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Abstract

This study aims to explore a new approach of relationship assessment by partially employing attitudinal commitment to measure the influence 
on perception of cooperation within the Vietnamese rice supply chains, which begins from commercial enterprises up to the retailers in the 
Vietnamese market. The quantitative research is first built around the measurement instruments for the constructs of relationship quality 
(RQ) and its dimensions; next, a questionnaire is designed; finally, we deal with sample issues and analyze the data to answer the research 
questions. The truncated sampling technique and Likert-scale survey is a suitable method for analyzing Vietnamese rice retailers and data 
collection. The preliminary test was conducted using SPSS Statistics; the main test was, then, carried out to evaluate the proposed model 
and test the hypotheses. Appropriately, the results point to a significant influence of attitudinal factors on trust and satisfaction. In addition, 
with the involvement of perceived trust and satisfaction, that combination showed the mediating effect between the attitudinal factors and 
the relationship quality. The ad-hoc analysis indicated the significant role of the two mediators. To be more specific, the high degree of trust 
and satisfaction has a positive impact on the formation of the relationship between participants in the sector.
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for these problems are the weak relationship between 
production and consumption, the lack of rice’s trademark, 
the lack of sharing key market information, and the lack 
of management’s knowledge (Williams and Hall, 2000). 
Relationship with customers, which is an intangible asset 
of a firm, especially in a highly competitive environment, 
is difficult to be duplicated by competitors and helps to 
retain customers. This relationship is known as an important 
construct in relationship marketing (Christopher and Payne, 
1991; Nguyen, 2020).

There are at least six steps for rice to journey from the 
field to Vietnamese daily meal. The five-stage process is as 
following: (1) the farmers, who own lands, grow rice and 
harvest paddies, then sell the harvest to the traders; (2) the 
traders, who own the means of transportation, collect paddies 
from many farmers, then sell them to the rice production 
enterprises; (3) the rice production enterprises own the 
machinery to mill paddies into brown rice, and polish brown 
rice into commercial rice; (4) commercial enterprises, who 
have warehouses, buy the rice from the rice production 
enterprises, and then sell it to retailers at supermarkets and rice 
retail stores; (5) consumers buy rice from these retailers. In 
practice, this process is much longer and complicate because 

1. Introduction

The surplus of rice productions, thanks to the human 
resources and the advantages of nature, makes Vietnam one of 
the major rice exporters in the world. However, the rice sector 
in Vietnam has many weaknesses: the price of Vietnamese 
rice is lower than that of other countries; production 
cost is high; there is a lack of modern infrastructure; and 
slow update on the use of high technologies. The reasons 
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there are many different commercial intermediates from rice 
production enterprises to consumers. Furthermore, most rice 
businesses in Vietnam have a few common characteristics: 
the transactions of product-service mix without contract, low 
switching costs, and high comparison-shopping behavior.

However, the field of RQ in agricultural products in 
Vietnam is still rarely considered. There is only one report 
by Tho and Trang (2009), which emphasized the role of RQ 
in creating marketing competitive advantages for a company 
by exploring determinants of the relationship value between 
suppliers and distributors. As a result, this study aims to 
contribute to the existing literature on relationship marketing 
by identifying the dimensions of business-to-business RQ 
and developing a scale for measuring the extent of RQ in 
customer-based perspective of businesses in Vietnam’s rice 
sector. The various definitions and dimensions of RQ are 
reviewed in the context of business marketing.

2. Literature Review

2.1. Definition of Relationship Quality

Since 1990, relationship quality (RQ) is defined by 
Crosby and Evans (1990) as a construct whereby “the 
customer is able to rely on the salesperson’s integrity and 
has confidence in the salesperson’s future performance 
because the level of past performance has been consistently 
satisfaction” in consumer market from customer’s 
perspective. Supporting the definition of Crosby and Evans, 
(1990), Hennig-Thurau and Klee (1997) also agreed that RQ 
refers to meeting the requirements of the customer involved 
in that relationship. In business-to-business settings, Woo and 
Ennew (2004) determined that RQ is a general assessment 
on the relationship’s essence. Therefore, conceptualizing 
the concept of RQ is relevant to the long-term relationship 
behaviors instead of the short-term exchanges. In addition, 
Tran (2020) defined business-to-business RQ as the degree to 
which both parties in a relationship are engaged in an active, 
long-term working relationship. In conclusion, the authors 
highlight RQ as an overall assessment on the relationship 
between seller and buyer.

2.2. Attitudinal Commitment

Vesel and Zabkar (2010) conceptualized the RQ in the 
retail markets. The research model was the second-order 
factor model of RQ reflected by attitudinal dimensions such 
as emotional commitment and calculative commitment. 
Farrelly and Quester (2005) generally defined commitment 
as the specific intentions and behaviors having the purposes 
of realizing value for both parties over the long term. 
Meyer and Allen (1997) posit that emotional, calculative, 
and normative commitment are the main components of 

commitment, however normative commitment is highly 
correlated with emotional commitment. Therefore, this paper 
only considers two components of commitment, namely, 
emotional commitment and calculative commitment. 
Firstly, Fullerton (2009) defined emotional commitment 
as customer’s independence to sustain doing business with 
a company with which they identify and like. Secondly, 
calculative commitment depends on economic factor more 
than emotional commitment, which depends on emotional 
factor. Calculative commitment is described by Geyskens 
and Steenkamp (1996) as the personal involvement because 
of customers’ recognition of their own benefits and losses 
of ending the relationship. Finally, normative commitment 
refers to the responsibility of a customer to a firm based 
on their ethical perspectives (Meyer and Allen, 1997). 
From the above discussions, we hypothesize that emotional 
commitment and calculative commitment are dimensions of 
business-to-business RQ.

2.3. Trust

To define the conception of trust (TRS), Schurr and 
Ozanne (1985) suggest that it is when parties take their words 
or promises and would complete their assignment in a mutual 
transaction. The faith that emerges in the beginning steps 
and goes to the last phase is regarded as TRS. According 
to Anderson and Narus (1990), trust refers to the belief 
that company partners’ involvement culminates in  positive 
outcomes for the company, not breeding bad results. Doney 
and Cannon (1997) described trust in term of credibility and 
benevolence. Firstly, the credibility is the degree to which the 
firm can believe that its partners have abilities to carry out 
effective performances (Vesel and Zabkar, 2010). Secondly, 
the benevolence is the extent to which the partner takes care 
of the other firm’s well-being. Therefore, the fundamental 
motivation to maintain a successful relationship over the 
long time is the trust between the partners. In addition, if the 
degree of trust is higher, the development and maintenance of 
the partnership will be easier. Thus, a hypothesis states that 
TRS is a dimension of RQ construct in Vietnam’s rice sector.

2.4. Satisfaction

Tran and Vo (2020) stated that the customer satisfaction 
(SAT) is important for a good relationship between a firm 
and its customers. In the business-to-business context, 
satisfaction between buyer and seller refers to a positive 
emotion formed by assessing all aspects (Anderson and 
Narus, 1990; Ganesan, 1994). According to Vesel and 
Zabkar (2010), there are many researchers who defined SAT 
as a cumulative construct because of the general level of 
customer satisfaction is based on all experiences with a firm. 
The argumentation by Anderson and Fornell (1994) is that 
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a series of experiences with a firm’s product can improve 
the evaluation of customers over time. Similarly, Ganesan 
(1994) emphasized that the concept of satisfaction has both 
functions of a measuring variable and a predicting variable. 
Crosby and Evans (1990) state that overall satisfaction is a 
dimension of RQ. Therefore, it is hypothesized that SAT is a 
dimension of RQ.

2.5.  Attitudinal Commitment on Relationship 
Quality 

The model of RQ and measurement scales of dimensions 
of RQ are based on theories of Woo and Ennew (2004), Lages 
and Lages (2005), Ulaga and Eggert (2006), Vesel and Zabkar 
(2010), Song and Su (2012), Segarra-Moliner and Moliner-
Tena (2013), and Kumar and Poddar (2014). Therefore, 
studies on retailer-consumer relationship from consumer 
perceptions include: (1) the influence of relationship 
marketing tactics on perceived relationship investment; 
(2) the influence of perceived relationship investment on 
RQ; (3) the influence of RQ on behavioral loyalty; (4) the 
mediating effects of product category involvement and 
consumer relationship proneness on link between perceived 
relationship investment and RQ. Thus, RQ is conceptualized 
by some distinct, but related dimensions such as trust, 
satisfaction, and commitment.

Moreover, according to Ulaga and Eggert (2006), Vesel 
and Zabkar (2010), Segarra-Moliner and Moliner-Tena 
(2013), RQ includes dimensions such as trust, commitment, 
and satisfaction. These dimensions are popularly used in 
many studies (Athanasopoulou, 2009). Woo and Ennew 
(2004), Song and Su (2012) suggested that cooperation is 
one of the dimensions of RQ, while Lages and Lages (2005), 
and Kumar and Poddar (2014) suggested communication 
quality as a dimension of RQ. There is no consensus 
in conceptualizing the RQ and its dimensions can vary 
depending on the context of research. Therefore, it is 
necessary to adjust it to suit the Vietnam’s rice sector.

2.6. Conceptual Framework and Hypotheses

H1: Attitudinal commitment factors possess significant 
effect on Trust.

H2: Attitudinal commitment factors possess significant 
effect on Satisfaction.

H3: Attitudinal commitment factors possess significant 
effect on RQ.

H4: Trust has significant impact on RQ.
H5: Satisfaction has significant impact on RQ.
H6a: Attitudinal commitment factors possess significant 

effect on RQ mediating solely by Trust
H6b: Attitudinal commitment factors possess significant 

effect on RQ mediating solely by Satisfaction.

Figure 1: The Effect of Attitudinal Commitment on 
Relationship Quality

3. Material and Methods

3.1. Qualitative Approach

In this research, the author chooses in-depth interview 
technique because it is one of the easiest interview 
techniques. In particular, in order to perform this in-depth 
interview, the author just needs to prepare some questions 
for exploring and confirming the components of RQ and 
their measurement scales.

3.2. Quantitative Approach

The quantitative research follows four steps. First, we 
build the measurement instruments for the constructs of 
RQ and its dimensions. In the next step, a questionnaire is 
designed that includes three parts: part one is an introduction; 
part two consists of the main questions in relation to the 
constructs; part three includes characteristics questions of 
participants. Then, a plan about the sample size is drawn, 
and a method for collecting sample is prepared. Finally, 
we collect the samples and analyze the data to answer the 
research questions

3.3. Data Analysis Techniques

In this study, data analysis went through two steps: 
preliminary test, and main analysis. In the preliminary test, 
the authors use exploratory factor analysis and Cronbach’s 
alpha with SPSS program to evaluate the reliability of 
scales, and test whether or not the scales measure exactly 
what the authors desire to measure on the construct. After 
the preliminary test, the authors carry out the main analysis 
to assess the proposed model and test the hypotheses. To do 
this, methods such as confirmatory factor analysis, structural 
equation model, and bootstrapping test are used with AMOS 
program.

Cronbach’s alpha is used first to test the reliability of 
measurement scales of concepts. Items with item-total 
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correlation< 0.3 will be deleted and the standard for a scale to 
be chosen is Cronbach’s alpha>0.6 (Nunnally & Burnstein, 
1994).

Exploratory factor analysis is appropriate when KMO>0.5, 
Bartlett’s test has sig. < 0.05, % Cumulative > 50%. Items 
with non-significant loadings and shared indicators are 
removed from the measurement model on a one-by-one basis. 
The items have factor loading <0.4 or Cross Factor loading 
> 0.3 will be deleted (Gerbing & Anderson, 1988). A factor 
loading is the correlation coefficient between an observed 
variable and its factors. We expect dimensions of RQ to relate 
to each other, therefore extraction method used is principal 
axis factoring and the rotation of factors is Promax.

In the main analysis, the authors use confirmatory 
factoring analysis, structural equation modeling, and 
bootstrap test with AMOS program to confirm the validity 
of the constructs and test the hypotheses. Scale validity is 
defined in term of the following details: (1) content or face 
validity depends on conceptual definitions; (2) convergent 
validity is the degree to which measures of the same concept 
are correlated; (3) discriminant validity is the degree to which 
latent variables are distinct; (4) nomological validity is the 
degree that the concepts are predicted accurately based on 
the proposed model. The three first validities are evaluated 
by confirmatory factoring analysis and the final validity is 
assessed by structural equation modeling.

Confirmatory factoring analysis is a first step in two-
stage evaluations proposed by Anderson and Gerbing (1988). 
In this stage, we estimate parameters of the measurement 
model, which show correlation between latent variables 
dimensions of RQ and evaluate the level of match between 
our theoretical specification of the factors and the actual 
data. In other words, we test the degree of representation 
of measured variable for a smaller number of constructs. 
Notice that there are two ways to specify the measurement 
model: first, one structural path from the latent variable to 
an indicator can be fixed at 1 to set the scale; second, the 
variance of the latent variable is fixed at 1. Some criteria 
such as chi-square (χ2) or the probability of the chi-square; 
CMIN/degree of freedom (CMIN/df); root mean square error 
of approximation (RMSEA); comparative fit index (CFI); 
goodness of fit index (GFI) are used to indicate the overall 
model fit. Table 2 shows the thresholds for these criteria 
(Hair & Anderson, 1998; Byrne, 2001; Bloom, 2008). 

Structural equation modeling is a second stage in the two-
stage approach proposed by Anderson and Gerbing (1988). 
In this stage, we estimate the structural model. The structural 
model shows the relationship between the latent variables’ 
dimensions of RQ and RQ construct as the hypotheses. 
RQ construct is tested whether or not it is a second-order 
factor, and the first-order factors dimensions of RQ act as 
indicators of the second-order factor. Therefore, all the rules 
of threshold apply to second-order factor just as they do to 

first-order factors. Just as was required in specifying each 
first-order construct, the scale must be set for the second-
order construct as well. Next, we evaluate the fit of model to 
data and check standardized regression weight and p-value. 
Final, we decide whether or not to accept the hypotheses.

Now, we would like to compare the standard error 
estimates based on the maximum likelihood theory to 
standard errors obtained from the bootstrap because 
maximum likelihood estimates are good only under the 
assumptions and a correct model. The bootstrap is a different 
approach to find approximate standard errors without the 
above limitations.

4. Findings

4.1. Reliability and Validity Test

The approach of EFA appears to identify the variables: 
Attitudinal factor (ACM) denotes the independent variable, 
TRS and SAT are the mediating variables, and RQ is the 
dependent variable. The Promax rotation method applied 
to sort out the highest factor loadings value, while Principal 
Component Analysis is applied to extract variables (Hawkins 
and Tull, 2009). Hence, the items with factor loadings value 
below 0.5 will be eliminated. As a result, the summary 
of CFA and EFA outcomes are summarized in Table 1, in 
which the reliability and validity are shown to measure the 
whole instruments. In detail, the high value of KMO (0.887) 
indicates the appropriateness of model, and all values of 
Cronbach’s Alpha of the proposed model are high, serving 
the reliability of survey items.

CFA calculation partially sets the basis for SEM, 
it provides for the establishment of convergent and 
discriminant indices in order to serve the evaluation of 
validity construction as well as reliability of instruments. 
Referred to the likelihood of two measures, the combination 
of indices such as composite reliability, average variance 
extracted (Anderson and Gerbing, 1988), maximum shared 
variance, and maximum inter-construct correlation are 
employed to serve the convergent and discriminant validity 
via factor loadings. Table 2 indicated the proper reliability 
and validity of all instruments as well as the CFA model in 
Figure 1 by applying the regulation as CR > 0.7, AVE > 0.5, 
MSV < AVE, and √AVE > Max correlation.

4.2. Model Fit

Table 3 shows that all indices to test the goodness of fit for 
the model are satisfactory. GFI, CFI and TLI are above 0.9. 
The Root Mean Square Error of Approximation (RMSEA) 
has a value of 0.041. This index is bounded lower than 0.08, 
which is quite good. The goodness of fit result showed that 
the model fits the data quite well. 
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Table 1: List of variables used in the analysis

Variables Items Mean SD
Loadings

Cronbach’s Alpha
EFA CFA

ACM ACM2 4.11 0.683 0.650 0.72 0.759

ACM3 4.03 0.690 0.748 0.71
ACM4 4.01 0.682 0.620 0.72

TRS TRS1 3.81 0.779 0.685 0.71 0.768
TRS2 3.85 0.767 0.700 0.77
TRS4 3.73 0.794 0.742 0.69

SAT SAT3 4.11 0.668 0.664 0.65 0.726
SAT4 4.13 0.660 0.752 0.76
SAT5 3.99 0.635 0.611 0.65

RQ RQ4 3.85 0.782 0.509 0.61 0.750
RQ6 4.00 0.725 0.622 0.80
RQ7 3.99 0.715 0.895 0.744

Table 2: Convergent and Discriminant results

CR AVE MSV MaxR(H) TRS ACM RQ SAT
TRS 0.728 0.500 0.428 0.738 0.688    
ACM 0.759 0.512 0.479 0.759 0.654 0.716   
RQ 0.761 0.518 0.479 0.780 0.624 0.692 0.720  
SAT 0.768 0.525 0.434 0.773 0.570 0.659 0.486 0.725
SAT 0.768 0.525 0.434 0.773 0.570 0.659 0.486 0.725

Table 3: Model fit indices

Indices Criteria Model
χ2/df < 3 2.228
GFI > 0.8 0.976
CFI > 0.9 0.980
TLI > 0.9 0.973
RMSEA ≤ 0.08 0.041

4.3. Hypotheses Testing

Table 4 illustrates the result of the hypotheses given the 
research model. As can be seen from the table, H1, H2, H4, 
and H5 are significantly supported, but H3 is rejected. ACM 
presents positive (b = 0.659) and significant (p < 0.004) 
effect on TRS, so H1 is supported. In addition, the existence 
of a relationship between ACM and SAT is significantly 
confirmed with b = 0.247 and p < 0.008, which implied H2 
is supported. Respectively, the significant impacts between 
SAT and TRS on RQ (H4 and H5) are supported with  

b = 0.507 (p < 0.004) and 0.305 (p < 0.004). In addition, 
the direct effect of ACM on RQ (H3) is not performed with  
b = - 0.022 and p < 0.666. As a result, H6a and H6b have 
significant mediating effects as stated.

The mediation testing shows significant correlation 
between ACM and RQ with the presence of two mediators. 
Consequently, H6a and H6b are supported as shown in Table 
5. This result reminds us to review each mediator separately 
to understand the mediation effects in a better way. The post-
hoc studies of the mediation pointed out that TRS and SAT 
functioning as significant mediators between ACM and RQ.
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5. Conclusion

This research contributes to the literature of RQ by 
empirically examining the conceptualization of the RQ 
in Vietnam’s rice sector. The results of this research are in 
agreement with Vesel and Zabkar’s (2010) findings, which 
showed that the attitudinal commitment is a two-dimensional 
construct. It also implies that Vietnam’s domestic rice sector 
shares common characteristics with the retail market setting 
in Vesel and Zabkar’s (2010) research as non-contractual 
transactions; low switching costs; and high comparison-
shopping behavior. As per the results, the RQ in the mind of 
customers is rationally scaled and measured by commitment 
through the mediation of satisfaction and trust.

By the measurement of mediators, in building relationship 
with customers, the firm should concentrate on maintaining 
its integrity as well as establishing goals for mutual benefits 
with their customers. Apparently, the high level of trust and 
satisfaction would lead to the effectiveness in enhancing 
the relationship between stakeholders, especially in the rice 
retailing market.

Nevertheless, the scope of this research is only focusing 
on Vietnam’s rice sector, therefore the generalization of 
the findings is limited. The RQ construct should be tested 
empirically in other contexts of Vietnam’s agriculture to 
build a general measurement scale for Vietnam’s agriculture 
to promote the development of this traditional sector. 
Because the relationship is a dyadic concept, both seller and 
buyer should be active in their relationship. Future research 
should consider both sides including buyer and seller. The 
antecedents and consequences of RQ are aspects lacking in 
this research. They should be included in the model of RQ 
in future research.
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