident, for example, is in terms of quality standards, in this aspect, that | already told
you then I will tell them that we detected those things. If they do not meet our standards, we will
not buy from them anymore.

[54.27] Interviewer

So | use the word professional in business relationship that you mentioned, then when the incident
happened so what would you define be professional?

[54.43] B12Aug30Do

Well, in their own way, if they are professional, when they commit to doing the right thing then
they have to do what they have committed. | think it is professional.

[55.18] Interviewer

Is there any behaviour that they take in the form of opportunistic or do they happen negatively
when you work with them that you know for sure that it will happen but you have no way of
preventing it?

[55.44] B12Aug30Do

There are things that | do business for many years then | know. For example making the product
does not meet the standard, mixing up products, and supply us depends on the market price. Well,
before we cooperate with them, we frankly discuss with them, and when they do not meet then
we... I mean that we detected and we did not... we still discuss with them on the problem if they
do not sort it then we stop to cooperate with them.

[56.28] Interviewer

Do you have any way to prevent it to be happened?

[56.34] B12Aug30Do

Not yet... Until know I don’t know how to stop it yet (laughs). It's just only a commitment to each
other. In term of prevent it, I do not know how .

[56.52] Interviewer
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Why in the previous years, when you work with SGC, you had to supply to SGC for a fixed and
then when the market price increase, you still have to supply them that fixed price. In the
meantime, you had not been able to ask the farmers supply to you with a fixed price, instead you
had to accept the increased price from them, why there is a difference? To the farmers, you are a
buyer, to SGC, they are also a buyer, why didn’t you deal with the SGC again to change the price.
[57.38] B12Aug30Do

Uhm, here | am talking about is the (laughs) power of the buyer. Uhm, here | talk about the power
of the buyer... for a chain that is ... the largest retailer in Vietnam, at present, the buyer power of
the SGC is relatively large, so that they can impose the terms, the conditions to theirs suppliers.
Interviewer

You are forced to do that?

[58.12] B12Aug30Do

| have to follow that.

[58.19] Interviewer

Now | would like ask about role of SGC with other cooperation. You said that SGC buys from
cooperative, and companies according to the VietGAP standard. I don’t know if SGC has any
supports for those organization to make them supply better?

[58.54] B12Aug30Do

As far as | know, there is almost no activity. Since many years ago, when on Tet holiday occasion,
the occasion of Tet is the time when...firstly the time of high demand, and its price has risen
sharply, so SGC has used the government's price stabilization fund that they provide for the SGC
within three months. Then SGC used the money to pay in advance to the companies, to the supply
sources...pay in advance in order to keep the low price during peak time, just like purchasing in
advance. They actually do that a few consecutive years, five or six consecutive years but in fact it
is not effective much. It has some, but not much effect. And then the main activity of the SGC to
support supplier is just to stop at that level. There are almost no other support in terms of
technology and other policies. In terms of technical... the technical of SGC is...no better than...
(laughs), they could not support anyone in term of technical. As for policy, there is almost no
policy that is specific and effective to develop a stable supply for the SGC.

Interviewer

You say it does not work in the case of advancing money from the price stabilization fund. How
does it not effective?

[01.01.19] B12Aug30Do

Well...the first one is it's not keep the price stable enough, the price still increased. And from the
other side of suppliers, they depends on the market. If the source of money that provided enough,
the farmer, the other people also buy form farmers, so if there is the time when it's “fever” it's too
hot, some traders outside are willing to increase the price sharply, so from this side we lose.
Second, the fact is, there are businesses that use the money for the wrong purpose...that means...
they take that money to do something else rather than taking care about the price stabilization.
That happens. And also in fact they have priorities for co-operatives, large businesses,
cooperatives... they usually prioritize for co-operative before businesses. In this way, the equality
in approaching the source of money is not available. So it leads to the fact that it is unequal, it does
not work in the use of the money form the price stabilization fund.

[01.02.56] Interviewer
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| do not understand what is the money for price stabilization. It means we have money and then
we give it to our suppliers, what do they do in return?

[01.03.09] B12Aug30Do

In return, they will keep the price stable for us. For example, in the time when the it come to lunar
new year in December lunar calendar, the price begins to increase ... starting from the full moon
of the month, the price is up, may be doubled to three times. So from October November the state
provides a stabilization fund. SGC will get an amount of money... the big companies take part in
the programme will take the job of stabilizing the price. So for example SGC, SGC will divide the
money to this company this company this company... to the products that SGC feels that they
have to keep the price stable. Then they give the money to the company, and say okay now we
pay you this money, you will have to commit that you will keep the price as | currently buy from
you, but I am not pick up the product now, I will pick it later on. At that time you are not allowed
to increase the price because | already bought. That is the purpose of the price stabilization.
[01.04.25] Interviewer

That means that is a form of advanced payment?

[01.04.29] B12Aug30Do

| paid the money in advance so that | can secure the supply source, so that at that point | get a
cheap supply source.

Interviewer

When it comes to the point of picking up products, do you still have to pay in full for the order or
you subtract the money you paid in advance?

[01.04.44] B12Aug30Do

No, | subtract that money

Interviewer

How do they misuse the money or use the money in wrong purpose?

[01.04.56] B12Aug30Do

It mainly because that funding does not reach to the farmers. It goes to the organizations, through
the organizations and consolidators. Actually, SGC cannot buy direct from farmers... can not buy
a little from a farmer, so they must have somebody to consolidate, and then they will buy in a large
order...they cannot buy separately in small orders (laughs). So there were some company that they
received the fund but they could not do the price stabilization job... in fact, every year the price
still increases in the occasions, it happened.

[01.05.50] Interviewer

But they already get the funding, how could they increase the price?

[01.05.57] B12Aug30Do

They do not increase the price but they only supply very little (laughs).

[01.06.09] Interviewer

Do you think that is opportunistic behaviours?

[01.06.10] B12Aug30Do

That is the opportunistic behaviour , that is a form of opportunities.

[01.06.14] Interviewer

In the cooperation between the businesses and SGC do you see any other opportunistic
behaviours?

[01.06.27] B12Aug30Do
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Oh yes, It has... and the chance that the opportunistic behaviours happened is due to the
professional and the capacity of the system, the purchase department of the supermarkets. For
example, they might be giving... for example, a farm... they are able to sell good quality products
to the market at a high price...take fruit as an example...they sell all the good class | products to
large fruit shops for a very high price, while they take the class Il and class Il to supply to
supermarkets at not-a-cheap price that is...that is because of the negotiation skills and the fruit
standard assessment of the supermarket is not...say professional... so it leads to such situation
and the fact is negative behaviours happen. So it has... I work in this industry, so that is my
opinions. For some products, not mention to the vegetables products because it does not happen
a lot, but for the fruit, I don’t appreciate it. Or... because it is a type of commodity that, in order
to be sold in the market, must compete for the price of the supermarket system. Price competition
with each other is very fierce, so they want to have a supply source with competitive price... the
consequence is... there is no beautiful commodity in the supermarket, especially the fruit. It is
obvious...if you go to supermarkets, you can see the fruit in the supermarkets is not good, not
delicious... it is not quality products.

Interviewer

Is that because the supermarket accepts the purchase of such a product or the expectation of the
product is different so you conclude that they act opportunistically?

[09.09.11] B12Aug30Do

Actually, the supermarket... when they quote, they quoted for good products, but when they
supply... it was not as expected but we could not have any solutions. There is no way to limit that.
[01.09.37] Interviewer

You cannot do anything?

[01.09.41] B12Aug30Do

Almost no...almost do nothing... it has so called a standard...the system is also not transparent
enough to make everything clear... for example you have to supply the products which is this, and
this, and this...both in its physical look and other factors...and also I mentioned earlier there are
negative behaviours.

[01.10.12] Interviewer

What do you mean by negative behaviours, could you share about that?

[01.10.15] B12Aug30Do

That is the so called “under-table” — that happens.

[01.10.24] Interviewer

Is it popular?

[01.10.32] B12Aug30Do

It is popular and it happen in every supermarket as well as SGC.

[01.10.38] Interviewer

Does it only occur in supermarket system? How about the other channels? Because of vegetables
and fruits will reach the market through many channels. Does only supermarket experience that?
[01.10.52] B12Aug30Do

Right

[01.10.55] Interviewer

Why is it so different?

[01.11.00] B12Aug30Do
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Because if | sell it to you as the owner of the SGC, you | will quote the exact (laughs) here I sells
to the supermarket, so you are the middleman who buys it, you are the middleman not the owner,
so the price is different.

[01.11.24] Interviewer

Is there any other cases that the supermarket find the opportunistic behaviour of the supplying
companies, besides the fact that quality is not as promised?

[01.11.52] B12Aug30Do

[silence 6s] I think there is not. Because in term of price, it is now very competitive. It is not
possible to sell the supermarkets at a too high price. So the sellers only have a way to sell a high
price to supermarkets... it means that they provide class Il, class Il products but charged as class
I. There is no other ways.

[01.12.25] Interviewer

But you said supermarkets have the power of buyers, they could not limit that behaviours? They
could not use that power to force the suppliers to supply the right product?

[01.12.45] B12Aug30Do

For example, the product, the product... the buyer's power is strong...but it is just strong to small
businesses (laughs), but for large businesses... it's hard to say...Well, for example, M, ok I supply
to them, I say | will supply melon which weighted from eight to nine grams per fruit, that is an
approximate size... or another time | say the size is from 1 to 1.2 kg...they can open a random box
and take three fruit to weight... For example, if you say it is 7 to 800 grams, so three fruit is at least
2.1 kilograms or above. If they take out three random fruit but they are not weighted exactly 2.1
kilograms, so that they are willing return full order to me. They won’t test any further fruit, just
return them all... They accept that their shelves will be empty.

[01.14.09] Interviewer

They accept?

[01.14.09] B12Aug30Do

They accept that. They accept that they will not have the item to sell. However the culture here is
different, the pressure that the selling points, the stores put on the pickup function and sale
department are huge if they have no product for sell. When they do not have the goods for sale,
they blame, they shout, etc.... thus the sale department by any means to have products for them to
sell...because they have revenue target if they don’t have products so where they can meet the
target (laughs). So because of that pressure, the sale department has to turn a blind eye to that.
That is the first thing, the second is those businesses are close businesses, there is also “backyard
business”...then that is the same with “under-table” things...that means turn a blind eye to do
business together. That is the story how that businesses can supply the products which is not the
same with their commitment to the supermarket.

[01.15.50] Interviewer

Do you know the biggest supplier who currently supply to SGC?

[01.15.56] B12Aug30Do

The biggest supplier of SGC now with a couple of tons per day, it is the AD co-operative, then ST
company, both in Da Lat.... Because in the past they...I don’t remember the name of the
company... because they were doing business with me in the past, so I know they are ST, but now
they have founded a company with a different name I don’t know. I don’t remember, I only
remember his name is ST, maybe I don’t remember it right. AD cooperative is very large in Da
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Lat. Recently they sell 70% to U&I so it is not purely cooperative anymore... it is now kind of a
joint stock company.

[01.17.00] Interviewer

Has AD ever act opportunistically?

[01.17.06] B12Aug30Do

Actually, both AD and ST, they had some scandals a few years ago. If you search now you still
can find it in newspapers

[01.17.20] Interviewer

Can you tell me that?

[01.17.22] B12Aug30Do

They blame each other that instead of buying directly from farmer, they go to the wholesale
market to buy product, and then pre-processing and mixing it up...that is get unlabelled products,
then pre-processing and packaging and supply to SGC. That is the one you mentioned about
mixing products.

[01.17.48] Interviewer

So it really happens?

[01.17.49] B12Aug30Do

Yes it does... it is still there in newspapers.

[01.17.55] Interviewer

| do not know about those cases, but | know AD is a big name.

[01.18.03] B12Aug30Do

Mr T is... a big guy (laughs)

[01.18.08] Interviewer

After that incident, did SGC continue to do business with them?

[01.18.15] B12Aug30Do

Yes, continue to do so... we stopped to buy from them for a while, and had penalties...then re-
negotiate and then buy again.

[01.18.31] Interviewer

AD is big, do they really play that game?

[01.18.37] B12Aug30Do

(Laughs) Almost everyone plays, almost everyone plays. For Vietnam's agricultural market now,
the biggest gap is lack of transparency ... Lack of transparency ... and there is no mechanism to
control effectively that transparency.

[01.19.07] Interviewer

What do you mean by lack of transparency? Lack of transparency in what?

[01.19.09] B12Aug30Do

Transparency in quality, transparency in quality ... for example...the agricultural products market
now... you can see the online market is growing... It's growing sharply, and why does the online
market grow? It is because they lack of trust in the ... the .. the .. public announcement of
businesses, including the supermarkets. They... consumers directly told me that... supermarkets
say so... but the supermarket does not directly produce it, and the suppliers of supermarket do. Of
course, they know the supermarket does not do, but their suppliers do, if the supermarket know or
not? So they find online items that is sold twice as high as the normal price because... they buy
the trustworthy. Well, for example, you know me, ok | know this guy, he is ok, believe that he tell
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the truth, so you buy from me even there is no quality certificate... just buy because it is C’
product. Also, see it is very easy to buy VietGAP certificate. VietGAP certificate is a showing-
up-standard, it does not have anything. It's no longer have any value for product screening. Now
almost no one believes that VietGAP certificate. Just because it is one of the regulations of the
state, so if you want to do business, you have to comply. | am now doing better than VietGAP,
much better than VietGAP.

[01.21.14] Interviewer

You mean they sell VietGAP certificate, do they come to do assessments in reality?

[01.21.21] B12Aug30Do

Yes, they do test in reality... they go to farm... they have full process of doing it, but
actually...they almost not do it properly. They do test once in a year, when it due they go to farm
to test one time, they do not check on what farmer do during the rest over three hundred and sixty
days. That is, in fact, for doing agricultural businesses, to make clean products clean, make
products as you promised...who does that depends mainly on his heart. In fact, it is very difficult
to control, not be able control.

[01.22.10] Interviewer

There is no mechanism to be considered as control? If you do not produce directly, so you do not
know?

[01.22.21] B12Aug30Do

Cannot know. Even you still can do wrongly organic standards

[01.22.31] Interviewer

How would they do wrongly?

[01.22.33] B12Aug30Do

Instead of organic, they can use chemical fertilizers. Fundamentally, organic products standard
does not allow any chemicals, but if they use at certain acceptable level is just right, with a enough
quarantine time, and with a moderate level of it, it is very difficult to detect, could not detect it.
Interviewer

There are many.

[01.23.14] B12Aug30Do

That's why | says that the market needs transparency.

[01.23.21] Interviewer

Do you think the role of the buyer in that transparency is important. Buyers here are supermarkets
or companies like yours who buy from farmers. What role do they have?

[01.23.45] B12Aug30Do

| think that in order to achieve that transparency, the power of the consumer is very high, and
secondly it is the state's sanction. For example, I don’t know how other countries are doing, but I
think, for example, a company produces food... food is what we eat, it affect to consumers’ health,
so if you do it wrongly... you do not do what you said...the sanction mechanism must... for
example fine a heavy penalty or shut the company, and something like that... I think it has to be
that to have...have... enough deterrence. For the consumer, they must have an understanding of
the agricultural product, for example, now they do not trust and they equalize, equalize all the
products. And may be due to their life standard, the financial condition of the consumer, the
majority of consumers in Vietnam. They do not willing to pay a price for the people who do things
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right. Oh, they keep telling me that...well, they said that but I am not sure they do that, so I just
buy other product to be safe. They accidentally “kill” the person who do things right (laughs)
[01.25.36] Interviewer

That is, at the end of the day, it goes back to what consumers want?

[01.25.43] B12Aug30Do (reply without question)

Yes, what consumers do want... and here firstly consumers need to know what they want and
know about that product, and thirdly is willing to pay for that. If they do not willing to pay for it...
people have do everything to be competitive, so that they can survive. The story that people cheat
on quality in order to compete on price, that thing is definitely going to happen.

[01.26.19] Interviewer

| would like to come back with the story of AD, | am still wondering if they produce everything
themselves?

[01.26.34] B12Aug30Do

Literally, AD has their land land owned by cooperatives and farmers are members in that
cooperative. The size is dozen hectares there, forty to fifty hectares... | remember it is forty
something hectares. The location is on the highway...the shortcut from Dalat to Nha Trang. AD
committed that the products of ADs are from cooperatives, from their farmers in that area, and
from the farm of AD. But then people took photograph of AD vans...they are buying products
from Dalat Wholesale Market, then they jump into that. The situation of ST is also the same. There
were only two cases.

[01.28.08] Interviewer

But why do they have to buy unlabelled products outside?

[01.28.18] B12Aug30Do

| think, at that time, their farm did not have enough to fulfil the orders from the supermarket. So
they go for outside sources (laughs)

[01.28.28] Interviewer

Did they have any other cases before or after?

[01.28.31] B12Aug30Do

So far, That scandal is the biggest one. There are cases that sometimes the vegetables and fruits
have excess residue beyond the standard and so on, that happens quite frequent. Those are small
incidents from their farms?

[01.28.59] Interviewer

Do supermarkets have any way to stop it?

[01.29.06] B12Aug30Do

Every time they detect such thing, they stop buying, and fine... with a failure they will have an
appropriate penalty of a certain amount of money.

[01.29.15] Interviewer

But then they still do business with them?

[01.29.18] B12Aug30Do

Yes, then we start to retest the product, as long as they meet the standard, then we buy from them
again.

[01.29.28] Interviewer

Then, do it reoccurrence?

[01.29.30] B12Aug30Do
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Yes (laughs)

[01.29.36] Interviewer

It means it become popular?

[01.29.39] B12Aug30Do

Yes it is common and that often happens. Every day the supermarket spend a lot of money, to test
at the warehouse, at the input source that before bringing the product to shelves...at the warehouse
where they deliver the products. Supermarkets spend a lot of money every day to test that before
they pick up the product.

[01.30.04] Interviewer

Besides the two big supplier names, do it happen at the other small suppliers?

[01.30.11] B12Aug30Do

Well, almost everyone,

[01.30.16] Interviewer

The sanctions, the control mechanism before and after, are they different from the two big ones?
[01.30. 30] B12Aug30Do

Yes. There are small suppliers who eventually cannot afford to do it, then they actively quit.
[01.30. 39] Interviewer

Have you ever considered to stop doing business with a supplier as a form of penalties?

[01.30. 50] B12Aug30Do

Actually, I was not work in the sale department. So I don’t know about that information. I just
know about such things only because | was a retail manager. This means, the quality management
department has sent information about the quality problems of this product so they do not pick up,
and the other product has these problems that need to recall to warehouse, stop selling to
consumers. Take that as an example where got the information, but the way to deal with the
supplier, I do not have a deep understanding.

[01.31.36] Interviewer

Is the sales department deal with the suppliers?

[01.31.39] B12Aug30Do

Yes, the business department deals directly with the supplier

[01.31. 40] Interviewer

The SGC does not have what a department called the purchasing department?

[01.31. 45] B12Aug30Do

That's the purchasing department

[01.31. 45] Interviewer

Ah, sale department is just a different name. You are a retail manager so you manage all the retail
items of SGC?

[01.31]. 51] B12Aug30Do (Answer without question)

No, when | was the retail manager, | managed a SGC Food chain

[01.31. 58] Interviewer

Did you manage the whole chain?

[01.32. 02] B12Aug30Do

I managed some of the stores

[01.32] Interviewer
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For big retailers such as SGC and their suppliers, what's the norms in the relationship between
them? Or what is the standard in the relationship between SGC and its suppliers?

[01.33.43] B12Aug30Do

It is the contract framework (laughs), all suppliers are the same. But depending on the item, it may
be depending on the negotiation skills, the...the weight of each supplier varies. Its trading term is
also different, on the discount, the price, in terms of the support and other thing are different.
Almost nobody is the same.

[01.34. 19] Interviewer

Apart from contract, that is, if you just ignore the contract between the two parties when doing
business together, do you have any requirements or expectations to them?

[01.34. 40] B12Aug30Do

Uhm... as for SGC ... for example, there are strategic suppliers, then... they would be like ... for
example a product, there are ... many suppliers can supply the same product. As for strategic
suppliers, they will be given priority, their product dominates the ... for example with the same
output, then the strategic supplier will account for 40% -50% in that output. Then the remaining
50-60% will be divided by six to seven, each about 10%.

[01.35. 30] Interviewer

If I mention the word “norms” I do not know does is translated to Vietnamese for but ... what do
you think is the norm in the relationship between the two partners? The word "norm" translated to
Vietnamese is “chuan muc”, or it is “nguyen tac” in the relationship of the two. What are norms
in the relationship?

[01.36. 19] B12Aug30Do

Uhm... this is hard to say, because of ... the ... business environment of Vietnam, and especially in
the context of the SGC...it is also a business that has a lot character of a state company, well these
norms are really is not clear. Of course, in terms of principle, the supplier will have to know to
supply SGC with the best quality products at the best price. Then the code of ethics is not “do this
do that” purchasing staff. It just has that general norms.

[01.37. 45] Interviewer

If you talk about e KXQ and your farmers, you said that that you want them to do exactly to the
contract. Apart from that do you expecting anything more from them in the relationship between
you two. That is also the norm in relationships.

[01.38. 14] B12Aug30Do

I just wish they were doing their commitment... day by day... we grow up then accompany to us
to do the business together. Besides, | do not have any bigger idea.

[01.38. 41] Interviewer

| thank you so much. I finished the questions. | do not know if what you want to share more what
we discussed, the opportunistic behaviours in the industry in general. Is not necessarily to be
specific for one company, you can share whatever you know in the reality, or problems exist in
the industry?

[01.39] 08] B12Aug30Do

As | said earlier, the market is lack of transparency. Lack of transparency and lack of consumer
knowledge, and state sanctions. Secondly, the support of the state in the field of agriculture in
general and of clean agriculture in particular is almost the same for the last several decades. We
are known in the market, the city council invited us to meetings. The government knows us, not
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ignorant. However, in order to access these sources of funding, there is... almost we cannot access
loans from the bank, not to mention to the funding. It is almost no support. In order to develop
agricultural business, there are problems. For example, recently there is the funding of 5000 billion
VND to preferential organizations who develop high-tech agricultural in general, other businesses
got that. Our business almost did not have access to that. That has such problems. But I think the
power of consumers, the understanding of the consumer about agricultural product is...low and
may be...we can call it...not understanding fully (laughs). For example, they just only understand
two parts of the problem and think that they understand them all, but in fact they are not.
[01.41.36] It also affect the market...for example clean agricultural products, it has many levels
of clean. How do it clean... it is clean like this so the price is this, the price is different, clean as
VietGAP standard is different, clean as Global GAP is a different price, clean as organic is another
different price. But they do not understand that, for example, they do GobalGAP, but different
technical are different. Then it's back to the level of clean products. For example, for VietGAP
standard there are many VietGAPs, for the GlobalGAP there are many GlobalGAP, including
organic ones. The consumers almost do not know about that. They equalize all the products, from
which it also makes the market it deviated.

[01.42] Interviewer

Why you are known by the government but you don’t have access to their funding?

[01.43. 18] B12Aug30Do

Because, for example, the bank require mortgage. But personal estate is...small, and not meet. And
the property that attaches to... the assets that is invested on land is... in fact, the state give it to us
only twenty years, our own land. So the bank does not accept that as mortgage, even though we
invest so much... there are many fixed assets on the land. That is also one of the things that I could
not take it to mortgage, to make capital to business. And the story of accessing the funding is a
long story that I don’t want to talk anymore.

[01.47.07] B12Aug30Do

Our business is small. We only work with supermarkets. However, in fact, the real big market is
the wet market. The supermarkets system occupy less than 10% market share compared to the wet
market. Of course, it is important to the fruit and vegetable market. The problems are as I said...the
support to SGC suppliers is very limit. The evaluation of SGC does not have any standards, and
fair. For example, that supplier they perform well, they supply often and good quality, and good
price...but there is no one to sit down to evaluate that, or if they evaluate that aspects and they
take no further actions. If we know that supplier perform well...so we should support them this,
support them that... to make them work with us more better... I don’t know if other supplier
receive those things or not, but KXQ did not receive anything even we work with SGC. In term
of position in fruit and vegetable, KXQ is in top 5 big suppliers to SGC, not just a small
supplier...but there is no support.

[01.52. 01] B12Aug30Do

There is another factor...that is there are many supplier wish to supply to SGC. So every day,
there are new suppliers giving quotes to SGC. Consequently... because they want to supply to the
supermarket...they offer very competitive price. At low prices, they may think they accept losses
at some point... for example, in three to five months and five months...and when they have a place
in the supermarket, they earn money later. They think that they have the capital to do that, and the
purchasing department is based on the price they quote, in order to create pressure for current
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suppliers. Current suppliers are dumped on the market very often, because of those new suppliers.
But in fact it distorts the market, it is not right. In fact, no product could be offered that price at
that time, but the purchasing is... just see that is a good price, so they buy. They do not need to
know the sources of the products, don’t care how long will they can keep supplying. Generally,
when doing business, we do not afraid of the big guys, because the big guys do business properly,
we are just fear the new guy (laughs). That is also one of the problems in the supply source.
[01.54. 05] Interviewer

SGC are willing to give up on you when they get a better source of better price even they don’t
whether the product is better or not?

[01.54. 17] B12Aug30Do

They are willing

[01.54]. 17 Interviewer

willing to leave?

[01.54]. 18] B12Aug30Do

Willing to leave

[01.54]. Interviewer

It seems like you depend on them?

[01.54]. 31] B12Aug30Do

In general, there is no certainty, that is, there is no commitment by the SGC to the supplier that
will keep cooperate for a long time. For example, now | commit that | will buy your product for a
long time, if you invest in these things. For example, now | am going to make an investment in
this machines and green houses in order to supply them with that quantity, that technologies with
such quality, so | will commit to buy from you... There is no such thing like that.

[01.55. 23] Interviewer

But is it different from the M that you sell?

[01.55. 28] B12Aug30Do

M does not have much support nowadays

[01.55. 35] Interviewer

Do you think of looking to other guys ... like they have bit more support activities. In the
supermarket, 1 know the way they operate are different, are not the same?

[01.55. 53] B12Aug30Do

But it almost the same. They currently don’t have... I am working with A... but they also don’t
have anything to protect their supply sources.

[01.56.11] Interviewer

For example BC or VE?

[01.56.16] B12Aug30Do

The market share of VE is currently very small, I have not work with VE yet.

[01.56.26] Interviewer

The order quantity form VE would be much less than SGC?

[01.56. 27] B12Aug30Do

No, could not be equal to...and the trading conditions, the delivery terms and logistics conditions
are also difficult.

[01.56.36] Interviewer

How is it different with SGC?
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[01.56.39] B12Aug30Do

SGC has the advantage of having a distribution centre, meaning that we delivery there, then SGC
has a logistics team to deliver to the store, but the other supermarket almost don’t have that. Or
they order a small quantity, with the shipping cost put on top, it is very high cost. Those are such
difficult things and it is the current situation.

[01.57.10] Interviewer

Thank you.
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Appendix D - Screenshot of Study 1 codes in NVivo

=-O  Supplier Development 30 427 26/09/2021  PT 25/03/20192  PT

O Assessment and feedback 28 104 26/09/2021  PT 15/04/2019 1 PT

O Cash support 19 35 26/09/2021  PT 15/04/2019 1 PT

O Competitive pressure 4 5 26/09/2021  PT 25/03/20192 PT

O Guarantee sales for supplier 11 19 26/09/2021  PT 25/03/20192 PT

O Provide physical input 15 60 26/09/2021 PT 15/04/2019 1 PT

O Sharing important information 15 28 26/09/2021  PT 21/10/20192 PT

O Supplier Incentives 0 0 26/09/2021  PT 15/04/2019 1 PT

O Training farmers 25 156 26/09/2021  PT 21/10/20192 PT

= O  Supplier Development (Trigger) Supplier Opportunism 22 76 26/09/2021  PT 15/04/2019 1 PT

O Train farmer 14 31 26/09/2021  PT 16/04/2019 1  PT

O Supplier Incentives 1 1 26/09/2021  PT 15/04/2019 2 PT

O Sharing information 0 0 26/09/2021 PT 15/04/20191 PT

O Cash support 5 9 26/09/2021  PT 15/04/20192 PT

O guarantee sale 11 19 26/09/2021 PT 15/04/2019 2 PT

O provide physical input 2 2 26/09/2021  PT 15/04/20192 PT

O  Assessment and feedback 9 14 26/09/2021  PT 15/04/2019 2 PT
=-O OPP-SUP 29 347 26/09/2021  PT 18/03/2019 1 PT
O OPP-SUP.BLISSUE 1 1 26/09/2021  PT 23/03/20190 PT
O OPP-SUP.Brandname 1 2 26/09/2021 PT 15/03/2019 2 LP
O OPP-SUP.BREAK 21 75 26/09/2021 PT 24/03/20190 PT
O  OPP-SUP.BREAK.mouth contract 4 5 26/09/2021 PT 19/03/2019 1 PT
O OPP-SUP.BREAK.NO 1 2 26/09/2021 PT 18/03/2019 2 PT
O  OPP-SUP.CHEAT 24 112 26/09/2021 PT 16/04/2019 1 PT
O OPP-SUP.Competitive pressure 1 2 26/09/2021  PT 24/03/20190 PT
O OPP-SUP.Cover-up 3 4 26/09/2021  PT 24/03/20190 PT
O  OPP-SUP.Cutting Corner 7 12 26/09/2021 PT 24/03/2019 0 PT
O OPP-SUP.DISHONEST 12 30 26/09/2021  PT 24/03/20190 PT
O OPP-SUP.FKCOM 7 12 26/09/2021  PT 24/03/20190 PT
O OPP-SUP.INCREASE PRICE 3 4 26/09/2021  PT 15/03/2019 2 P
O OPP-SUP.Irresponsible 2 4 26/09/2021  PT 24/03/20190 PT
O  OPP-SUP.MISASP 3 4 26/09/2021  PT 24/03/20190 PT
O  OPP-SUP.MIX PRODUCT 9 15 26/09/2021  PT 18/03/2019 1 LP
O OPP-SUP.MIX PRODUCT.NO 1 1 26/09/2021  PT 15/03/20192 LP
O OPP-SUP.NO 6 11 26/09/2021  PT 17/03/20192 PT
O OPP-SUP.OTHR 4 8 26/09/2021 PT 15/03/2019 2 LP
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Appendix E - Inter-coder Reliability — Result in Nvivo

Code ‘ ‘File File Folder  [File Size L Kappa| Agreement (%)| Aand B(%)L NotAand NotB (%)|  Disagreement (%)| AandNotB (%) Band NotA (%)
JCONTROL BOlan18Ex  Files 37651 chars 0 0 9947,
CCONTROL\CTRL-CONTRACT BOUan18Ex  Files 37651 chars ” of 9947 o”
CORRBUYER BOTJan18Ex  Files 37651 chars ” of 954" o”
GUARSELL BOTJan18Ex  Files 37651 chars ” of 9948 o”
GUARSELL\GUARSELL-3-6months BOUan18Ex  Files 37651 chars ” of  99s7” o”
NORMS BOTJan18Ex  Files 27651 chars ” o26ss” 91" 166"
NORMS\NORM-COMMITMENT BOUan18Ex  Files 27651 chars ” of oz’ o”
NORMSYNORM-Contract no work BOTJan18Ex  Files 37651 chars ” of  ora1” o”
NORMS\NORM-HACON BOTJan18Ex  Files 37651 chars ” of 9968 o”
NORMS\NORM-HISTORY BOTJan18Ex  Files 37651 chars ” of 9901 o”
NORMS\NORM-NONCONTRACT BOTJan18Ex  Files 37651 chars ” of 97’ o”
NORMS\NORM-OPP BOUan18Ex  Files 37651 chars " of s 0"
NORMS\NORM-OPP\NORM OPP - Change price BOTJan18Ex  Files 37651 chars ~ of  osss” o
NORMS\NORM-REPUT BOUan18Ex  Files 37651 chars ” ogose” 992" 1667
NORMS\NORMS-Strength BO1Jan18Ex  Files 37651 chars © of 9935 o
OPPORTUNISM BO1Jan18Ex  Files 37651 chars " 033517 844’ 572"
OPPORTUNISM\OPP-BUYER BOUJan18Ex  Files 37651 chars " of 9197 0"
(OPPORTUNISM\OPP-BUYER\OPP-BUYER BIRBERY BOUan18Ex  Files 37651 chars ” of 979" o”
OPPORTUNISM\OPP-BUYER\OPP-BUYER DECPT BOUan18Ex  Files 37651 chars ” of 962 o”
(OPPORTUNISM\OPP-BUYER\OPP-BUYER. DISHONEST BOUan18Ex  Files 37651 chars ” of 95397 o”
(OPPORTUNISM\OPP-SUP BOUan18Ex  Files 37651 chars ” o3zl s’ 299"
(OPPORTUNISM\OPP-SUP\OPP-SUP.BREAK BOUan18Ex  Files 27651 chars ” 029547 0345”7 1617
(OPPORTUNISM\OPP-SUP\OPP-SUP.CHEAT BOTJan18Ex  Files 37651 chars ” 016187 9636" 037"
(OPPORTUNISM\OPP-SUP\OPP-SUP.DISHONEST BOTJan18Ex  Files 37651 chars ” of o o”
(OPPORTUNISM\OPP-SUP\OPP-SUP.INCREASE PRICE BOTJan18Ex  Files 37651 chars ” of 994" o”
(OPPORTUNISM\OPP-SUP\OPP-SUP.MIX PRODUCT BOTJan18Ex  Files 37651 chars ” of o9 o”
OPPORTUNISM\OPP-SUP\OPP-SUP.PLAYGAME B01Jan18Ex  Files 37651 chars ” of @2’ 0
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Appendix F - Truth table

UPFRONT ONPAYMENT ADVICE NormQOPP TRUST number dISP raw consist. PRI consist. SYM consist
1 1 1 1 1 1 1 1 1 1
0 1 1 1 1 1 1 1 1 1
1 1 1 1 0 1 1 1 1 1
0 0 0 1 0 1 1 1 1 1
1 0 0 1 1 2 1 1 1 1
0 0 0 0 0 2 1 0.889632 0673267 1
0 1 1 0 1 1 1 0875472 0834171 0.834171
0 0 1 1 1 2 1 0.854077 0.796407 0.796407
0 0 1 0 1 2 0 0767981 0.62406 0.62406
1 1 1 0 0 1 0 075188 0507463 0.507463
0 0 1 1 0 1 0 0744301 0492537 0492537
0 0 1 0 0 2 0 0744361 0 0
1 0 1 0 1 2 0 0732394 0.5 0.570816
1 1 1 0 1 6 0 0.685393 0.544715 0.598214
0 1 1 0 0 1 0 0663317 0 0
0 1 ] 0 0 1 0 0.596386 0 0
0 0 0 0 1 4 0 0570815 0455041
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Appendix G - Questionnaire
Appendix G.1 — Questionnaire (English)
QUESTIONAIRE

Thank you very much for considering participating in our survey. We very much appreciate your time to
complete the survey. Your answer is much value for our research.

Please be assured that your confidentiality will be protected and only used for academic purposes.
By answering the below question, you consent to participating in our research.
Part 1 - SCREEING

Are you a manager/senior manager or equivalent who works with your organisation’s suppliers of fruit and
vegetable products?

[ Yes (continue to Part2) [_1 No (Stop)
Part 2 - MAIN QUESTION

2.1 In order to answer the following questions, please think of ONE major supplier of your
organisation. Let’s call them supplier X.

Please answer the following questions.

1. What type of certification(s) does Supplier X have? (cd thé danh dau nhiéu hra chon)

[] VietGAP [] GlobalGAP [ PGS [] usbA ] Eu

[] Organic

[ other (P1€aSE SPECITY) .voveeiieiieieci et e

[ ] No certificate [ 11 don’t know
2. Supplier X is... [Choose 1 answer]

[ ] A household farmer. [ ] A Cooperative

(] An Agri company. [ ] Trader.

[ ] Other (please SPECITY): ....vivvvevereeieeeeeeiccee e
3. How long has supplier X supplied to your organisation? ...................... Year...ooiiieirenen month
4. How long have you been involved in working with supplier X? ............. year ..o month.
5. Intotal, how many percentages of your total quantity/revenue of the fruit and vegetable is supplied by

supply X?

Y SR % quantity bl % revenue
6. Is supplier X a member of a cooperative group?

[ IYes [ 1 No [ Not sure

2.2 Please review your current mood and describe your thoughts and feelings about your present
mood and its influence on you right now. Please choose ONE number from 1 to 7 (1= definitely does not
describe my mood, 4= neither describes nor does not describe my mood, 7= definitely describes my mood)

7. 1 know exactly how | am feeling. 1 2 3 4 5 6 7
8. I know why I feel this mood. 1 2 3 4 5 6 7
9. ltisclear. 1 2 3 4 5 6 7

2.3 Please indicates the extent you agree with each of the following statements
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(1= strongly disagree, 4= neither agree or disagree, 7= strongly agree)

Our firm has undertaken supplier development with supplier X through:

10.Giving production related advice to supplier X (e.g., processes, 1 2 3 4 5 &
type of fertilizers, pesticides).
11.Training farmers from supplier X. 1 2 3 4 5 6
12.Giving product development related advice (e.g., processes, 1 2 3 4 5 &
project management).
13.The transfer of employees to supplier X. 1 2 3 4 5 6
14.Giving technological advice (e.g., materials, software) 1 2 3 4 5 6
15.Recognizing supplier’s X achievements/performance in the
1 2 3 4 5 6
form of awards.
16.Site visits by our organization’s personnel to supplier X 1 9
premises to help them improve performance.
17.Site visits by our organization’s personnel to supplier X 1 9
premises to assess their production process.
18.Providing supplier X with equipment or tools for process 1 9
improvement.
19. Providing supplier X with credit (e.g., in the form of prepayment and 1 9
interest free loan).
20. Evaluating supplier X’s price, quality and delivery performance 1 9
regularly.
21. Offering guaranteed sales. 1 2

2.4 Please indicates the extent you agree with each of the following statements

(1= strongly disagree, 4= neither agree or disagree, 7= strongly agree)

22.0n occasion, supplier X lies about certain things to protect 1 2
their interests.

23.Supplier X sometimes promises to do things without actually 1 2
doing them later.

24.Supplier X does not always act in accordance with our contract 1 9
(s).

25.Supplier X sometimes tries to breach informal agreements 1 2
between our companies to maximize their own benefit.

26.Supplier X will attempt to take advantage of “holes” in our 1 2
contract to further their own interests.

27.Supplier X sometimes uses unexpected events to extract 1 9
concessions from our firm.

2.5 Please indicates the extent you agree with each of the following statements

(1= strongly disagree, 4= neither agree or disagree, 7= strongly agree)

28.The exchange relationship with supplier X creates a complex
web of expectations between us over all kinds of issues.
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29.The exchange relationship between our company and supplier
X is extremely complicated.

30.The exchange relationship between our company and supplier
X is complicated

31.The exchange relationship between our company and supplier
X comprises of many diverse expectations about each other’s 1 2 3 4 5 6
behaviour.

32.My organization and supplier X in this category share the same
goals in our relationships.

33.My company and supplier X in this category have compatible
goals.

34.My company and the major suppliers in this category support
each other’s goals.

35.My company and supplier X in this category have compatible

: . 1 2 3 4 5 6
views on how to achieve our goals.

2.6 Please indicates the extent you agree with each of the following statements

(1= strongly disagree, 4= neither agree or disagree, 7= strongly agree)

Through the development of supplier X, our firm was able to...

36. Improve our delivery reliability

37. Reduce time to market

38. Reduce operation downtimes

39. Increase the satisfaction of our customers

40. Improve the reliability of our product

41. Improve the quality of our product.

42. Improve the quantities of our product.

PR R R R R R
NN NN NNDN

43. Improve the number of our product lines

WIWW W w w w w w
A, DD DDA D
oo o o o1 o1 o O O
DD OO O OO OO O

44. Offer safer product to our customer 1 2

ENEIENEIENEIENT PN IENG PN IENG IEN

2.7 Please indicates the extent you agree with each of the following statements

(1= strongly disagree, 4= neither agree or disagree, 7= strongly agree)

45.Maintaining a long-term relationship with us is important to
supplier X.

46.Supplier X believes that over the long run our relationship will
be profitable.

47.Supplier X focuses on long-term goals in this relationship. 1 2 3 4 5 6

48.Supplier X expects us to be working with them foralongtime. 1 2 3 4 5 6

Part 3: DEMOGRAPHIC

1. In total, how many suppliers currently supply fruit and/or vegetables to your organisation?

................................................................. supplier

2. In which agri-food sector are your company currently operating? (Choose all applicable).
L] Fruit
[]
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Vegetable

3. Your organisation is ... [tick ONE box only]
[ 1 A cooperative
[ ] An Agri-food retailer (Not a supermarket) Nha ban 1¢ (khdng phai siéu thi)
L1A supermarket Siéu thi
[] An Agricultural Products Export company Cong ty ndng san xuat khau
[_] An Agricultural Products Domestic company Cong ty ndng san noi dia
[_] A catering services company Cong ty dich vu in uéng (E.g., restaurant, industrial catering)
[ 1 A Food processing company Cdng ty ché bién thuc phim
[ Other (Please specify)

4. How long has your organisation been in business?...................... YEarS....ooenenn months
5. What is the number of full time (and full-time equivalent) employees are working in your
organisation?

[ ] <10 employees [ ] 10-100 employees
[] 101-200 employees [ ] >200 employees
6. What is your organisation total revenue per year?
[] <3 billions VND [ 3 billions — 50 billions VND
[] >50 - 200 billions VND [1 > 200 ty ddng billions VND
7. Do you wish to receive a summary of the research result? [_] Yes [ ] No
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Appendix G.2 — Questionnaire (Vietnamese)
BANG CAU HOI

Xin cam on Anh/Chj da cén nhéc tham gia tra 1i khao sat. Nhirng cau tra 16i nghiém tdc, thang thin va
trung thuc cua Anh/Chi cho bang céu hai nay c¢6 y nghia v6 cung quan trong vai nghién cuu.

Xin Iuu ¥, khong ¢ cau tra 101 nao ding hay sai, moi y Kién tra loi cia Anh/Chi déu c6 gié tri cho nghién
ctru ciia chung t6i. Chung t6i xin cam doan moi théng tin thu thap duoc déu s& dugc bao mat va chi ding
cho muc dich nghién ctu khoa hoc.

Bing cach tra loi vao bang cau héi bén dwéi, Anh/Chi x4c nhan déng y tham gia thuc hién khao sét
cho dé tai nghién ceu cia chang toi.

Phian 1 — CAU HOI GAN LQC

Anh/Chj c¢6 dang gitr chirc vy quan ly cip cao/ quan ly (hoic tuong dwong) va cé 1am viéc voi nha cung
c4p san pham rau cui qua cia cong ty/hop tac xa (HTX) cua Anh/Chi?

[] Co (tidp tuc tra 16i) [ Khong (ngung trd 16i)
Phan 2 — CAU HOI CHINH

2.1 Pé tra |6 nhitng cu héi sau dy, vui long nghi dén MQT trong nhitng nha cung cip rau ci qua
chinh ciia cong ty/HTX ciia Anh/Chi. Gei nha cung cap nay la nha cung cap X.

Vui long chon tra o1 cho nhitng cau hoi dudi day.

1. Liét ké cac loai chitng nhan ma nha cung cip X dat dugc? (c6 thé danh dau nhiéu lva chon)
[] VietGAP [] GlobalGAP [ ] PGS [] usbA [1EU
[] Organic
[ Chitng NhAN KNAC (GOi 18).......evveeeeeeeeeeeee e
[]  Khong c6 ching nhan: [_] Khong ré
2. Nha cung cip X la.... [chon MOT cau tra 15i]
(] Ho ndng dan. [] Hop tac xa.
[] Céng ty ndng nghiép. [ ] Thwong l4i/ Vya.
[ ] Loai hinh khac (vui 10ng ghi 18): ....c.cvoveveeereeeieeeeeeeeceeens
3. Nha cung cip X di cung cip san pham cho cong ty/HTX ctiia Anh/Chj bao lau? ......ndm thang

4. Ban than Anh/Chj d3 1am viéc vé&i nha cung cap X bao lau? nam thang

5. Nha cung cip X cung cip bao nhiéu phan trim trong tong san lugng/doanh thu rau ci quéa cia cong
ty/HTX Anh/Chi?
Y SR % san luong o] % doanh thu

6. Nha cung cip X ¢ la thanh vién cia mot hiép hoi hop tac x& hodc hiép hoi chuyén nganh hay khong?
[1co [] Khéng [C] Khong chéc

2.2 Vui long danh gia tim trang hién tai cia Anh/Chi va m6 ta suy nghi va cam giac vé tam trang
hién tai cia minh. (1= hoan toan khéng mo ta tam treng cua toi, 4= trung ldp, 7= hoan toan md ta
tam tragng cua toi)

7. Toi biét chinh xac hién tai toi dang cam giac ra sao. 1 2 3 4 5 6 7

8. Toi biét tai sao toi co tam trang nay. 1 2 3 4 5 6 7

9. Cam giéc cua t6i hoan toan rd rang. 1 2 3 4 5 6 7
2.3 Anh/Chi vui long cho biét mirc 49 ddéng y ciia minh ddi véi nhirtng phat biéu dwéi day
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(1 = hoan toan khéng dong Y, 4 = trung ldp, 7 = hoan toan dong Y)

Cong ty/HTX cua ching toi thuc hién phét trién nha cung cip thong qua viéc:

10.Pua ra cac 101 tu van lién quan dén viéc san xuat cho nha

. : A U 1 2 3 4 5 6
cung cap X (vd: so chg, loai phan bon, thuoc trir sau)
11.Huan luyén nong dan cua nha cung cap X 1 2 3 4 5 6
12.Pua ra cic 101 tu van lién quan dén phét trién san pham (vd: 1 2 3 4 5 &
so ché, quan 1y du an)
13.Pua nhan vién dén 1am viéc tai nha cung cap X 1 2 3 4 5 6
14.Pua ra cac 16 tu van vé ki thuat (vd: cach bon phan, st dung 112013 l4l5 6
may moc)
15.Gh|7 nhan cac thanh tich dat dugc/thanh qua bang phan 1 2 3 4 5 &
thudng.
16. Thuc hién cac chuyén dén tham va lam viéc véi nha cung cap
P e ba s bt oA .1 2 3 4 5 6
X tai co sd cua ho dé gitp ho cai thién thanh tich céng viéc.
17. Thyc hién cac chuyén dén tham va lam viéc véi nha cung cap 1120alals!s
X tai co so cua ho dé danh gia viéc san xuat cua ho.
18.Cung cap cac cdng cu dung cu cho nha cung cap X dé ho cai 1120alals!s
thién quy trinh san xuat cuaa ho.
19. Cung cap tin dung cho nha cung cap X (vd: duéi dang tra trudc tién
. B A e 2 1 2 3 4 5 6
hang, hoac cho vay khéng lai suat).
20. Thuong xuyén danh gia nha cung cap X vé gia ca, viéc van chuyeén,
s \ 2 1 2 3 4 5 6
va chat lugng san pham.
21. Bao tiéu san pham caa nha cung cap X 1 2 3 4 5 6

2.4 Anh/Chi vui 1ong cho biét mirc d9 dong y ciia minh d6i véi nhirng phat biéu dwéi day

(I = hoan toan khéng dong Y, 4 = trung ldp, 7 = hoan toan dong Y)

22.C6 nhitng luc, nha cung cap X ndi doi vé mot s thir dé bao vé

A - 1 2 3 4
quyen logi caa ho.
23.Nha cung cap X thinh thoang cé hta lam nhing viéc nhung
1 . R . 1 2 3 4
thuc té sau do6 ho khdng thuc hién.
24.Nha cung cap X khdng phai luc nao ciing 1am theo hop dong 1 2 3 24
gitra hai bén.
25.Thinh thoang nha cung cap X vi pham céc thoa thuan chinh 1 2 3 4
thirc gitra hai bén dé t6i da hoa loi ich cua ho.
26.Nha cung cap X sé ¢ gang dé loi dung nhitng “16 hong” trong 1 2 3 4
hop dong giira hai bén dé phuc vu cho loi ich cua ho.
27.Thinh thoang nha cung cap X s& dua ra nhitng tinh hudng 119034

khong ludng trude dé cong ty ching toi phai nhuong bo.

2.5 Anh/Chij vui long cho biét mire d9 ddng y ciia minh ddi véi nhikng phat biéu dwéi day

(I = hoan toan khéng dong Y, 4 = trung ldp, 7 = hoan toan dong Y)

258




28.M6i quan hé véi nha cung cap X tao ra mot to hop cac ky vong
phtic tap trong tat ca cac loai mdi quan hé gitra ching toi.

29.Mai quan hé gitra cong ty/HTX cua ching t6i va nha cung cap
X la cuc ky phtc tap.

30.Moi quan hé giita cong ty/HTX cua ching ti va nha cung cap
X la phuc tap.

31.Mai quan hé giira cong ty/HTX cua ching t6i va nha cung cap
X bao gdom nhiéu ky vong khac nhau vé hanh vi cia mdi bén.

32.Cong ty/HTX cua ti va nha cung cap X chia sé cling muc tiéu
trong méi quan hé giita hai bén.

33.Cong ty/HTX cua t6i va nha cung cap X c6 nhirng muc tiéu
tuong doéng véi nhau.

34.Cong ty/HTX cua t6i va nha cung cap X ho tro nhau thuc hién
muc tiéu cuaa mdi bén.

35.Cong ty/HTX cua tdi va nha cung cap X c6 quan diém tuong
ddng vai nhau trong viéc 1am sao dé dat dugc muc tiéu chung
cua chang toi.

2.6 Anh/Chi vui long cho biét mirc 49 déng y ciia minh ddi véi nhirtng phat biéu dwéi day

(I = hoan toan khéng dong Y, 4 = trung ldp, 7 = hoan toan dong Y)

Thong qua cac hoat dong phat trién nha cung cap X, ching t6i di c6 kha nang. ..

36. Cai thién d¢ tin cay trong viéc giao hang.

37. RUt ngan thoi gian dua san pham ra thi truong.

38. Giam thoi gian chét trong qua trinh van hanh.

39. Tang sy hai long cua khach hang.

40. Cai thién do tin cay cua san pham.

41. Cai thién chat lwong san pham.

42. Cai thién san luong.

43. Cai thién so lugng san pham.

44. Cung cap nhiéu san pham an toan hon cho khach hang.

PR R R R R R R
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WW W W w w w w w
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2.7 Anh/Chi vui l1ong cho biét mirc d9 dong y ciia minh d6i véi nhirng phat biéu dwéi day

(I = hoan toan khéng dong Y, 4 = trung ldp, 7 = hoan toan dong Y)

véi X.

45.Duy tri mdi quan hé trong dai han véi chdng toi 1a quan trong

chung t6i s€ co loi.

46.Nha cung cap X tin tuong rang trong dai han moi quan hé cua

guan hé nay.

47. Nha cung cap X tap trung vao cac muc tiéu dai han trong mai

48. Nha cung cap X ky vong chiing tdi s& 1am viéc véi ho lau dai.

Phan 3: THONG TIN

259




Téng cong cb bao nhiéu nha cung cap dang cung cap trai cdy va/hozc rau cii cho doanh nghigp/HTX
cta ANN/CRI? oo nha cung cap
Doanh nghiép/HTX cta Anh/Chi dang kinh doanh trong mang nao cia nganh ndng san? [chon tat ca
cac phuong an thich hop]
L] Trai cay
Rau cu.
[ ] Khéac (VUi 10ng ghi 1B): ....eeveveeceeeeveeeeee e,
T chtic cua Anh/Chi 1a... [Chi chon MQT]
[] Hop tac x&
[ ] Nha ban I¢ (khdng phai siéu thi)
Siéu thi o
Cong ty ndng san xuat khau
[ ] Cong ty nng san noi dia
[ ] Céng ty dich vy in udng (vd: nha hang, cung cap suét an cong nghiép)
[ ] Cong ty ché bién thuc pham
[ Khac (VUi 100G Qi 18): ..ovevevcveeecveeescverese
10. To6 chuc cua anh/chi da hoat dong dugc bao 1u? .......ccoccvevveveevinne, NAM ..ooovvenennns thang
11. S6 lugng nhan vién toan thoi gian (va twong dwong toan thoi gian) dang lam viéc tai to chuc cua
anh/chi la bao nhiéu?

[ ] <10 nhan vién [ ] 10-100 nhan vién
[ ] 101 — 200 nhan vién [] >200 nhan vién

12. Tong doanh thu hing nam cua t6 chirc caa anh/chi 1a bao nhiéu?
[] <3ty ddng [ 3ty dong — 50 ty dong
[] >50 ty - 200 ty dong u > 200 ty dong
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Appendix H - Study 2 results

Appendix H.1 - Descriptive analysis of indicators

. . . . Skewness Kurtosis
Indicator Missing Mean Median Std. Dev Min Max Stat. Std.Error Stat. Std.Error
SupDev1l 1 5.64 6.00 1.841 1 7 -1.381 170 .855 .338
SupDev2 1 5.00 6.00 2.114 1 7 -.745 170 -.762 .338
SupDev3 0 5.75 6.00 1.689 1 7 -1.590 .169 1.704 337
SupDev4 1 4.61 5.00 2.124 1 7 -.443 170 -1.047 .338
SupDev5 1 5.24 6.00 2.023 1 7 -.904 170 -.453 .338
SupDev6 2 4.99 6.00 2.043 1 7 -.786 170 -.562 .339
SupDev7 1 5.99 7.00 1.553 1 7 -1.855 170 2.897 .338
SupDev8 0 6.10 7.00 1.330 1 7 -1.908 .169 4.045 337
SupDev9 0 4.15 4,00 2.151 1 7 -.200 .169 -1.270 .337
SupDev10 1 4.08 4.00 2.267 1 7 -.123 170 -1.440 .338
SupDev1l 0 6.15 7.00 1.280 1 7 -2.138 .169 5.071 337
SupDev12 1 5.32 6.00 1.872 1 7 -.956 170 -.073 .338
Oppl 0 3.63 4.00 2.196 1 7 .066 .169 -1.459 .337
Opp2 0 3.61 4.00 2.122 1 7 121 .169 -1.334 .337
Opp3 0 3.58 4.00 2.255 1 7 .169 169 -1.492 .337
Opp4 0 3.45 4.00 2.187 1 7 .207 .169 -1.409 337
Opp5 0 2.86 2.00 1.986 1 7 719 .169 -.718 .337
Oppb6 0 3.24 3.00 2.106 1 7 419 .169 -1.167 .337
BPerlmpl 0 6.28 6.50 .866 3 7 -1.126 .169 .806 .337
BPerImp2 0 5.90 6.00 1.376 1 7 -1.685 169 3.076 .337
BPerlmp3 0 6.01 6.00 1.226 1 7 -1.576 .169 2.846 337
BPerlmp4 0 6.30 7.00 .976 1 7 -1.970 .169 5.596 .337
BPerlmp5 0 6.42 7.00 .815 2 7 -1.629 .169 3.769 .337
BPerlmp6 0 6.37 7.00 .845 4 7 -1.241 .169 740 .337
BPerlmp7 1 6.13 7.00 1.158 1 7 -1.715 170 3.574 .338
BPerlmp8 0 6.12 6.00 1.086 1 7 -1.488 .169 2.680 .337
BPerlmp9 1 6.41 7.00 918 2 7 -2.033 170 5.059 .338
GoalConl 0 5.99 6.00 1.238 1 7 -1.182 .169 1.007 .337
GoalCon2 0 5.89 6.00 1.262 1 7 -1.229 .169 1.680 .337
GoalCon3 0 6.12 6.00 1.086 1 7 -1.419 .169 2.518 .337
GoalCon4 0 6.08 6.00 1.155 1 7 -1.370 .169 1.855 337
Rolnl 1 3.25 4.00 2.035 1 7 .268 170 -1.248 .338
RolIn2 1 2.27 2.00 1.551 1 7 1.072 170 .235 .338
RolIn3 0 2.37 2.00 1.568 1 7 .866 .169 -.338 .337
Roln4 1 4.04 4.00 1.931 1 7 -.240 .170 -1.019 .338
Lgterml 0 5.94 6.00 1.120 3 7 -.641 .169 -.844 337
Lgterm?2 0 6.03 6.00 1.061 2 7 -.885 .169 .026 .337
Lgterm3 0 6.04 6.00 1.140 2 7 -1.122 .169 .766 .337
Lgterm4 0 6.23 7.00 1.028 1 7 -1.785 .169 4.267 .337
Mood1 3 5.88 7.00 1.509 1 7 -1.517 171 2.082 .340
Mood?2 3 5.98 7.00 1.431 1 7 -1.673 171 2.886 .340
Mood3 3 6.06 7.00 1.428 1 7 -1.874 171 3.450 .340
OrgAge 7 3.68 4.00 1.527 1 6 169 172 -1.093 .343
OrgType 1 3.49 3.00 1.949 1 8 407 170 -.602 .338
Employee 3 1.72 2.00 .799 1 4 1.256 171 1.590 .340
Revenue 4 1.97 2.00 .843 1 4 .872 171 495 .341
SupDur 0 3.12 3.00 1.349 1 6 797 .169 -.291 .337
CoopMem 0 1.66 1.00 797 1 3 .689 .169 -1.086 .337
Certificate 0 1.70 1.00 1.352 0 5 .887 .169 -.195 .337
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Appendix H.1 - Assessment of communalities in EFA

Communalities

Round 1 Round 2 Round 3
Initial Extraction Initial Extraction
SupDev1 .662 .605 .654 .589 .649 591
SupDev2 .663 .611 .663 .615 .654 .569
SupDev3 .596 455 591 434 .586 437
SupDev4 499 421 487 406 439 .394
SupDev5 .699 671 .694 .674 .693 .679
SupDev6 .548 415 .536 .385 .503 .359
SupDev7 .652 .611 .644 .604 .640 .609
SupDev8 .630 578 .623 .560 .617 .543
SupDev9 557 .999 451 .255
SupDev10 534 417
SupDev1l .606 .500 .601 .488 .593 479
SupDev12 515 435 487 432 AT7 426
Oppl 779 124 775 723 .768 725
Opp2 731 .686 .730 677 728 .676
Opp3 721 .698 714 .691 711 .668
Opp4 781 .796 773 794 .768 .790
Opp5 .758 .694 756 .690 744 .689
Oppb6 739 .675 .735 671 724 672
BPerlmpl .588 .545 581 532 575 514
BPerlmp2 .509 314
BPerlmp3 571 424 495 .378 490 .359
BPerlmp4 .666 .637 .659 .622 .655 .568
BPerlmp5 711 .654 .708 .693 704 710
BPerlmp6 735 .696 734 711 712 720
BPerImp?7 .824 .938 .824 .934
BPerlmp8 .812 794 811 .798 .624 .551
BPerlmp9 .632 557 .627 577 .627 .596
GoalConl 728 730 728 723 718 .670
GoalCon2 745 751 742 744 740 743
GoalCon3 .758 .749 .756 746 739 744
GoalCon4 172 .755 172 .755 .768 762
Rolnl .633 574 .622 .567 612 .556
RolIn2 .813 .815 .812 .821 811 .818
RolIn3 .833 911 .831 .903 .830 .908
Roln4 516 .392 512 .387 .502 .379
Lgterml .622 525 .618 .545 .605 .529
Lgterm2 .679 .627 .675 .654 .664 .622
Lgterm3 751 .873 .750 .837 743 .862
Lgterm4 .641 .610 .634 .597 .614 .598

Extraction Method: Maximum Likelihood.
Note: items in bold were candidates for removals in the next round of assessment due to low communality value
and/or cross-loading with another factors.
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Appendix H.1 - Assessments of factor structure in EFA

Pattern Matrix”

Pattern Matrix®

Pattern Matri

Factor Factor
Factor 3 4 6
2 3 4 5 6 7 8 SupDevt 730 SupDevi 750
SupDevi 781 SupDevz 753 SupDev2 749
SupDev2 718 SupDev3 608 SupDev3 .18
SURCERT 652 SupDevé 665 SupDevd 658
SupDevd 598 SupDevs 846 SupDevs 858
SupDevs 868
SupDavs o7 SupDevE 624 SupDeve .B00
SupDevy 766 EULRIET 748 SupDev? 758
D sa1 supDeve 817 SupDeva 530
SupDeva 963 SupDeva so2 SupDev .590
SupDevi0 100 SupDevii 575 SupDevi2 597
SupDevi1 632 SupDevi2 589 oppt .asg
SupDev12 578 Cpp1 853 Opp2 828
Oppt 855 Opp2 818 opp3 791
opp2 827 opp3 814 B 502
opp3 820 oppa s0s
Oppd 907 opps 739 Opps 747
Opps 739 Opps 814 EEEE 816
Opp6 819 BFermpi 585 EFerlmp1 568
BPermp1 602 BPermp3 504 BPerimp3 470
BPelmp2 584 BPermpa 818 BFerimp4 747
CIuEE) o8t BPermps 780 BPerimps &38
HRATmEY 835 BPermp6 781 BPermp6 g02
BPermps 712
BPerlmpT 302 802 BFerimps 539
BPelmp6 737
[orp—— 827 BPerlmps 634 EPerlmpg .Te4
BPermps 639 BPermp& 6ar GoalCon1 738
BPeAmpa 597 GoalCon1 809 GoalGon2 817
GoalCon1 812 el e -802 GoalCon3 782
Goalcon2 304 GoalCon3 .802 Bl SEm 200
Goalcon3 783 0816 Oy 800 Rolnt 573
GoalCon4 789 Raolni 589 Roln2 aso
Rain1 565 Roln2 802
Roln3 937
Raln2 881 Roin3 934
Roin3 941 Rolnd P Roln4 458
Rolng 482 iz 674 Laterm1 651
Lgterm1 622 Lagtermz 863 Laterm?2 8186
Laterm2 210 Laterma ag2 Lgterm3 909
Latsrm3 904 (Lsiszrmm G14 Lgterm4 .593
Latermd 598 Extraction Method: Maximum Likelihood.

Exdraction Method: Maximum Likelihood

Rotation Method: Promax with Kaiser Normalization

a. Rotation converged in 7 iterations

Round 1

Extraction Method: Maximum Likelihood

Rotation Method: Pramax with Kaiser Narmalization.

a. Rotation converged in 7 iterations.
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Round 2

Ruotation Method: Promax with Kaiser Mormalization.

a. Rotation converged in 6 iterations.

Round 3



Appendix H.1 - Final factor structure in Exploratory Factor Analysis for retained items

Pattern Matrix Factor

1 2 3 4 5 6

SupDevl 751

SupDev?2 .753

SupDev3 .615

SupDev4 .660

SupDev5 .860

SupDev6 .600

SupDev7 755

SupDev8 .627

SupDevil .586

SupDev12 .598

Oppl .858

Opp2 .827

Opp3 .790

Opp4 .902

Opp5 747

Opp6 .815

BPerImpl .558

BPerlmp4 .736

BPerImp5 .833

BPerlmp6 871

BPerlmp8 .533

BPerlmp9 .785

GoalConl 731

GoalCon2 .817

GoalCon3 .788

GoalCon4 .801

Rolnl 574

Roln2 891

RolIn3 .938

Roln4 458

Lgterml .661

Lgterm2 .825

Lgterm3 909

Lgterm4 599

Extraction Method: Maximum Likelihood.

Rotation Method: Promax with Kaiser Normalisation.

Rotation converged in 6 iterations.
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Appendix H.1 - Factor Correlation Matrix

Factor 1 2 3 4 5 6
1 1.000 123 .362 441 432 .018
2 123 1.000 -.135 -.164 -.096 .545
3 .362 -.135 1.000 .618 561 -.247
4 441 -.164 .618 1.000 .500 -.204
5 432 -.096 .561 .500 1.000 -.194
6 .018 .545 -.247 -.204 -.194 1.000

Extraction Method: Maximum Likelihood.

Rotation Method: Promax with Kaiser Normalisation.
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Appendix H.1 - Final Measurement Model (AMOS result)
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Appendix H.1 - Results for Harman’s single-factor test

Total VVariance Explained

Factor Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Cumulative Total % of Cumulative
Variance % Variance %
1 9.612 28.269 28.269 8.906 26.193 26.193
2 6.335 18.632 46.901
3 2.845 8.368 55.269
4 1.678 4.934 60.203
5 1.481 4.357 64.560
6 1.306 3.843 68.403
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Appendix H.1 - AMOS graphic for Baseline model - Direct Effect
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Appendix H.1 - AMOS graphic for Mediation Effect of Goal Congruence
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Appendix H.1 - AMOS graphic for Mediation Effect of Role Integrity
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Appendix H.1- AMOS graphic for Mediation Effect of Long-term orientation
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