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Abstract. This research revisits the role of different foci of trust (interpersonal and inter-organi-

zational), commitment (affective and calculative) and relation-ship lengths (inter-organizational 

and interpersonal) then on export relationship performance. 142 Ecuadorian non-oil exporters 

completed a self-administered questionnaire. This study applies fuzzy-set qualitative compara-

tive analysis (fsQCA) and the findings help to re-establish the need for both trust dimensions and 

affective commitment in exporter–importer relationships. This research found three possible con-

figurations of achieving high export relationship performance. The managerial implications 

noted that export managers should nurture trust and affective commitment to ensure improved 

relationship performance. This research is one of the very few studies to investigate the role of 

commitment and trust by taking a complexity theoretical turn. Exploring the causation of the 

relationship lengths on relationship performance also represents a novel contribution.  

 

Keywords: Relationship marketing, calculative commitment, affective commitment, interper-
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1 Introduction  
 

Relationship marketing literature extensively predicts the links of trust and commitment 

with other performance measures [8, 29, 42] often indicating that trust, whether inter-

personal or inter-organizational, leads to commitment between a firm and its overseas 

customers, which enhances firm performance, including export performance [1, 8]. 
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However, there are some apparent ambiguities and short comings in the pertaining lier-

ature: First, the dimensionality of trust, Zaheer and colleagues [48], argued that inter-

personal trust and organizational trust are closely linked, such that interpersonal inter-

actions of managers of partnering firms are critical to the success of the partnership 

[27]. However, if we view two trust dimensions as different yet closely liked constructs, 

then how they would affect the export performance is not explicitly sought in the liter-

ature. Further, is one type of trust sufficient to predict the relationship export perfor-

mance? Or both forms of trust are necessary? We have not found any conclusive find-

ings to the question. The second area is the different dimensions of commitment. Treat-

ing commitment as a universal construct risk creating an over-simplified view [20] and 

thereby prevents an in-depth perspective on how trust-commitment contributes to ex-

port performance. The last area is the relational performance outcome of the commit-

ment-trust configuration. Research shows that firms achieve enhanced interactions with 

committed customers before being able to establish a relationship with them [30]. 

 

To enrich the literature in the areas mentioned above, we theoretically develop and 

empirically test a model that grounded on the conjunctional causation, implying that 

combinations of various causal conditions (trust, commitment in this case) rather than 

one alone condition cause the outcome (relationship export performance) [45]. We sub-

sequently propose the research question as, to explore which configurations of trust 

(interpersonal and inter-organizational), commitment (calculative and affective), the 

size of the organization, and the length of the relationships (personal and organiza-

tional) lead to relationship export performance? We used complexity theory as a theo-

retical underpinning of the proposed conceptual model and addressed this question with 

a fuzzy-set qualitative comparative analysis (fsQCA). Complexity theory posits that the 

investigation of the net effects of predictive variables does not provide accurate results 

that are capable of predicting the causal models that lead to expected outcome condi-

tions. It also postulates that the prediction of behavioral outcomes is a complex process, 

a set of complex interactions between antecedents (i.e., conjunctional causation) must 

be considered as a causal model capable of predicting the conditions leading to the 

desired outcome [40]. Qualitative Comparative Analysis (QCA) a method mostly used 

in political science and sociology [21] is now deemed to be an exciting method in busi-

ness and management studies [39, 40]. The fundamental attribute of this method is 

causal asymmetry and capability to deal with smaller sample sizes because causal con-

ditions or their combinations, which can lead to an equifinal outcome are observed [36]. 

This method is deemed suitable for this research as it can accommodate a high degree 

of complexity that can be captured through testing theory-based conditions and contex-

tual influences instead of focusing on the single effects of individual variables.  

The key contribution of this research is to provide a fine-grained view on the mech-

anism of the commitment and trust by uncovering the non-linear and asymmetric effect 

of trust and commitment dimensions on export relationship performance. Further, the 

use of QCA will facilitate a different perspective of the trust-commitment based rela-



tionship marketing as we are using asymmetric analysis instead of the symmetric anal-

ysis and null hypothesis significance tests, which are to date is dominating in export 

marketing research.  

 

2 Literature review  
 

2.1 Commitment-trust theory of relationship marketing  

 

Relationship marketing is a dominant paradigm in marketing literature, and commit-

ment-trust theory [29] is central to relationship marketing; it postulates that commit-

ment and trust are essential determinants of long-term relationships. Originating from 

social exchange theory [7], this theory predicts how businesses organize their activities 

to establish, develop, and maintain successful relations. It suggests that trust and com-

mitment facilitate relational exchanges by creating a compliant environment, such that 

they enhance interfirm relationships [29]. In this research we use Mayer and col-

leagues [24] definition of trust – "trust is the willingness of a party to be vulnerable to 

the actions of another party based on the expectation that the other will perform a par-

ticular action important to the trustor, irrespective of the ability to monitor or control 

that other party” (p. 712).Trust directly influences relationship commitment by reduc-

ing the vulnerability that two parties perceive when they commit to an exchange rela-

tionship. Trust, and commitment also are key factors in exporter–importer relationships 

and are the most frequently cited antecedents of export performance [42].  

In international marketing literature, there are two traditions of viewing trust and-

commitment. The first one is to view them as mediating variables [29, 42] and the oth-

eris to view them as energizing forces [8]. Despite being of the most researched concept 

in international marketing, most of the research in this research stream is heavily fo-

cused on the symmetric approach and the 'null-hypothesis' testing; which can be criti-

cized by not capturing the full spectrum of complexities in the relationships [46]. The 

critics advocating of 'seeing both the trees and the forest’ and argued that the symmetric 

analysis could be potentially a mismatch in testing case-based identification models, 

whereas, in behavioral and management science most theory constructions are case-

based proposals [12, 13, 46]. In the subsequent sections of this research, we will discuss 

the complex association of trust commitment then will move to the conceptual model 

of this research. 

 

2.2 Association among different dimensions of trust and commitment 

 

Commitment, a multifaceted construct, is defined as an enduring desire to maintain a 

valued relationship [28]. Of the various types of commitment cited in marketing and 

organizational science literature [26], affective and calculative commitment appear-

most frequently and seem to be the most relevant for inter-organizational relationships 



[16]. Although both types of commitment reflect relatively stable attitudes and beliefs, 

their motives differ, and they evoke different psychological states about a relationship 

[16]. Affective commitment implies a desire to maintain the relationship due to positive 

feelings; calculative commitment reflects a need to maintain the relationship, due to 

pragmatic considerations [5].In this research conceptualize affective commitment as 

the exporter's understanding, belief, and willingness to exert effort to maintain a rela-

tionship with an importing organization. This willingness to continue the relationship 

results from positive sentiment and attitudes toward the trading partner [43] which cre-

ates a sense of unity between the exporter and overseas importer. The calculative di-

mension of organizational commitment instead relates to extrinsic rewards, such as pay, 

status, promotions, and other benefits that encourage an employee to commit to the 

organization because these benefits would be lost were this employee to leave [6]. 

A typical conceptualization of commitment in the literature indicates that the two 
forms of commitment are independent; affective commitment does not determine the 

degree of calculative commitment, and vice versa [16].Following the conceptualization 
of Zaheer and colleagues [48],we define inter-organizational trust as the extent to 
which members of one organization hold a collective trust orientation toward an-
other organization. Research also has sought to establish a link between trust and com- 

mitment [15, 28, 29, 43]. To avoid any potential bias associated with using unidimen-

sional trust and commitment constructs, we include different dimensions [20]. Accord-

ingly, we leverage previous research to view that exporters' trusts and commitments are 

intertwined and extract a combined effect on the relationship performance.  

 

2.3 Association of trust and commitment to relationship performance  

 

Commitment is related to export performance outcomes, as is well established by prior 

research [11]. We also seek to test the effect of commitment and trust on exporter–

importer relationship performance. Relationship performance defined as the perceived 

economic performance of the jointly acting relationship parties, relative to expectations 

in that network [25] can be instrumental for sales growth, superior market positions, 

better marketing support, or qualified services for the parties involved. Successful inter-

organizational relationships are critical to firms' financial performance because most 

firms must leverage partners’ capabilities and resources to compete effectively. Not 

only do strong interfirm relationships directly enhance sales and profits [30], but be-

cause they encourage increased cooperation and reduced conflict, they also can benefit 

innovation efforts, expand markets and reduce costs [9, 38]. Marketers' and researchers' 

efforts to uncover the drivers of inter-organizational relationship performance are nec-

essary because managers can develop suitable strategies to leverage these causal drivers 

only if they understand the precursors of performance. Thus, the critical question is, 

what are the key drivers of inter-organizational relationship performance? To answer 

this question, researchers usually employ four theoretical perspectives: (1) commit-

ment–trust, (2) dependence, (3) transaction cost economics, and (4) relational norms 

[19, 29]. We conceptualize commitment and trust as key drivers of organizational rela-

tionship performance. In short, our basic premise is that if trading partners commit to 



each other, they invest more in the relationship to gain more mutual benefits and thus 

achieve better relationship performance [31].  

 

2.4 Relationship lengths and performance  

 

Social exchange theory viewed the development of a cooperative relationship is analo-

gous to a marriage relationship, and a stable relationship is closely related to the devel-

opment of trust [22], and the tendency to remain in the same relationship over time is 

an important component of commitment [41]. In the organizational context, Cao and 

Lumineau [10] defined relationship length as "the number of years firms have been 

dealing with each other" (p. 21). The length of the export relationship is always consid-

ered crucial for export performance literature. Usually, in marketing literature, relation-

ship length is being used as a control variable [10]. However, some studies also call for 

more research on the moderating effects of relationship length [10]. Although prior 

researches have been prioritized the linkage between the long-term relationship and the 

affective quality of a relationship and that may foster mutual interest, trust, and good 

partnership [2]. However, when talking about the length of the relationship, researchers 

took the opportunity to talk about the inter-organizational relationship length; the inter-

personal relationship length mainly between two boundary spanners is vastly ignored. 

In this research, we wanted to tap both the personal relationship length and inter-organ-

izational relationship length as a causal condition for predicting export relationship per-

formance.  

 

2.5 Size of the organization and performance  

 

Previous researches [44] articulate that firm size is has a direct positive influence on 

export performance. However, the findings are mixed; hence, to have a better under-

standing, we conceptualize the firm size as a causal condition to have higher export 

relationship performance.  

 

2.6 The conceptual model  

 

Based on the above discussions, we explain relationship export performance by identi-

fying configurations of causally related sets of factors, and posit that a synergy exists 

among different dimensions of trust, commitment, organization’s size and the length of 

the relationships (personal and organizational) in explaining relationship export perfor-

mance. The conceptual model is developed as, the outcome of interest is relationship 

export performance, and the three sets of causal conditions are trust (i.e., interpersonal 

and inter-organizational trust), commitment (affective and calculative), relationship 

length (personal and organizational relationships) & size. The intersections represent 

factor configurations, which are higher-level interactions.  

 

3 Methodology  
 

3.1 Sample and data collection procedure  

 



142 responses were collected from active, Ecuadorian, non–oil exporting companies. 

We checked for nonresponse bias by following the guidelines suggested by Armstrong 

and Overton [3] and tested for any significant differences between early and late re-

sponses. Harman’s one-factor test [34] in SPSS shows, with exploratory factor analysis, 

that the first factor represents only 39 percent of the total variance. Thus, we found little 

threat of common method bias. Their average exporting experience was about 18 years 

(SD = 11.38), with an average of 191 employees (minimum 4, maximum 1500). The 

average length of the focal organizational relationship was more than ten years, and for 

interpersonal relationships, the average was higher than eight years. Among the re-

spondents, 43 percent are presidents, 16 percent are chief financial officers, and 18 

percent are export managers or executives. Similar to other exporters in the region [34], 

the United States was the most targeted export destination (37%) for the Ecuadorian 

exporters, followed by Colombia (22%), while, the European Union (12.6%) was the 

third attractive destination and followed by Russia (9.2%).  

 

3.2 Measurement instruments  

 

The construct operationalization were based on established scales. Relationship per-

formance uses four items derived from Luo and colleagues [23]. To measure inter-or-

ganizational trust and interpersonal trust, we used ten and five items, respectively, from 

Zaheer and colleagues [48]. Affective commitment was measured with a five-item scale 

[18], and calculative commitment was measured by a three-item scale [17]. All items, 

but the length and size variables measured on a 7-point Likert-type scale ranging from 

7 = strongly agree to 1 = strongly disagree.  

 

3.3 Fuzzy-set Qualitative Comparative Analysis (fsQCA)  

 

Qualitative Comparative Analysis (QCA) is an innovative approach suitable in situ-

ations with multilevel explanations and influences [45]. QCA facilities a detailed anal-

ysis of how causal conditions contribute to a particular result and draws on a configu-

rational understanding of how a combination of causes leads to the same series of re-

sults. Fuzzy set qualitative comparative analysis (fsQCA), which integrates fuzzy set 

and fuzzy logic with QCA will be used in this research [35]. FsQCA uses analyzing 

combinations of conditions (i.e., configurations) in a systematized manner [35]. Two 

main benefits of the fsQCA sought as i) suitability to work with medium-sized samples, 

ii) suitable for analyzing high levels of causal complexity [37, 47]. In this research, we 

used the statistical software package fsQCA 3.0 for its analysis [31]. FsQCA expresses 

causality in terms of necessity and sufficiency. A condition will be considered as nec-

essary if an outcome cannot be produced without it. A condition is sufficient if its pres-

ence always produces the outcome (but the outcome may also occur without the condi-

tion). These conditions can combine in various ways. Thus, causality in fsQCA is con-

figurational (combinations of conditions produce the outcome), equifinal (different 

combinations may produce the outcome), and multifinal (a condition can play a differ-

ent role in different configurations) [31].  

 

4 Analysis and results  
 



4.1 Measurement model evaluation  

 

Confirmatory factor analyses (CFA) using AMOS 23, performed on all multi-item 

scales, produce results with sufficient overall model fit all fit indexes meet the conven-

tional cut-off values. The overall chi-square for the model is 420.73 (p < .001) and the 

CMIN/DF is 1.91, comparative fit index (CFI) = .91, Tucker-Lewis index (TLI) = .90, 

incremental fit index (IFI) = .91, and root mean square error of approximation 

(RMSEA) = .08. We note strong convergent validity, with four exceptions (three inter-

organizational trust items and one interpersonal trust item) (all other loadings ≥ .50), 

and those items are excluded from further analysis. We establish discriminant validity 

by observing the construct inter-factor correlations that differ significantly from 1. The 

average variance extracted (AVE) for each construct exceeds the square of its largest 

inter-factor correlation [14]. Table 1 contains the correlation matrix and further con-

firms discriminant validity because, for all constructs, the diagonal elements are greater 

than the off-diagonal elements. With regard to reliability, all the constructs achieve de-

sirable levels of composite reliability (CR) and exceed the .60 minimum recommended 

by previous researches [4]. Regarding the AVE, all constructs achieved scores above 

.50. Therefore, we conclude that the indicators are sufficient and adequate for specify-

ing the measurement model. 

 
Table 1 Summary data for the conditions and outcome 

Statistics reltion-

ship 

calcomit affcommit orgtrust pertrust orgrel perrel 

N 142 142 142 142 142 142 142 

Mean 5.14 4.15 5.9 5.7 5.52 10.57 8.13 

SEM 0.12 0.13 0.08 0.09 0.09 0.52 0.48 

Median 5.5 4.33 6 6 5.75 10 6 

SD 1.38 1.58 0.94 1.01 1.04 6.2 5.68 

Minimum 1 1 3 1 1 1 year 1 year 

Maximum 7 7 7 7 7 30 years 30 years 

Calibration value at     

95% 6 6 6 6 6 25 25 

50% 4 4 4 4 4 15 15 

5% 2 2 2 2 2 5 5 

Note: relationship = Relationship performance, calcommit= Calculative commitment, affcommit 

= Affective commitment, orgtrust = Inter-organizational trust, pertrust = Inter-personal trust, 

orgrel = Length of inter-organizational relationships, perrel = Length of interpersonal relation-

ships. SD= Standard deviation, SEM = Standard error of mean. 

 

Table 2 Construct reliability and validity 

 CR AVE MSV MaxR(H) 1 2 3 4 5 

1. Calcomit 0.89 0.73 0.05 0.89 0.85         



2. Reltionship 0.87 0.63 0.28 0.88 0.16 0.80       

3. Orgtrust 0.90 0.58 0.54 0.94 0.07 0.31 0.76     

4. Pertrust 0.87 0.63 0.33 0.88 0.23 0.46 0.44 0.79   

5. Affcommit 0.92 0.71 0.54 0.94 0.20 0.53 0.73 0.58 0.84 

 

In this research, the outcome is ‘export relationship performance’ (fz_relationship). 

The antecedents examined, following the calibration procedure, are a series of charac-

teristics of interfirm relationships: ‘calculative commitment’ (fz_calcommit), ‘affective 

commitment’ (fz_affcommit), ‘inter-organizational trust’ (fz_orgtrust), ‘interpersonal 

trust’ (fz_pertrust), ‘length of the inter-organizational relationship’ (fz_orgrel) and 

‘length of the interpersonal relationship’ (fz_perrel). The analysis process first requires 

a calibration to transform the raw data into fuzzy categories or conditions [48]. Cali-

bration assigns the variables a value between 0.0 and 1.0, depending on their degree of 

membership [47]. We employed the same procedure for converting Likert scales into 

fuzz sets, as followed by previous researches [31, 32]. First, the three thresholds are 

based on the questionnaire scale (7-point Likert scale) as such - the full membership 

threshold is set at the value of 6; the full non-membership is set at value 2, and the 

crossover point is set at value 4. All values are calibrated on a logistic function to fit 

into the three thresholds. In fsQCA, cases exactly on 0.5 are dropped from the analysis 

which makes it difficult to analyze the conditions that are set exactly on 0.05 (i.e., in-

termediate-set membership) [35]. To overcome this issue, Fiss [13] suggests adding a 

constant of 0.001 to the causal conditions below full membership scores of 1. To do 

this, we have added 0.001 in all conditions after the calibration has been done.  

Then, in the next step, we performed the analysis of necessity, which intended to 

identify if any of the causal conditions is a necessary (i.e., indispensable) condition for 

the presence of relationship export performance. For a condition to be necessary, its 

consistency should exceed the threshold of 0.9 [31, 39]. Consistency is the degree to 

which the cases in the sample that share a causal condition or configuration agree in 

displaying the focal outcome [35]. To examine necessity, the dedicated function in 

fsQCA software is used, which calculates the consistency and coverage scores for every 

causal condition and their negation. As the following table-3, depicts – affective com-

mitment, inter-organizational trust, and interpersonal trust are the necessary conditions 

for achieving high relationship export performance, while inter-organizational trust, 

absence of the length of interpersonal and inter-organizational relationships are the nec-

essary condition for having low/medium relationship performance. 

 
Table 3 Analysis of the Necessary Conditions 

 

Condition 

Outcome 

High relationship perfor-

mance 

~ Low/medium rela-

tionship performance 

Consistency Coverage Consistency Coverage 

Calculative commitment  0.64 0.87 0.67 0.30 

~ Calculative commitment 0.49 0.82 0.70 0.39 

Affective commitment   0.98a 0.83 0.89 0.25 

~ Affective commitment 0.11 0.75 0.38 0.86 



Inter-organizational trust  0.95a 0.82 0.90a 0.26 

~ Inter-organizational trust 0.15 0.82 0.39 0.72 

Interpersonal trust  0.95a 0.84 0.87 0.26 

~ Interpersonal trust 0.16 0.80 0.46 0.73 

Organizational relation length 0.35 0.92 0.42 0.36 

~ Organizational relation length 0.76 0.80 0.91a 0.32 

Personal relationship length 0.24 0.96 0.28 0.38 

~ Personal relationship length 0.85 0.78 0.97a 0.30 

Note: ~ indicates the absence of a condition 
a meets 0.90 consistency benchmark for necessary conditions. 

 
The software then produces a truth table, consisting of 2k logically possible config-

urations, where k represents the number of conditions that are included in the analysis 

[35], where each of the combinations is assessed as to whether it is sufficient for the 

outcome to occur or not. We looked at the consistency statistics to determine whether 
configuration is necessary and/or sufficiency in terms of set-theoretic relations [31, 

32]. We also consider the coverage of the configurations as they are the way in which 

cases are distributed over these configurations [37]. From table -3, we found that there 

are three configurations for achieving high export relationship performance; and three 

configurations for having low/medium relationship performance. However, the over-

all solution consistency for having low/medium relationship export performance is 

too low to accept; hence, we will not discuss these condition. Finally, we have the fol-

lowing configuration for achieving export relationship performance, as follows, where 

C1 = consistency and C2 = raw coverage:  

 

Outcome: High export relationship performance (fz_relationship)  

i) fz_calcomit*fz_affcommit*fz_orgt*fz_pert*fz_orgrel (1a, C1 = 0.94, C2 = 0.25) : A 

combination of calculative commitment, affective commitment, inter-organizational 

trust, interpersonal trust and organizational relation length is a sufficient condition for 

achieving high export relationship performance.  

 

ii) fz_affcommit*fz_orgt*fz_pert*fz_perrel*fz_orgrel (1b, C1 = 0.99, C2 = 0.21) : A 

combination of affective commitment, inter-organizational trust, interpersonal trust, 

personal relationship length and organizational relation length is a sufficient condition 

for achieving high export relationship performance.  

 

iii) fz_calcomit*fz_affcommit*~fz_orgt*fz_pert*~fz_perrel*~fz_orgrel (1c, C1= 0.91, 

C2=0.11) : A combination of calculative commitment, affective commitment, interper-

sonal trust and Low /medium inter-organizational trust, with low/medium length inter-

organizational relationships, low/medium length interpersonal relationship is a suffi-

cient condition for achieving high export relationship performance 

 
Table 4 Results of the intermediate solution 

Condition Relationship performance 

fz_relationship ~fz_relationship 

1a 1b 1c 2a 2b 2c 

Calculative commitment ●  ● ●  ● 



Affective commitment   ● ● ● ● ● ● 

Inter-organizational trust ● ● ○ ● ● ○ 

Interpersonal trust ● ● ● ● ● ● 

Organizational relation length ● ● ○  ● ○ 

Personal relationship length  ● ○  ● ○ 

Consistency 0.94 0.99 0.91 0.75 0.38 0.42 

Raw Coverage 0.25 0.21 0.11 0.28 0.25 0.34 

Unique Coverage 0.07 0.05 0.03 0.07 0.02 0.06 

Solution Coverage 0.34 0.43 

Solution Consistency 0.93 0.39 

Frequency cutoff 3 3 

Consistency cutoff 0.90 0.90 

 Note: Black circles indicate the presence of a condition; empty circles indicate the ab-

sence. 

 

5 Discussion  
 

In this research, we analyzed seven conditions as – calculative commitment, affective 

commitment, inter-organizational trust, interpersonal trust, organization size, length 

of inter-organizational relationship and length of interpersonal relationships; and set 

them to explore the necessary conditions and configurations that may lead to export 

relation-ship performance. By using FsQCA to analyze the data, this research exam-

ines the underlining mechanism of trust and commitments, causing export relationship 

performance. By doing so, we extend the previous researches on trust, commitment, 

and ex-port performance, which were predominately focused on a hypothesis based 

symmetric relationships. 

We found three configurations to cause export relationship performance. As it was 

expected, we identify that a combination of high calculative commitment, high affec-

tive commitment, high inter-organizational, and interpersonal trust, and large size or-

ganization is a necessary condition for achieving export relationship performance. This 

finding attests the previous researches and recognizes that both the trust and commit-

ment dimensions are necessary for achieving higher relationship performance. In this 

connection, this research further reestablished the importance of relational considera-

tions in export marketing. The inclusion of the organizational size is also a significant 

finding of this research. Worthy of remembering that here, the larger firms are defined 

with an annual sales of 5 million USD. Our explanation is for a smaller sized exporting 

firm from a smaller economy like Ecuador might not have enough capability to invest 

in inter-organizational and interpersonal trust increasing activities; hence, the bigger 

sized firms might be in a better condition here. The second configuration we identified 

tells that - a combination of high affective commitment, high inter-organizational trust, 

high personal trust, larger organizations, less length of inter-organizational and inter-

personal relationship is a necessary condition for achieving export relationship perfor-

mance. This finding also deserves some attention, the inclusion of affective commit-

ment, and both dimensions of trust and the size of the organization is in congruence 

with the literature. However, the negation of the length of the relationships (inter-or-



ganizational and interpersonal) tells us that relationships are good but how long. This 

finding points essential aspects of relationships and posits the question of how long the 

relationships are good in the export-import relationship? The final configuration indi-

cates that a combination of high affective commitment, high inter-organizational trust, 

high personal trust, larger organizations, high length of inter-organizational and inter-

personal relationships is a necessary condition for achieving export relationship perfor-

mance, which is again in line with the theoretical arguments of previous literature. 

However, if we look at the three configurations at the same time, we will see that af-

fective commitment, interpersonal trust, inter-organizational trust, and the size of the 

organization is very crucial for achieving the relationship performance. Attesting the 

importance of affective commitment and the trust dimensions is one of the significant 

contributions of this research. 

We also explored the combinations that may cause not having higher relationship 

export performance, and found that a low affective commitment is a sufficient condition 

for not having export relationship performance. Which, we consider as a significant 

contribution of this research. In Latin America, in general, the importance of affective 

commitment is very much crucial. Hence, a foreign company that wants to have a suc-

cessful business relationship with a Latin American frim must and invest in affective 

commitment. The second configuration is also important, as it says - a combination of 

low calculative commitment, low affective commitment, high inter-organizational 

trust, high interpersonal trust, smaller organizations, longer inter-organizational rela-

tionships, and shorter interpersonal relationship is a necessary condition for not achiev-

ing higher export relationship performances. It implies that the low level of commit-

ments, the shorter interpersonal relationships can also cause low relationship perfor-

mance for the smaller firms even if they have high trusts and longer inter-organizational 

relationships. This finding disposes of a closer look at the commitment-trust theory of 

[30] as it suggests that in the case of the export-import relationship, inter-organizational 

trust and affective commitment are the key mediating variables.  

References:  
1. Alteren, G., Tudoran, A. A.: Enhancing export performance: Betting on customer orientation, 

behavioral commitment, and communication. International Business Review, 25, 370-381 

(2016).  

2. Anderson, E., Weitz, B.: Determinants of continuity in conventional industrial channel dyads. 

Marketing Science, 8, 310-323 (1989).  

3. Armstrong, J. S., Overton, T. S.: Estimating nonresponse bias in mail surveys. Journal of Mar-

keting Research, 396-402 (1977).  

4. Bagozzi, R. P., Yi, Y.: On the evaluation of structural equation models. Journal of the Academy 

of Marketing Science, 16, 74-94 (1988).  

5. Bansal, H. S., Irving, P. G., Taylor, S. F.: A three-component model of customer to service 

providers. Journal of the Academy of Marketing Science, 32, 234-250 (2004).  

6. Becker, H. S.: Notes on the concept of commitment. American Journal of Sociology, 66, 32-

40 (1960).  

7. Blau, P.: Power and exchange in social life. New York: J Wiley & Sons, 352 (1964).  

8. Bloemer, J., Pluymaekers, M. & Odekerken, A.: Trust and affective commitment as energizing 

forces for export performance. International Business Review, 22, 363-380 (2013).  



9. Cannon, J. P., Homburg, C.: Buyer-supplier relationships and customer firm costs. Journal of 

Marketing, 65, 29-43 (2001).  

10. Cao, Z., Lumineau, F.: Revisiting the interplay between contractual and relational govern-

ance: A qualitative and meta-analytic investigation. Journal of Operations Management, 33, 15-

42 (2015).  

11. Dowell, D., Morrison, M., Heffernan, T.: The changing importance of affective trust and 

cognitive trust across the relationship lifecycle: A study of business-to-business relationships. 

Industrial Marketing Management, 44, 119-130 (2015).  

12. Fiss, P. C.: A set-theoretic approach to organizational configurations. Academy of Manage-

ment Review, 32, 1180-1198 (2007).  

13. Fiss, P. C.: Building better causal theories: A fuzzy set approach to typologies in organization 

research. Academy of Management Journal, 54, 393-420 (2011).  

14. Fornell, C., Larcker, D. F.: Evaluating structural equation models with unobservable variables 

and measurement error. Journal of Marketing Research, 39-50(1981). 

15. Ganesan, S.: Determinants of long-term orientation in buyer-seller relationships. Journal of 

Marketing, 1-19(1994). 

16. Geyskens, I., Steenkamp, J.-B. E., Scheer, L. K., Kumar, N. : The effects of trust and inter-

dependence on relationship commitment: A trans-Atlantic study. International Journal of Re-

search in Marketing, 13,303-317(1996). 

17. Gilliland, D. I., Bello, D. C.: Two sides to attitudinal commitment: The effect of calculative 

and loyalty commitment on enforcement mechanisms in distribution channels. Journal of the 

Academy of Marketing Science, 30, 24-43(2002). 

18. Gounaris, S. P.: Trust and commitment influences on customer retention: insights from busi-

ness-to-business services. Journal of Business research, 58, 126-140 (2005). 

19. Hibbard, J. D., Kumar, N., Stern, L.W.: Examining the impact of destructive acts in marketing 

channel relationships. Journal of Marketing Research, 38, 45-61(2001). 

20. Jain, M., Khalil, S., Johnston, W. J., Cheng, J. M.-S.: The performance implications of 

power–trust relationship: The moderating role of commitment in the supplier–retailer relation-

ship. Industrial Marketing Management, 43,312-321(2014). 

21. Kraus, S., Ribeiro-Soriano, D., Schüssler, M.: Fuzzy-set qualitative comparative analysis 

(fsQCA) in entrepreneurship and innovation research–the rise of a method. International Entre-

preneurship and Management Journal, 14, 15-33(2018). 

22. Liu, Y., Li, Y., Tao,L., Wang, Y.: Relationship stability, trust and relational risk in marketing 

channels: Evidence from China. Industrial Marketing Management, 37, 432-446(2008). 

23 .Luo, Y., Liu, Y., Yang, Q., Maksimov, V., Hou, J.: Improving performance and reducing cost 

in buyer–supplier relationships: The role of justice in curtailing opportunism. Journal of Business 

Research, 68, 607-615(2015). 

24. Mayer, R. C., Davis, J. H., Schoorman, F. D.: An integrative model of organizational trust. 

Academy of management review, 20, 709-734(1995). 

25. Medlin, C. J. Relationship performance: a relationship level construct. IMP Conference Pro-

ceedings, 2003. 

26. Meyer, J. P., Allen, N. J.: A three-component conceptualization of organizational commit-

ment. Human Resource Management Review, 1, 61-89(1991). 

27. Mohr, J., Spekman,R.: Characteristics of partnership success: partnership attributes, commu-

nication behavior, and conflict resolution techniques. Strategic Management Journal, 15, 135-

152(1994). 

28. Moorman, C., Zaltman, G., Deshpande, R.: Relationships between providers and users of 

market research: the dynamics of trust within and between organizations. Journal of Marketing 

Research, 29,314-328(1992). 

29. Morgan, R. M., Hunt, S. D.: The commitment-trust theory of relationship marketing. The 

Journal of Marketing, 20-38(1994). 



30. Palmatier, R. W., Dant,R. P., Grewal, D.: A comparative longitudinal analysis of theoretical 

perspectives of inter-organizational relationship performance. Journal of Marketing,71, 172-

194(2007). 

31. Pappas, I. O., Giannakos, M. N., Sampson, D. G.: Fuzzy set analysis as a means to understand 

users of 21st-century learning systems: The case of mobile learning and reflections on learning 

analytics research. Computers in Human Behavior, (2017). 

32. Pappas, I. O., Kourouthanassis,P. E., Giannakos, M. N., Chrissikopoulos, V.: Explaining 

online shopping behavior with fsQCA: The role of cognitive and affective perceptions. Journal 

of Business Research,69, 794-803, (2016). 

33. Paul, J., Mas, E.: Toward a 7-P framework for international marketing. Journal of Strategic 

Marketing,1-21, (2019). 

34. Podsakoff, P. M., Organ, D. W.: Self-reports in organizational research: Problems and pro-

spects. Journal of Management, 12,531-544, (1986). 

35. Ragin, C. C.: Redesigning social inquiry: Fuzzy sets and beyond, University of Chicago Press, 

(2009). 

36. Rihoux, B., Álamos-Concha, P., Bol, D., Marx, A., Rezsöhazy, I.: From niche to mainstream 

method? A comprehensive mapping of QCA applications in journal articles from 1984 to 

2011.Political Research Quarterly, 175-184, (2013). 

37. Rihoux, B., Ragin, C. C.: Configurational comparative methods: Qualitative comparative 

analysis (QCA) and related techniques, Sage Publications (2008). 

38. Rindfleisch, A., Moorman,C.: The acquisition and utilization of information in new product 

alliances: A strength-of-ties perspective. Journal of marketing, 65, 1-18, (2001). 

39. Schneider,C. Q., Wagemann, C. : Set-theoretic methods for the social sciences: A guide to 

qualitative comparative analysis, Cambridge University Press, (2012). 

40. Sehring, J., Korhonen-kurki,K., Brockhaus, M.: Qualitative comparative analysis (QCA):an 

application to compare national REDD+ policy processes, CIFOR, (2013). 

41. Simpson, J. A.: The dissolution of romantic relationships: Factors involved in relationship 

stability and emotional distress. Journal of Personality and Social Psychology, 53, 683, (1987). 

42. Styles,C., Patterson,P. G., Ahmed, F.:A relational model of export performance. Journal of 

international business studies, 39, 880-900, (2008). 

43. Talay, M. B., Akdeniz,M. B.: In time we trust?: The effects of duration on the dynamics of 

trust-building processes in inter-organizational relationships. Strategic Management Review, 8, 

77-90, (2014). 

44. Williams, D. A.: Impact of firm size and age on the export behaviour of small locally owned 

firms: Fresh insights. Journal of International Entrepreneurship, 9, 152, (2011). 

45. Woodside, A. G.: Moving beyond multiple regression analysis to algorithms: Calling for 

adoption of a paradigm shift from symmetric to asymmetric thinking in data analysis and crafting 

theory. Elsevier, (2013). 

46. Woodside, A. G.: Releasing the death-grip of null hypothesis statistical testing (p<. 05): Ap-

plying complexity theory and somewhat precise outcome testing (SPOT).Journal of Global 

Scholars of Marketing Science,27,1-15, (2017). 

47. Xie, X., Fang,L., Zeng,S.: Collaborative innovation network and knowledge transfer perfor-

mance :A fsQCA  approach. Journal of Business Research, 69, 5210-5215, (2016). 

48. Zaheer, A., McEvily, B., Perrone,V. : Does trust matter? Exploring the effects of inter-organ-

izational and interpersonal trust on performance. Organization Science, 9, 141-159, (1998). 


