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Introduction 
Today, the growth and development of global markets, 
followed by the increase in competition between differ-
ent businesses, has created different and variable de-
mands among customers. Meanwhile, businesses able 

to survive in this changing market will be able to re-
spond to the needs of their customers with the highest 
level of quality. In this regard, one of the factors that are 
very important for providing products and services with 
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the quality of the company to the customers is the qual-
ity of the raw materials and parts as well as the prod-
ucts that are provided to the companies by the suppli-
ers during the supply chain process. Therefore, what is 
important at the beginning is the accurate identification 
and correct selection of suppliers by the company (1). 
Usually, the identification and selection of supply chain 
suppliers is a complex process that is based on multi-
criteria decision-making in which factors such as the 
degree of uncertainty, effectiveness, cost management 
and the like are considered (2). After the company suc-
ceeds in making the necessary identifications and 
choosing the right supplier, the next step, which is a 
more important step, takes place, which is the mainte-
nance and development of cooperation between the 
company and the right suppliers. Is. Because in com-
petitive business environments, maintaining coopera-
tion with quality and efficient suppliers is considered 
very difficult and vital (3). Based on this, one of the most 
important criteria that is taken into consideration to 
check the level of cooperation and effectiveness of re-
lationships between companies and supply chain sup-
pliers is the performance of relationships or relational 
performance between them. In other words, in rela-
tional performance, the efficiency and effectiveness of 
the activity between the company and the retail and 
wholesale units that supply the necessities of that com-
pany are evaluated in terms of the level of innovation 
and the possibility of maintaining long-term strategic re-
lationships (4). Many researchers believe that the ex-
pansion of relations between companies and their sup-
pliers helps to integrate the company's activities and ul-
timately leads to an increase in customer satisfaction. 
Also, improving the performance of relations has 
helped to share and exchange information between 
suppliers and companies, and finally, it can be effective 
in better understanding the company about the state of 
the market environment (5). 
In recent years, one of the most important industries 
that has grown in the country and has been able to cap-
ture a significant share of the country's economy is the 
automobile industry. The automotive industry in Iran 
has an important position in the national economy, hav-
ing a 20% share of the added value of the entire indus-
trial sector and a share of about 4% in the gross do-

mestic product (6). The increase in the level of domes-
tic production led to the acceptance of many buyers to 
buy cars, and the demand for cars from buyers can be 
seen growing every year. But on the other hand, the 
increase in the price of cars in the country has caused 
the level of expectations of buyers to increase from the 
quality of products and customers are always looking 
for buying high quality cars, which has created an im-
portant challenge for car manufacturers. In the mean-
time, establishing quality relations and developing ef-
fective relational performance between car manufac-
turers and car parts manufacturers and suppliers 
seems more vital than ever. Despite the importance of 
cooperation and relationship performance, today we 
see a decrease in cooperation between car manufac-
turers and parts manufacturers, and the supply chain 
of car companies is operating inefficiently. Therefore, it 
is very important to identify the factors that can lead to 
the improvement of relational performance between 
automotive companies and their suppliers. 
Today, paying attention to marketing activities as a tool 
to be present in the minds of customers and create a 
spiritual asset called a brand is considered a new point 
of view in marketing science. Various researches 
showed that the real value is not inside the goods or 
services, but this value exists in the minds of real and 
potential customers and it is the brand that creates the 
real value in the minds of customers (7). This is why 
companies pay special attention to brand and its man-
agement. Brand is a strategic imperative for companies 
that helps them create more value for customers and 
sustainable competitive advantages. Creating a strong 
brand in the market is the basic goal of many busi-
nesses; Because a strong brand can increase the trust 
of customers when buying goods and services and 
help them to better understand ambiguous factors; In 
other words, a powerful brand is considered a valuable 
asset for the company. In fact, having powerful brands 
increase the company's ability to compete and in-
crease their profitability (8). Today, branding is increas-
ingly used as a business strategy to develop competi-
tive advantage by companies engaged in business to 
business (B2B) units. Business (B2B) is a commercial 
organization that offers its services and products to 
other commercial companies and its purpose is not the 
final consumer. Brand orientation is always presented 
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as a strategic activity for B2B businesses. Because the 
brand cannot have immediate and short-term benefits 
for this type of business units, and also (B2B) busi-
nesses always seek to establish and manage long-
term business relationships with their customers. 
Therefore, brand orientation can be used for busi-
nesses that operate in the (B2B) field as a manage-
ment tool in maintaining and developing long-term re-
lationships (4). 
On the other hand, one of the factors in relational mar-
keting between companies and their suppliers is the 
commitment to maintain and establish communication 
between the company and businesses (B2B). Because 
studies have shown that those companies that have a 
higher level of commitment towards their suppliers, 
compared to companies that have less commitment, 
have higher satisfaction with their customers (9 and 
10). Relational commitment can become a valuable as-
set of companies and create more value for the com-
pany and customers by reducing the cost of transac-
tions between the company and the supplier (11). Re-
lational commitment can be expressed in two forms: 
emotional commitment and calculative commitment. 
Emotional commitment arises due to the emotional 
confrontation between the company and the supplier. 
This is despite the fact that the accounting obligation 
has a value and economic perspective and is current 
between the company and the supplier by creating 
value in the products. Also, organizations, especially 
businesses (B2B) around the world are looking for val-
uable sources of brand orientation (12). Brand orienta-
tion refers to an approach in which organizational pro-
cesses revolve around creating, developing and pro-
tecting brand identity in continuous interaction with tar-
get customers with the aim of achieving sustainable 
competitive advantage. Contrary to popular belief that 
brand is only critical for businesses that deal with end 
consumers, brand orientation can contribute to the 
quality of business-to-business (B2B) relationships 
with their customers. Based on this, researchers' re-
search (13 and 14) shows that brand orientation is an 
important driver for the success of B2B companies and 
managers should be encouraged to promote brand ori-
entation in their organization (4). Therefore, brand ori-
entation for B2B businesses has become an attractive 
and interesting concept in recent years. Also, during 

the last two decades, many organizations have be-
come aware of the importance of satisfying their cus-
tomers and have realized that retaining customers is 
far less expensive than attracting new customers. Re-
lationship marketing seeks to establish such relation-
ships with target customers that they will buy from him 
(the company) again in the future and encourage oth-
ers to do the same. The best approach to maintain and 
maintain customers is to create a lot of satisfaction in 
the customer and pay attention to what is considered 
valuable for him, so that as a result, his loyalty to the 
company is strengthened. One of the most important 
indicators in relational marketing is relational commit-
ment, which can make the customer satisfied with the 
purchased product. Commitment is one of the im-
portant variables for understanding the power of mar-
keting, and it is also a useful tool for measuring the 
probability of customer loyalty and predicting future 
purchases of customers (14). Today, B2B businesses 
have realized that the existence of relational commit-
ment can identify, strengthen and improve activities 
that are important and valuable from the customer's 
point of view, while creating a long-term relationship 
with the customer. Attract more buyers and make them 
loyal to their company (4). 
Therefore, the current research seeks to gain the nec-
essary knowledge regarding the relationship between 
B2B brand orientation, emotional commitment, calcula-
tive commitment and buyer-supplier relational perfor-
mance. Thus, by identifying the role of brand orienta-
tion, emotional commitment and calculative commit-
ment on relational performance, the present research 
can add new and effective knowledge to the literature 
in the field of B2B companies. and to have an effective 
role in improving the decision-making process of auto-
motive industry managers in order to develop their re-
lational performance with their suppliers. The concep-
tual model of the research is presented as follows. 
Based on the conceptual model of the research, the 
hypotheses are proposed as follows: 
1. There is a significant relationship between B2B 

brand orientation and emotional commitment. 
2. There is a significant relationship between B2B 

brand orientation and calculative commitment. 
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3. There is a significant relationship between emo-
tional commitment and buyer-supplier relational 
performance. 

4. There is a significant relationship between the ac-
countability commitment and the buyer-supplier re-
lational performance. 

There is a significant relationship between B2B brand 
orientation and buyer-supplier relational performance 

 

 
Figure 1: Conceptual model of the research 
 
 

Research Methodology 
The current research is descriptive and causal in terms 
of its practical purpose and in terms of the nature and 
method of analysis, which is carried out by a survey 
method. The statistical population of this research in-
cludes 116 manufacturers and suppliers of auto parts 
in Gilan province, who operate as B2B and sell their 
products to car manufacturers or dealers and author-
ized car repair shops. In order to determine the statisti-
cal sample, a simple random method was used and 
Cochran's formula was used to determine the statistical 
sample size, based on which 93 companies were se-
lected as a statistical sample. In order to measure the 
variables, the standard questionnaire of Chang et al. 
(2020) was used, which was organized in two main 
parts. The first part of the questionnaire includes gen-
eral information including the company's work history 
and the number of employees. The second part is ded-
icated to specialized questions about research varia-
bles. This section contains 15 questions that were pre-
sented in four parts. This questionnaire is completed by 
the CEOs of companies that produce and supply auto 
parts in Gilan province. Also, the scale used in the 
questions of the questionnaire is a five-point Likert 

spectrum including completely disagree, disagree, 
somewhat agree, agree and completely agree. Table 
(1) shows the specifications of the research question-
naire. 
Table 1: Research questionnaire information 

Variable Number of Questions 

B2B brand orientation 1-5 

Emotional commitment 6-9 

Computational commitment 10-12 

Relational performance 13-15 

Total 1-15 

 
In order to check the validity of the questionnaire, the 
face validity method and the opinion of 5 expert univer-
sity professors were used. Cronbach's alpha coefficient 
was also used to measure the reliability of the ques-
tionnaire. In this way, 30 questionnaires were distrib-
uted among the companies in the first stage, and after 
Cronbach's alpha test in SPSS 23 software, the value 
of this coefficient was obtained. Since these values are 
more than the minimum standard of 0.7, it can be con-
cluded that the research variables are reliable in the 
questionnaire tool. 
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Also, in order to analyze the data, in the first step, the 
normality of the data distribution was investigated by 
using the Kolmogorov-Smirnov test. The next step is 
dedicated to evaluating the construct validity and com-
posite reliability of all the collected questionnaires. 
Construct, diagnostic and convergent validity criteria 
have been used to check the validity of the question-
naire. When one or more characteristics are measured, 
the correlation between these measurements provides 
two important indicators of validity. If the correlation be-
tween factor loadings is high, the questionnaire has 
convergent validity, and if the correlation between the 
tests that measure different characteristics is low, the 
tests have divergent validity. In the divergent validity 
part, the amount of difference between the indices of 
one construct is compared with the indices of other 
constructs in the model. Finally, the reliability evalua-
tion has been done based on indices such as 

Cronbach's alpha coefficient. Cronbach's alpha coeffi-
cient is considered a classic criterion for measuring re-
liability and a suitable criterion for evaluating internal 
stability. Internal stability indicates the degree of corre-
lation between a variable and its related indicators. The 
estimation of the research model and the testing of the 
hypotheses were also done based on the structural 
equation modeling method with the partial least 
squares approach. It is also worth mentioning that the 
implementation of the mentioned statistical methods 
was done using specialized software SPSS 23 and 
Smart PLS2 
 

Findings 
The results of the analysis of demographic characteris-
tics, which included questions in the first and general 
part of the questionnaire, are shown in Table 2.. 

 
 
Table 2: Description of demographic characteristics 

Demographic characteris-
tics 

Classes Frequency Percentage 

Job experience Less than 5 years 12 13% 

5-10 years 48 52% 

More than 10 years 33 35% 

Number of employees Less than 10 people 5 5% 

10-20 people 26 28% 

More than 20 people 62 67% 

 
 
As the results of Table 2 show, from the total of 93 
responding companies, companies with a history of 
activity between 5 and 10 years had the highest fre-
quency with the number of 48 and 52 percent. Also, 
62 out of 93 companies, which constituted 67% of the 

population, had more than 20 employees. Descriptive 
analysis of variables including centrality and disper-
sion indices such as mean, skewness, skewness, var-
iance and standard deviation are shown in Table 3.

Table 3: Descriptive indices of the studied variables 
variable Question Mean SD Variance 

B2B brand orientation This company always considers branding as an essential strategy 2.84 1.21 1.47 

The company's brand is considered in all marketing activities 3.11 1.10 1.21 

The brand is essential in starting the business of this company 2.74 1.02 1.04 

Long-term brand planning is critical to the company's future suc-
cess 

2.82 1.26 1.60 

Brand is an important asset for this company 3.47 0.99 0.99 

Emotional commit-
ment 

Our group tends to develop and maintain closer relationships with 
car manufacturers 

3.21 1.09 1.19 

In case of problems, these cases are resolved through close com-
munication with car manufacturers 

3.16 1.15 1.33 
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Our group is ready to make long-term investments with car manu-
facturers 

3.05 1.11 1.24 

Our production portfolio is ready to provide additional services to 
car manufacturers 

3.10 1.00 1.01 

Computational com-
mitment 

The cost of changing the car manufacturer is very high for our col-
lection 

2.95 1.092 1.19 

Maintaining a relationship with an automobile manufacturer brings 
many benefits to our production complex and leads to the devel-
opment of relationships. 

3.44 0.92 0.85 

Our production group has to cooperate with this automobile man-
ufacturer because it is very difficult for us to find a new company. 

3.18 0.95 0.91 

Relational perfor-
mance 

We always decide to continue working with this automobile com-
pany 

2.65 1.14 1.31 

We are looking to maintain a long-term relationship with the au-
tomaker 

2.95 1.06 1.12 

We have no plans to change automobile manufacturer in the short 
term (that is, within a year). 

2.80 0.95 0.91 

 
 
According to table 3, the item "brand is considered an 
important asset for this company" is 3.47 and the item 
"brand is necessary in starting the business of this 
company" is 2.74. respectively, they have the highest 
and lowest average value among other variables of 
B2B brand orientation. In the variable of emotional 
commitment, the item "Our group has a desire to de-
velop and maintain closer relations with car manufac-
turers" is 3/21 and the item "Our group is ready to 
make long-term investments with car manufacturers" 
is 3/05. respectively, they had the highest and lowest 
mean value among other items of emotional commit-
ment variable. In the calculative commitment variable, 
the item "Maintaining the relationship with the car 
manufacturer brings many benefits to our production 
line and leads to the development of relations" is 3.44 
and the item "The cost of replacing the car manufac-
turer is very high for our line" is 2.95. respectively, it 
had the highest and the lowest average value among 
other variable items of arithmetical commitment. And 

finally, in relational performance variable, the item 
"We seek to maintain a long-term relationship with the 
automobile manufacturer" is 2.95 and the item "We 
always decide to continue working with this automo-
bile company" is 2.65. respectively, it had the highest 
and the lowest average value among other relational 
performance variables. 
Kolmogorov Smirnov test was used to investigate the 
claim made about the data distribution of a quantita-
tive variable. In this test, the null hypothesis repre-
sents the claim made about the normality of data dis-
tribution. Table 4 shows the results of this test. The 
results of Table 4 show that the significance level of 
all variables is less than 0.05. Therefore, it can be 
concluded that the variables have a non-normal dis-
tribution. Therefore, in order to analyze the data, par-
tial least squares method and Smart PLS software 
were used, which are suitable for non-normal distribu-
tion. 
 

 
Table 4: Kolmogorov-Smirnov test results 

Variable Mean SD Sig. ɑ Result 

B2B brand orientation 3.002 0.949 0.000 0.05 Abnormal  

Emotional commitment 3.110 0.871 0.000 0.05 Abnormal 

Computational commitment 3.193 0.840 0.000 0.05 Abnormal 

Relational performance 2.806 0.935 0.000 0.05 Abnormal 
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In this section, the fitting of the measurement model 
is discussed using the criteria of diagnostic validity, 
convergent validity and reliability. The results of Table 
5 show the values of indicators related to diagnostic 
validity, convergent validity and reliability. As can be 
seen in table 5, according to the limits for both 
Cronbach's alpha coefficient and composite reliability 

(above 0.7), it is concluded that the values of these 
indicators for all variables of the research are ac-
ceptable. are accepted Based on the convergent va-
lidity results, it can be seen that all the research con-
structs are in a suitable range and overall the desira-
bility of the measurement models is confirmed. 
 

 
Table 5: The results of Cronbach's alpha coefficient and composite reliability coefficient 

Variable Alpha˃0.7 CR˃0.7 AVE˃0.5 

Computational commitment 0.7980 0.8822 0.7152 

Emotional commitment 0.8071 0.8708 0.6280 

B2B brand orientation 0.8956 0.9269 0.7218 

Relational performance 0.8591 0.9145 0.7812 

 
 
Finally, divergent validity is the third criterion for as-
sessing the fit of measurement models in the PLS 
method. The validity of divergence in this method is 
measured in two ways: a) methods of reciprocal factor 
loadings; (b) Fornell and Larcker method. In this re-
search, the second method is used to measure the 
validity of divergence. According to Fornell and 
Larker, the validity of divergence is at an acceptable 
level when the average variance extracted for each 

construct is greater than the shared variance between 
that construct and other constructs in the model. If the 
root mean of the extracted variance ( AVE ) for a var-
iable is greater than the correlation of that variable 
with other variables, there is divergent validity for that 
variable. In Table 6, the numbers on the root diameter 
of the mean square root are extracted. 
 

.

 
Table 6: The results of divergent validity 

Variable Computational 
commitment 

Emotional com-
mitment 

B2B brand 
orientation 

Relational 
performance 

AVE 

Computational commitment 0.8456    0.7152 

Emotional commitment 0.8102 0.7924   0.6280 

B2B brand orientation 0.7533 0.7853 0.8495  0.7218 

Relational performance 0.8155 0.7603 0.8134 0.8838 0.7812 

 
 
According to Table 6, it can be said that the validity 
of the divergence is at an acceptable level. 
The test of the research model has been done using 
the partial least squares method. Figures 1 and 2 
show the research model along with the underlying 

and observed variables in it in the form of reflective 
measurement models along with the path coeffi-
cients between the variables as well as the values of 
the coefficient of determination and Student's t-sta-
tistics. 
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Figure 1: Research model with standard factor loading coefficients 
 

 
Figure 2: Research model with significant coefficients 
 
Table 7: Hypothesis test results 

 Hypothesis Path  
coefficient 

Sig. Result 

1 There is a significant relationship between B2B brand orientation and emo-
tional commitment 

0.785 26.38 Approved 

2 There is a significant relationship between B2B brand orientation and calcula-
tive commitment 

0.753 17.61 Approved 

3 There is a significant relationship between emotional commitment and buyer-
supplier relational performance 

0.345 7.22 Approved 

4 There is a significant relationship between accounting commitment and buyer-
supplier relational performance 

0.186 5.86 Approved 
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5 There is a significant relationship between B2B brand orientation and buyer-
supplier relational performance 

0.464 10.277 Approved 

 
 
The results of Table 7 show that in relation to all hy-
potheses, the Student's t-statistic was greater than 
1.96. Therefore, all five research hypotheses are con-
firmed at the 95% confidence level. The obtained path 
coefficients are also positive in all the confirmed hy-
potheses, which indicates the significant positive ef-
fect of the independent variables on the dependent 
variable in the respective hypotheses. Among the re-
search hypotheses, the relationship path between 
B2B brand orientation and emotional commitment had 
the highest value with a path coefficient of 0.785. Fi-
nally, the criterion used to evaluate the fit of the struc-
tural model includes R2, three values of 0.19, 0.33 

and 0.67 are considered as the criteria for weak, me-
dium and strong values of R2. Therefore, according to 
the values reported for the research variables in Fig-
ure 1, it is 0.514 for the variable of emotional commit-
ment, 0.568 for the variable of arithmetical commit-
ment and 0.855 for the variable of relational perfor-
mance which is more than the values of 0.33 and 0.67 
and indicates the strong fit of the model. The value of 
the overall index of fit (GOF) is also equal to 0.6954, 
which also confirms the acceptability of the overall fit 
of the research estimation model.

 

 

Discussion and Conclusion 
The purpose of this study was to investigate the rela-
tionship between B2B brand orientation, emotional 
commitment, calculative commitment and buyer-sup-
plier relational performance. In this research, auto 
parts manufacturers in Gilan province and suppliers 
of those parts to car manufacturers were studied, 
which included 93 manufacturers. In total, five hypoth-
eses were proposed in this research, which were an-
alyzed using inferential statistics methods. In order to 
examine the relationships between the variables and 
test the research hypotheses, considering that the re-
sults of the Kolmogorov-Smirnov test indicated the 
non-normality of the main research variables. There-
fore, to analyze the data, the structural equation mod-
eling test was used with the help of pls2 software to 
test the hypotheses. In the following, the results of the 
hypothesis test and their comparison with the results 
of other researches are summarized as follows: 
The result of the first hypothesis test showed that B2B 
brand orientation is positively and significantly related 
to emotional commitment. In other words, when pro-
ducers and suppliers explain and design their brand 
building activities such as advertising activities based 
on the attitude of their customers who are wholesalers 

and retailers, then the companies will also move to-
wards it. will be attracted and want to buy from these 
suppliers. Based on this, the interaction between the 
two makes the suppliers feel a greater sense of emo-
tional commitment to their institutional customers, and 
in order to satisfy them, they provide additional ser-
vices outside of the contract framework to the compa-
nies. The result of the first hypothesis test is con-
sistent with the results of the studies (4,16) because 
they observed a positive and significant relationship 
between B2B brand orientation and emotional com-
mitment. The result of the second hypothesis test 
showed that there is a positive and significant relation-
ship between B2B brand orientation and calculative 
commitment. In other words, based on the theory of 
resources and the principle of competitive advantage, 
whenever the suppliers and suppliers of the branding 
parts of their collection become the main asset of that 
collection, in that case, they will gain more profit from 
communication with wholesale and retail customers. 
This event will be bilateral so that wholesalers and re-
tailers will also bear high costs to replace their suppli-
ers with well-known brands. Therefore, directional 
branding leads to the development of benefits result-
ing from communication and calculative commitment. 
The result of the second hypothesis test is consistent 
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with the result of the study (4) because they also ob-
served a positive and significant relationship between 
B2B brand orientation and calculative commitment. 
The result of the third hypothesis test showed that 
there is a positive and significant relationship between 
emotional commitment and relational performance. 
Based on this, if the suppliers and suppliers of auto 
parts plan their behavioral policies in a way that they 
have long-term investment with their corporate cus-
tomers and in case of work problems, they solve these 
problems with the help of each other. In that case, 
they have an emotional commitment to each other, 
and ultimately, the expansion of this commitment will 
lead to the development of long-term relationships 
and relational performance. The result of the third hy-
pothesis test is consistent with the results of the con-
ducted studies (4, 17, and 18). Because they also ob-
served a positive relationship between emotional 
commitment and the expansion of cooperative rela-
tionships between companies and their business part-
ners. The result of the fourth hypothesis test showed 
that there is a positive and significant relationship be-
tween calculative commitment and relational perfor-
mance. Based on this, when the suppliers and suppli-
ers of auto parts find out that the relationship with the 
wholesalers and car manufacturing companies brings 
them financial benefits and profits, they will not be will-
ing to stop their relationship with the companies in the 
short term. Based on this, relational performance will 
be developed. The result of the fourth hypothesis test 
is in line with the result of the study (4) because they 
found that there is a significant relationship between 
calculative commitment and relational performance. 
The result of the fifth hypothesis test showed that 
there is a positive and significant relationship between 
B2B brand orientation and relational performance. In 
other words, if the manufacturers and suppliers of 
parts consider the brand as one of the pillars of busi-
ness life and have a long-term plan, then continuing 
to work with the companies will be considered the 
main decision for them. Because they will gain a lot of 
benefits from this relationship and they will witness 
the growth of market shares and the sales volume of 
their products. The result of the fifth hypothesis test is 
consistent with the obtained results (4, 13, 18, and 19) 
because they observed that there is a positive and 

significant relationship between brand orientation and 
relational performance. 
According to the obtained results, it is suggested: 

• Considering the positive and significant relation-
ship between B2B brand orientation and emo-
tional commitment, it is recommended that sup-
pliers pay attention to the features required by in-
dustrial companies and wholesalers in order to 
design their branding and advertising activities. 
And in this regard, they benefited from business 
and research and development experts, and dur-
ing meetings with companies, they identified their 
needs and provided them with additional ser-
vices. 

• Considering the positive and meaningful relation-
ship between B2B brand orientation and account-
ability commitment, it is recommended that sup-
pliers prepare economic and financial plans re-
lated to cooperation with industrial companies be-
fore designing advertising and branding plans. In 
order to examine and predict in these plans what 
benefits and possible costs cooperation with com-
panies has for suppliers. For this purpose, suppli-
ers can ask research and development experts to 
carry out these economic plans with field re-
search. 

• Considering the positive and meaningful relation-
ship between emotional commitment and rela-
tional performance, it is recommended that if sup-
pliers decide to establish relationships and main-
tain industrial customers, they can maintain their 
relationships with the company by obtaining long-
term investment. For this purpose, they can ob-
tain the financial resources they need by obtain-
ing contracts with financial institutions. 

• Due to the positive and significant relationship be-
tween accounting commitment and relational per-
formance, it is recommended that suppliers use 
the cost/benefit approach in evaluating their cus-
tomers who are industrial companies. and get 
comprehensive information by evaluating the fi-
nancial ratios in relation to the benefit from the re-
lationship with their business partners. 
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• Considering the positive and significant relation-
ship between B2B brand orientation and rela-
tional performance, it is recommended that sup-
pliers adopt policies that lead to the development 
of brand value in the long term. For this purpose, 
in addition to branding methods based on virtual 
space such as social networks, they can use pro-
motional policies and sales incentives such as 
gifts and special sales policies, as well as cus-
tomer communication systems to maintain the re-
lationship between them for a long time. 
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