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CHAPTER ONE
INTRODUCTION
1.1. Background To the Study 
The strategic alliance between buyers and suppliers therefore has become perhaps the most important aspect in the organizational performance. As a result, maintaining credible suppliers has become a priority for the buyer. Supplier-buyer relationships have today become the backbones of economic activities in the modern world (Nagurney, 2021) and a focal point of organizational competitiveness, performance and long-term business success (Veludo et al. 2019). According to Gadde and Hakansson (2021), the competitiveness and profit-generating capacity of the individual firm is highly dependent on its ability to handle the supply side. Similarly, Griffith and Myers (2020) position the management of supplier-buyer relationships as a primary driver of both customer and shareholder value. This is particularly true due to the increased adoption of globalization and outsourcing strategies (Tang and Musa, 2021) leveraged by company specialization and focus on their core competencies in order to withstand today‘s competitive market pressures (Blome and Schoenherr, 2021). According to Burt et al. (2020), the three main buyer – supplier relationship are transactional, collaborative and alliances. Transactional relationships are the most common and the most basic type of buyer/supplier relationship. This relationship is referred to as an arm‘s- length relationship where neither party is concerned about the other parties well-being. There is very little trust involved in this relationship and it could be a onetime transaction between the buyer and supplier. There are rarely any big savings made in this kind of relationship and it usually takes very little time and effort by either party to go through with an agreement. Collaborative relationships must be supported from the entire organization. A buyer must have the authority to negotiate with a supplier and come to an agreement that carries mutual trust and benefit. This is not possible if executives push only for cost savings or if the labour force is unwilling to give up some responsibility to the supplier. Benefits to collaborative relationships are: lower overall costs, higher quality products, less time to market due to open communication and improved technology and innovation. Supply disruptions are also less likely as the relationship is similar to friendship and suppliers and buyers look out for one another rather than opportunities to take advantage of one another. Drawbacks are the amount of time and effort involved. Buyers’ time must be spent nurturing the relationship opposed to other value adding activities. There must also be time spent to begin the relationship and earn the trust of the supplier. Also there are higher switching costs if problems were to arise with the supplier. Lastly there is a sharing of proprietary information, strategy, planning, and goals, and most firms do not feel comfortable exposing such elements to other firms, fearing a loss of control Benton et al., (2020). Collaborative relationships might not be desirable when a company has a certain amount of leverage over its suppliers, or if the suppliers have all the power then the buyer might not be willing to enter into a relationship. The third type of buyer-supplier relationship is the alliance relationship. An alliance is formed for a systematic approach to enhance communication between the two firms. Unlike collaborative relationships, an alliance is built to have a trust where both firms can be on the same level and help each other out when there is a time of need or uncertainty. If there is no motive to have trust or manage it then the alliance will most likely fail. Having an alliance can be very beneficial as there is asset specialization and human specialization as well. With human specialization, certain people in companies have experience working together and they have information that allows them to communicate with others effectively. Because of this, companies are less likely to have breakdowns between them that will result in errors (Burt et al., 2020).
Supplier Relationship Management (SRM) is a comprehensive approach to managing an organization’s interactions with the firms that supply the products and services it uses (Lamming, 2020). SRM plays an important role in the reduction of costs and the optimization of performance in organizations. SRM is understood as the sourcing policybased design of strategic and operational procurement processes as well as the configuration of the supplier management (Appelfeller & Buchholz, 2020). SRM includes both business practices and software and is part of the information flow component of supply chain management (SCM). SRM practices create a common frame of reference to enable effective communication between an enterprise and suppliers who may use quite different business practices and terminology. As a result, SRM increases the efficiency of processes associated with acquiring goods and services, managing inventory, and processing materials (McLachlin & Larson, 2021)
Supplier Relationship Management (SRM) is the discipline of strategically planning for, and managing, all interactions with third party organizations that supply goods and/or services to an organization in order to maximize the value of those interactions. SRM entails creating closer, more collaborative relationships with key suppliers in order to uncover and realize new value and reduce risk of failure. The immediate objective of SRM is to streamline and make more effective the sourcing processes between an enterprise and its suppliers. It is a strategic, enterprise-wide, long-term, multi-functional, dynamic approach to selecting suppliers of goods and services and managing them and the whole value network from raw materials to final customer use and disposal to continually reduce total ownership costs, manage risks, and improve performance - quality, responsiveness, reliability, and flexibility (Leftwich, Leftwich & Moore, 2018). SRM includes both business practices and software and is part of the information flow component of supply chain management (SCM). SRM practices create a common frame of reference to enable effective communication between an enterprise and suppliers who may use quite different business practices and terminology. 
As a result, SRM increases the efficiency of processes associated with acquiring goods and services, managing inventory, and processing materials (Smith, 2020). SCMI (2018) also avers that SRM refers to any supplier-facing business practices which are enabled by collaborative software and which allow companies to work with their supplier base for mutual success. Primarily, SRM tools have been developed to reduce the total cost of ownership (TCO) for procured goods, while creating competitive advantage for an organization through deeper relationships with its suppliers. There are five elements that must be considered in SRM (Chen & Paulraj, 2020). First, the customer should work with a limited number of qualified suppliers. This action provides multiple benefits including: fewer suppliers to contact in case of orders given on short notice; reduced inventory management costs; volume consolidation and quantity discounts; increased economies of scale based on order volume and the learning curve effect; reduced lead times due to dedicated capacity and work-in-process inventory from the suppliers (Chen & Paulraj, 2020). The creation of these links involves effort and trust. 
Long-term strategic alliances are developed with a small core group of suppliers (Lambert & Cooper, 2000). Secondly, supplier contracts have increasingly become long-term, and more and more suppliers must provide customers with information regarding their processes, quality performance, and even cost structure. Through close relationships, supply chain partners are more willing to share risks and reward and maintain the relationship over a longer period of time (Chen & Paulraj, 2020). Supply chain relationships are typically long-term and are required to achieve strategic coordination. The anticipation of sharing risks and rewards across the chain affects long-term commitment of channel members (Lambert & Cooper, 2000). There is need for two-way interorganizational communication for successful supplier relationship. In order to jointly find solutions to material problems and design issues, buyers and suppliers must commit a greater amount of information and be willing to share sensitive design information (Chen & Paulraj, 2020). With recent advances in communications and information technology, firms have an opportunity for significant savings in logistics costs by coordinating the planning of the various stages of SCM. Cross-functional teams have been identified as important contributors to the success of such efforts as supplier selection and product design. 
Expertise is required from various functions within and outside a firm in order to address the wide range of product and process related problems, so that team members can interact with their supplier counterparts (Chen & Paulraj, 2020). According to Lambert and Cooper (2000), the use of cross-functional teams would suggest more of a process approach. When these teams cross organizational boundaries, such as implant supplier personnel, the supply chain should be more integrated. Suppliers may be integrated in the new product development process. The involvement may range from giving minor design suggestions to being responsible for the complete development, design and engineering of a specific part of assembly. Extensive research has documented the benefits of integrating suppliers in the new product development process as well as business and strategic planning (Chen & Paulraj, 2020). 
In America, there has been a relative decline in organizational performance of the manufacturing industry and as a result, its contribution to the total American GDP is less than half what it was two decades ago (Burt, Petcavage & Pinkerton, 2021). This was attributed to poor relationship between suppliers and manufacturing sectors leading to increased cost of production, resulting to the gross operating profit margin to fall from 10.5% in the year 2020 to 3.6% in the year 2020. The weakening global economic conditions are forcing organisations to reinvent their relations with customers and suppliers alike. Thus, costs must be lowered throughout the procurement process by focusing on value addition. Bottlenecks must be removed and performance measurements focus on supplier relationship management for players in the process; to achieve win-win situations. The working principle is to create customer satisfaction at the end point of delivery and continuous improvement of process. For decades organizational performance has been attracting great attention from practitioners, academicians and researchers due to poor performance. Burt, et al. (2021) postulated that if quality and price are equal, then supplier should be selected solely on the basis of service. Service is seldom equal and in many cases it is a supplier’s capabilities that are being purchased, not commodities. 
According to World Bank (2020), organizational performance of manufacturing sectors in Nigeria has declined resulting to a decline in GDP from 9.8% achieved in the year 2022 to 9.6% achieved in the year 2020.The procurement costs as a percentage of total cost is 50-80% for manufacturing companies that develop, manufacture, trade and/or distribute goods. Supplier relationship and the impact on the supply chain can be substantial from the integration and implementation to the benefits and challenges procurement faces today. One thing is certain, suppliers’ relationship will affect the future economy (Caldwell, Walker, Harland, Knight, Zheng, & Wakeley, 2020). Together with sustainability, strategic partnering is at the top of the corporate agenda of many global organizations and is seen as one of few remaining procurement topics that can still make a significant difference (Caldwell et al., 2020). 
Deloitte’s Organizational performance Survey (2021) found increasing levels of supplier collaboration and restructuring of existing relationships among the top procurement levels. While in some industries 77% of organizational performance may be actively driven from innovation with suppliers, the vast majority rates the effectiveness of their strategic supplier collaborations as poor or mixed. The 2020 Kenya overview report from the World Bank confirms that an effective supplier relationship can contribute immensely to organizational performance and particularly be the cornerstone of attaining the Vision 2030 Strategy. There is very limited research on the role of supplier relationship management on organizational performance. Studies carried out in Kenya focused on other areas of procurement and logistics. Muhia and Afande (2021) studied the role of adoption of e-procurement strategy on organizational performance of state corporations in Kenya by focusing on Kenya Revenue Authority. Maraka, Kibet and Iravo (2021) studied the effect of SRM on the performance of organisations in selected sugar companies in Western Kenya. 
Owuor, Muma, Kiruri and Karanja (2021) studied the effects of strategic SRM on internal operational performance of manufacturing firms by focusing on EABL. Nyamasege and Biraori (2021) studied the effect of SRM on the effectiveness of Supply Chain Management in Kenya Public Sector – Ministry of Finance. Oyando, Kibet and Musiega (2021) analysed the factors that affect performance of procurement department in public sector by considering County Government of Kakamega. Chimwani, Iravo and Tirimba (2021) studied the factors influencing organizational performance in the Kenyan Public Sector with a special focus on State Law Office. Cheruiyot (2020) studied the impact of integrated supply chain on performance at Kenya Tea Development Agency.
1.2. 	Statement of the Problem 
Manufacturing sector is lost immensely due to lack of benefit from the research and development initiatives conducted by the suppliers concerning the supplies (Muhia & Afande, 2021). Effective supplier relationship management requires an enterprise-wide analysis of what activities to engage in with each supplier. The common practice of implementing a “one size fits all” approach to managing suppliers can stretch resources and limit the potential value that can be derived from strategic supplier relationships. Managing supplier relationships used to be a zero sum game (0%). Most companies focused on short terms goals where price was the main focus. Bullying suppliers were commonplace in some organizations. Employees took great pride in “facing down suppliers” and relationships were viewed on “how much money we will make”. However, with the increase in outsourcing and volatility in commodities, supplier relationship management (SRM) has moved to the forefront of organizational strategy. Companies are spending increased time on their selection criteria and determining clear best practices to manage partner relationships. However, few companies have mastered supplier relationship management. SRM is in its infancy. 
Nigeria is the most industrially developed country in West Africa, but it has not yet produced results to match its potential. The government tertiary training institutions has to put in more effort to ensure that it performs better and contributes more to the academic growth in the country. For every procurement unit/department, suppliers play a major role on the performance of that unit. Therefore a study on the level at which this sector has embraced the concept of buyer – supplier relationships and how these relationships affect organizational performance is important. 
A close examination into studies on buyer supplier relationships and organizational performance confirms that there is research that has been carried out in this field. For example (Bart and Akkermans, 2022) carried out a study on collaboration in buyer supplier relationships. The study concluded that, that there are five relationship variables (commitment, conflict, economic & non-economic satisfaction, and trust) that are important in developing and maintaining good buyer-supplier relationships. However, the research did not look at the effect of these collaborations on organizational performance. 
Another study conducted by (Cousins et al 2018) on Performance measurement in strategic buyer-supplier relationships. The study established that supplier performance measures alone are not sufficient to generate superior performance outcomes. Instead, the influence of performance measures on relationship outcomes is influenced by the extent of a firm’s buyer-supplier socialization mechanisms. 
To the best knowledge of the researcher, no study has been carried out on the effect of buyer –supplier relationships and the effects of such relationships on organizational performance. This study therefore seeks to bridge this gap by determining how buyer- supplier relationships affect the performance of procurement. Therefore, this study seeks to address whether there is any effects on buyer – supplier relationships answer the following questions: to what extent is the adoption of buyer – supplier relationships on organizational performance. 
1.3.  	Objectives of the Study 
The general objective was to investigate the positive effect of suppliers and buyers relationship on smooth operations of manufacturing company. 
The study was guided by the following specific objectives;
i. To establish the effect of buyers and suppliers relationship on organizational performance in Seven up bottling company
ii. To find out the effect of communication to effective buyers and suppliers relationship on organizational performance in Seven up bottling company
iii. To analyse the effect of buyers-supplier`s commitment on organizational performance in Seven up bottling company
1.4.  	Research Questions 
i. How does supplier’s relationship affect organizational performance on the organization in Seven up bottling company? 
ii. What are the effects of communication to suppliers on organizational performance in Seven up bottling company? 
iii. How does commitment by buyers-suppliers affect organizational performance in Seven up bottling company? 
1.5.  Research Hypotheses 
Ho: Buyers-buyers and suppliers relationship does not enhance trust on organizational performance
Hi: Buyers-buyers and suppliers relationship enhance trust on organizational performance



1.6. Significance of the Study 
‘Buyer- supplier’ relationship is an important area of study in the broader field of supply chain. This study will be very important to different parties in the supply chain such as the following: 
Supply chain managers- They will be able to know the kind of buyer- supplier relations their organizations can adopt. They will also be able to know whether there is any effect of buyer- supplier relationship on organizational performance. 
Scholars- They will be able to enrich their knowledge in the areas of buyer- supplier relationships. Also other researchers will be able to step in and fill the gaps that will have been left by the researcher. They will also be able to recognize whether the buyer- supplier relationship adopted by various organizations has any relationships on organizational performance and if there is any negative relationship the can come up with the measures to overcome such negative relationships. 
It is also important to note that other scholars will greatly benefit from this study for it will build a basis for their studies and a source of research information, thus it will be an empirical base for further studies in the area. 
1.7.  	Scope of the Study 
The study will be looking into effects of buyer- supplier relationship on organizational performance in manufacturing organization. The study targeted personnel in the procurement, administration, accounts, finance, internal audit, information and communication and academics departments at industries. This study will be conducted between November 2019 and June 2020.
1.8	Definition of Terms
Purchasing: this means the buying of materials of the right quality at the right price in the right quantity, at right time, from the right suppliers to the delivered to the right source.
Alternative: this entails something one can choose or have out of two or more possibilities to achieve the same objective.
Vendor Rating: Vendor rating is the result of a formal vendor evaluation system. Vendors or suppliers are given standing, status, or title according to their attainment of some level of performance, such as delivery, lead time, quality, price, or some combination of variables.
Supplier Evaluation: Vendor evaluation is a system for recording and ranking the performance of a supplier in terms of a variety of issues, which may include delivery performance and the quality of the items
Esthetic value: this is simply the measure of value of beauty you ascribe to an item that increases the desirability of n item or product.


CHAPTER TWO
LITERATURE REVIEW
2.1 	Conceptual Review
This chapter focuses on the literature review conducted by the researcher. It includes a review of the various studies that have been conducted by other researchers on buyer supplier relationships. Among the areas reviewed include: buyer supplier relationship models; buyer - supplier relationship variables; organizational performance. The chapter also provides the research gaps identified and a conceptual framework to show the relationship between the dependent and independent variables.
[bookmark: _Toc498618048]2.1.1 	Supplier
According to the PPA, (2021) “supplier means company, cooperation, organization, partnership or individual person supplying goods or services, hiring equipment’s or providing transport services and who is, according to the contract, a potential party or the party to a procurement contract with the procuring entity”.
[bookmark: _Toc498618049]2.1.2 	Organization performance
Organizational performance according to Richard et al. (2022) consists of the actual output or results of an organization as measured against its intended goals and objectives. He categorized organizational performance into three specific areas, financial performance, product market performance and shareholder return. 
James (2016) defined organizational performance as it occurs when all the parts of an organization work together to achieve great results being measured in terms of the value they deliver to customer.
[bookmark: _Toc498618050]2.1.3 	Supplier relationship management (SRM)
Supplier Relationship Management (SRM) is the approach used for connecting with suppliers on a level that reflects the needs of the customer organization and how best these needs can be achieved through maintaining the relationship. SRM process identify that all suppliers are not the same and therefore buyer-supplier relationships should be dealt with through different strategies. True SRM cannot be achieved through the Procurement Function acting alone but with engagement of the whole organization with their strategic suppliers, according to procurement leader’s strategy guide (2020).
According to Lee, S (2022) SRM is a discipline of functioning collaboratively with the supplier’s that are essential to the success of organizations so as to maximize the potential value of that relationship. SRM concerns with developing two-way, mutually beneficial relationships with the most strategic suppliers that deliver greater levels of innovation and competitive advantage than could be achieved by operating independently.
Gartner, (2021) SRM is a set of practices and methodologies used for interacting with suppliers of products and services which are essential to the prosperity of particular organization. SRM creates closer relationship with potential suppliers in order to realize and uncover new values and to reduce risk. 
SRM is “the process of engaging in activities of setting up. Developing, stabilizing and dissolving relationships with in-suppliers as well as observation of out-suppliers to create and enhance value within relationships” By (Moeller, Fassnacht & Klose, 2019)
[bookmark: _Toc498618051]2.1.4 	Types of supplier relationship
Talking about SRM, we cannot forget mentioning different types of relationships between buyers and suppliers. Despite the fact that the buyer-supplier relationship is important, one should notice that not all relationships are equal (Trent, 2020). According to Trent (2020), there are various views and models on how relationships with suppliers should be categorized based on the value they bring to organizations. This part will introduce some of the models as most relevant to the research. Trent (2020) has introduced the Four C’s of supplier relationships (Figure 7). In his opinion, there are four different types of buyer-supplier relationships, which consist of counterproductive (lose-lose), competitive (win-lose), cooperative (win-win), and collaborative (win-win). The following explanation is based on both studies of Trent (2020) and Zamboni (2021).
· [bookmark: _Toc498618052]Counterproductive
[bookmark: _Toc498618053]Each part focuses exclusively on maximizing its benefit to the extent that it puts the other part at a disadvantage. Each organization (buying and supplying) focus on getting what is best for and   that each puts the other at a disadvantage. This type of relationship is not recommended and also known as lose-lose relationship. 
· Competitive or transactional
This is a relationship based on power. The more powerful organization tries to capture advantage over the other without considering the well-being of that other part (Tier-three suppliers). Both the buyer and supplier strive to get the very best arrangement possible in their negotiations and fails to see the benefits of both organizations (buying and supplying) obtaining their goals and objectives.
· [bookmark: _Toc498618054]Cooperative
In this both parties recognize the need for strong relationship between them (Tier-two suppliers). Cooperative relationships are aware of the potential value of both organizations (buyers and suppliers) getting what they want and maximize the potential of having a long-term relationship.
· [bookmark: _Toc498618055]Collaborative
Both parties have cooperative team work and they work together so as to develop strategies that will deliver long term benefits for both parties and it is often characterized by sharing of information and resources. Mostly found with the buying firm’s strategic supplier/Tier-one suppliers and includes the team component which is missing in a cooperative relationship.


2.2.6.	Supplier Development
According to Krause (2019), supplier development broadly refers to “any effort by a buying firm to improve a supplier's performance and/or capabilities to meet the buying firm's short- and/or long-term supply needs” Purchasers can make use of a wide range of supplier development practices to improve a supplier's performance and/or capabilities. Krause et al. (2019) opined that supplier development may be composed of such activities from a buying firm as goal setting, supplier evaluation, supplier technical support, performance measurement, supplier training, and other related activities. This set of practices encompassing direct involvement indicates a multidimensional nature of supplier development (Pagell & Curkovic, 2021).
Supplier development should lead to improvement in the total added value from the supplier in question in terms of quality of product or service offered, business processes and performance, improvements in lead times and delivery to overall performance of the buying firm (Modi & Mabert, 2019). Supplier development is normally undertaken with existing suppliers that can be, and agree to being, improved. Suppliers can be categorized in respect of supplier development in three ways; they are, being developed, on hold as a potential for development or, identified as not being worth the investment of development. There is no single approach to supplier development but it is generally acceptable that it can be undertaken at three levels (Trent & Monczka, 2019) i.e. basic, moderate and advance level, according to the level of firm involvement and implementation complexity (i.e. skill, time, and resources required to execute successfully a particular activity). There is consensus between Petersen et al. (2020) and Swink, Narasimhan and Wang (2019) that a fundamental pre-requisite to supplier development and indeed the development of any purchasing and supply management strategy, is that purchasing and supply management professionals should analyze, evaluate and appreciate their own organization’s corporate objectives and business needs before embarking on supplier development. The supplier development projects which are undertaken must be in support of the purchasing and supply management strategy which, in turn, supports the organizational strategy (Muhkerji & Francis, 2018). However, there are also such direct investments in supplier development that are more specific, advanced and time and resources consuming as well as complex to implement by the buyer. Although academia elaborates on a number of constructs in the context of supplier development, an immense majority of literature focuses only at a few of them. Wuyts and Geyskens (2020) investigated the role of detailed contract drafting and close partner selection on the formation of strong supplier-buyer relationships which eventually translated into greater firm performance.
2.2.7.	Organizational Structure 
While there is no one correct model for deploying SRM at an organizational level, there are sets of structural elements that are relevant in most contexts: A formal SRM team or office at the corporate level; the purpose of such a group is to facilitate and coordinate SRM activities across functions and business units. SRM is inherently cross-functional, and requires a good combination of commercial, technical and interpersonal skills. A formal Relationship Manager or Supplier Account Manager role; such individuals often sit within the business unit that interacts most frequently with that supplier, or may be filled by a category manager in the procurement function. These roles can be full-time, dedicated positions, although relationship management responsibilities may be part of broader roles depending on the complexity and effects of the buyer and supplier relationship. SRM managers understand their suppliers’ business and strategic goals, and are able to see issues from the supplier’s point of view while balancing their own organization’s requirements and priorities. An executive sponsor; and for complex, strategic supplier relationships, then a cross-functional steering committee will do. These individuals form a clear link between SRM strategies and overall business strategies, serve to determine the relative prioritization among a company’s varying goals as they impact suppliers, and act as a dispute resolution body. The SRM office and supply chain function are typically responsible for defining the SRM governance model, which includes a clear and jointly agreed governance framework in place for some top-tier strategic suppliers. Effective governance should comprise of a face-off model connecting personnel in different departments such as procurement, logistics, engineering quality and operations with their supplier counterparts, regular operational and strategic planning and review meetings and well-defined escalation procedures to ensure speedy resolution of conflicts at the appropriate organizational levels. 
2.2.8. Value Measurement 
“You cannot improve what you can’t measure” measures include quality, cost, delivery and flexibility and are used to evaluate how well a supplier is doing. Information provided by the supplier performance will be used to improve the entire supply chain. Thus the goal of any good performance evaluation system is to provide metrics that are understandable, easy to measure and focused real value added results for both the buyer and supplier. (Tan Leong, 2022) By evaluating supplier performance organizations hope to identify suppliers with exceptional performance or developmental needs, improve supplier communication, reduce risk and manage the partnership based on analysis of reported data (Tan Leong, 2022) SRM delivers a competitive advantage by harnessing talent and ideas from key supply partners and translates this into product and service offerings for end customers. One tool for monitoring performance and identifying areas for improvement is the joint, two-way performance scorecard. A balanced scorecard includes a mixture of quantitative and qualitative measures, including how key participants perceive the quality of the relationship. These KPIs are shared between customer and supplier and reviewed jointly, reflecting the fact that the relationship is two-way and collaborative, and that strong performance on both sides is required for it to be successful. Advanced organizations conduct 360-degree scorecards, where strategic suppliers are also surveyed for feedback on their performance, the results of which are built into the scorecard. A practice of leading organizations is to track specific SRM savings generated at an individual supplier level, and also at an aggregated SRM program level, through the existing procurement benefit measurement systems. Part of the challenge in measuring the financial impact of SRM is that there are many ways SRM can contribute to financial performance. These include cost savings (e.g., most favored customer pricing, joint efforts to improve design, manufacturing, and service delivery for greater efficiency); incremental revenue opportunities (e.g., gaining early or exclusive access to innovative supplier technology; joint efforts to develop innovative products, features, packaging, etc. avoiding stock-outs through joint demand forecasting); and improved management of risk. 
2.2.9 Collaboration 
In practice, SRM expands the scope of interaction with key suppliers beyond traditional buy-sell transactions to encompass other joint activities which are predicated on a shift in perspective and a change in how relationships are managed, which may or may not entail significant investment. Such activities include, Joint research and development, more disciplined, systematic, and often expanded, information sharing and finally joint demand forecasting and process re-engineering. 
The strategic focused outcomes model (SFOM) categorizes collaboration into three. These are Market collaboration which includes activities such as shared merchandising, co-branding, joint selling and distribution channel management. Operational collaboration which includes shared operational planning information, developing and sharing of forecasts, link order management system and joint capacity management system. Strategic collaboration which includes aligning customer requirements, sharing basic technologies, shared production engineering, developing joint market entry strategies and develop joint capital expenditures. (Tan Leong, 2022) 
2.2.10 Technology 
SRM encompasses a broad suite of capabilities that facilitate collaboration, sourcing, transaction execution and performance monitoring between an organization and its trading partners. SRM leverages the latest technology capabilities to integrate and enhance supplier-oriented processes along the supply chain such as design-to- source, source-to-contract and procure-to-pay. SRM involves stream lining the processes and communication between buyer and supplier and using software application to enable these processes to be managed more efficiently and effectively (Tan Leong, 2022). SRM software varies by vendors in capabilities offered. Five key tenets of SRM systems include Automation, Integration, Visibility, Collaboration and optimization. Automation of transactional processes between an organization and its suppliers, integration that provides a view of the supply chain that spans multiple departments, processes and software applications for internal use and external partners. Visibility; of the information flow and processes flow within and between organizations. Views are customized by the role and aggregated via a single portal. Collaboration; through information sharing and suppliers’ ability to input information directly into an organizations’ supply chain information system. Optimizing processes of making decisions through enhanced analyzing tools, i.e. warehousing and analytical processing. (Wisner Tan Leong, 2022).
2.3.	Theoretical Framework and Constructs
Previous study has illustrated various theories used to explain the relationship between buyer-supplier relationships on organizational performance. This study is anchored on the agency theory and social exchange theory. 
[bookmark: _Toc498618058]2.2. 	Theoretical Review
[bookmark: _Toc498618059]2.2.1 Resource Dependence Theory
A resource dependence theory (RDT) explains how the performance of the organization is affected by the external resources of organizations Hillman et al (2022). Pfeffer & Salancik (1978) tells how organizations can attain competitive advantages by obtaining rare, valuable, non-substitutable resources from the external environment. According to Pfeffer & Salancik (1978) resources can be physical resources, financial resources and information resources. The RDT core assumption is that organizations survive by gaining and maintaining resources from their environment and firm performance will fail if it won’t obtain the proper resources.  Hillman et al (2022) added that organizations increase power over resource providers by entering alliances with other agencies. 
The theory relates to the study such that Pfeffer and Salancik (1978) suggested that organizations cannot function in isolation (alone), thus needs to establish relations with external sources like suppliers to obtain required resources in order to improve organization performance and achievement of their goals. Therefore, it can be concluded that the need for SRM is important to organizations since may help in attainment of rare, valuable and non-substitutable resources from their strategic suppliers as proved in the RDT. 
[bookmark: _Toc498618060]2.2.2 	Resource-Based view (RBV)
Resource based view is an organization theory that emerged during 1980s and 2018s after major works published by Wernerfelt, B. (The resource based view of the firm), Barney, J.(firm resources and sustained competitive advantage) and others. RBV is similar to TCT but is more concerned with the economic aspect in organizations. RBV sees resources as the key to firms performance and classified resources as tangible and intangible resources Barney,J.B (2019).
Tangible resources are those that can be seen and touched for instance buildings, land and capital (have little advantage to the firm as can be bought from the market by competitors), while the intangible resources are those which cannot be seen or touched for instance brand names, trademarks and firms reputation (main source for competitive advantage).from the figure bellow, For achievement of competitive advantage resources must be heterogeneous that means must differ between organization and immobile do not move from firm to firm in short-run. Also resources should possess four resource criteria’s (VRIO), the Value, Rarity (not available to other competitors), imperfectly imitable (not easily implemented by others) and Organization.
Figure 5; showing relationship between resources, homogeneity immobility, VRIO and sustained competitive advantage.
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2.4.	Empirical Review
Florence (2019) The main objective of the study was to determine the influence of supplier relationship on performance of procurement function at Moi Teaching and Referral Hospital, Kenya. The study used grey system theory, lean supplier competence model and fuzzy set theory. Descriptive research design was used in conducting the study. The target population was 120 employees from MTRH procurement function. Simple random sampling technique was used to select the sample size. Sampling units for the study entailed senior management officers, procurement officers and warehouse staff. The study used questionnaires with both open and close ended questions in collecting data. Pilot study was conducted at Kisii Teaching & Referral Hospital to test validity and reliability of the questionnaires. Data analysis will be facilitated using SPSS software. Reliability was tested using Cronbach alpha 0.7. Data was analyzed using both descriptive statistics (frequencies, standard deviation, mean and percentages) and inferential statistics using multiple regression model and correlation. The study used Pearson correlation model to determine the existing relationship between the study variables. The study findings revealed that all study variables (supplier segmentation β=0.329, p<0.05, supplier evaluation β=0.182, p<0.05 and supplier development β=0.163, p<0.05 positively and significantly influence the performance of procurement function of MTRH. The study tested regression model assumptions of normality, linearity, homoscedasticity, multicollinearity and independence of errors. Results of the study established that all assumptions were not violated by the study. The study recommends that procurement functions under their respective heads should incorporate supplier relationship practices to improve their performances. Future studies should be conducted in other referral hospital to further explore on supplier relationship influence on performance. The study also recommends future studies to incorporate other variables not included in the study. The study also gives room for future studies to be conducted in other parastatals like KEMRI and KURA. 
Kingsford and Amina (2017) The study sought to unfold the relationship between Supplier Relationship Management on supply chain in humanitarian organizations which is often difficult because of the multi-groups involved (military, government, Non-governmental Organizations). In humanitarian organizations the “customer” is the donor or supplier of goods. The study was conducted at the World Food Programme (WFP) which started operating in Somalia in 2018 and focusing on rural agricultural development and school feeding projects. At the onset of WFP operations, the conflict escalated and the humanitarian needs expanded as well. Today the WFP Somalia goal is to address basic food needs, strengthen coping mechanisms and support the efforts to achieve food security of vulnerable Somalis. The organization has its regional office in charge of operations and supply chain in Nairobi as well as the Somalia liaison office. There are rare studies focusing on supply chain relationship among humanitarian organizations particularly on the challenges of getting supplies on time due financial and other supply chain constraints. This is the gap this study sought to address. In order to achieve the objectives, the population of the study was the WFP employees (senior and the supply chain staff) in both the regional and the liaison office and the WFP food suppliers based in Nairobi. The sample comprised of 87 WFP employees and 7 personnel from the WFP food supplier family. Data was collected from 63 respondents who filled and returned the questionnaires representing a response rate of 72%. Multiple regression analysis was used to analyse the data collected in order to meet the objectives of the study. The results revealed that WFP continuously trains employees from the supply chain department and has mechanisms for ensuring suppliers conform to quality standards.
Maram, Merihan, Sarah, Sara and Lobna (2021) Their research aims to investigate the extent to which SRM is implemented in manufacturing firms in Egypt and its impact on firms’ performance. The research followed an exploratory methodology through the use of multiple case studies to gain a thorough understanding of how SRM is practiced and to determine the potentials for further development. Semi-structured interviews were conducted with purchasing managers from eight companies belonging to different industrial sectors to provide diverse points of views and enable the researchers to explore differences within and between cases.
Korir (2021) their aim was to establish the effect of buyer-supplier relations on organizational performance. The study was informed by social exchange theory. This study employed explanatory research design. The target population was 112 procurement and sales managers drawn from thirty-four (34) supermarkets located in Nigeria. Census technique was used. Data was obtained using structured questionnaires. Data was analyzed using descriptive statistics such as frequency, percentage, means, and standard deviation. In addition, Pearson correlation and multiple regression models were used to test linear relationship and hypothesis testing respectively. Study results showed that commitment, communication, cooperation and trust has a positive and significant effect on organizational performance. Hence, high levels of commitment, trust, communication and cooperation enhance sustainable competitive advantage hence improving the organizational performance. The study therefore recommends that there is need for firms to have a long term partnership with the major suppliers and aim at giving maximum attention to the relationship with suppliers so as to maintain it and enhance competitive advantage which will lead to improved organizational performance. There is also need for firms to have frequent and timely communication with suppliers and inform them of unforeseen challenges. Suppliers need to keep the promises made to the firm and offer credible information and keep the firm’s best interests in mind. Suppliers need to be responsible for the results of the industrialization and manufacturing process of the supplied part. It is also recommended that this study be replicated in different business sectors within the other regions.
Inayatullah, Rakesh and Amar (2020) in their study, their study was to examine the role of buyer-supplier relationship and trust in the organizational performance. The essence of strong relationship between buyer and supplier is trust, which in turn affects the supplier performance and consequently the organizational performance. The study used correlation and regression to analyze a set of data collected from the survey of 54 Indian manufacturing organizations. The Findings of the Results demonstrate that (1) face to face communication and fair treatment of supplier by buyer is positively related to development of trust, (2) development of trust has a positive influence on readiness of supplier to invest in the specific requirements of buyer, (3) strong relationship between buyer and supplier positively affects supplier performance, (4) and supplier performance is positively related to the organizational performance. The study adds to the extant literature by examining effects of face-to face communication, fair treatment of suppliers by the buyers in order to developing trust and buyer supplier relationship.
Plane and Green (2021) also conducted a study on Buyer-supplier collaboration and the aim of Facilities Management procurement. The study established that there emerged a general consensus that a more relational procurement process has a positive influence on the relationship established and also that the perceived benefits of relational approaches included clarity of service requirements, value delivery, and cultural alignment. This study however did not show how buyer – supplier relationships affect organizational performance. 
A study done by Mukhwana (2021) discussed on supply chain management practices on performance. The study found that indeed supply chain management practices have an effect on the organizational performance. However this study was general in referring to supply chain management and not specific areas in supply chain management that affects organizational performance.



CHAPTER THREE
METHODOLOGY
3.0  Preamble
This chapter describes the research design and the research methodology to be employed in this study. This is set out in sections under sub-headings containing research, research design, target population, sampling for the study, data collection instruments and procedures and finally the data analysis and presentation methods to be used in the study.
3.1.  Study Design
The descriptive design was employed in the study. The design was used to describe the characteristics of the independent variables (trust, communication, commitment, cooperation and mutual goals). This was appropriate to obtain information concerning the current status of the phenomenon to describe what the current situation is with respect to the variable of the study. Gharry and Gronhaug (2020) asserts that in descriptive design the problem is structured and well understood a fact that Mugenda and Mugenda (2020) agrees that descriptive design is most preferred because it gives a report on things as they actually are.
3.1.1. The Target Population
The targeted population of this study is 79 staff of purchasing department of the company. According to Sekaran, (2020), population is a group of individuals, objects or items from which samples are taken for measurement or it is an entire group of persons, or elements that have at least one thing in common. 
3.1.2. Sample Design
Purposive sampling involves selecting certain units or cases based on a specific purpose rather than randomly (Kothari, 2021). The purpose of sampling will be to gain an understanding about some features or attributes of the whole population based on the characteristics of the sample. This study used purposive sampling. This method exposes the researcher to various stakeholders who have different experiences with the issues of the study.
The purpose of sampling is to gain an understanding about some features or attributes of the whole population based on the characteristics of the sample. A sampling frame is the list of all the items where a representative sample was drawn for the purpose of research. In this study, a sample size of 24 employees was used. Mugenda and Mugenda, (2020) asserts that sampling is that part of the statistical practice concerned with the selection of individual or observations intended to yield some knowledge about a population of concern, especially for the purposes of statistical inferences.
3.2.  Data Collection Procedures/Instruments
The data collection instrument that was used is a Questionnaire which was designed using the variables identified as important for meeting the case study objectives. A closed- ended was administered to the respondents. The questionnaire was used since it was easy to administer and with data obtained is easy to analyze, Mugenda and Mugenda (2020).
The questionnaire was administered using a drop and pick later method. The respondents in the questionnaire were employees of NBC. The primary source of data collection method that was used in the study include use of questionnaire that will be used to source for crucial information from the Institute. The questionnaire took both take the form of open and closed ended questions in order to enable effective data collection. The secondary data was attained from the written materials which included the journals magazines, and other past studies and other relevant books. This enabled the researcher to compare the data from the questionnaires with the written materials. This enabled effective data collection and analysis from NBC.
3.3.  Data Analysis and Presentation
Sekaram, (2020) asserts that there are three objectives in data analysis; getting a feel for the data, testing the goodness of the data, and answering the research question. He notes that establishing the goodness of data lends credibility to all subsequent analysis and findings because it measures the reliability and the validity of the measures used in the study. After gathering data from questionnaire schedules, they were checked adequately for reliability and clarification. The data was analyzed using quantitative techniques, whereby the findings were presented in the form of frequency distribution tables and pie charts while qualitative techniques were incorporated in the study to facilitate description and explanation of the study findings. By so doing this created good understanding of the study findings.
CHAPTER FOUR
DATA ANALYSIS, PRESENTATION AND INTERPRETATION OF FINDINGS
4.0 Preamble
This chapter deals with the presentation and analysis of data collected through questionnaires from the field. The data collected was analyzed and presented in tabular form, graphs, and charts and shown in percentages. Out of forty (24) respondents issued with questionnaires, thirty seven
(22) Successfully filled and returned them for analysis, hence giving the study 92% response rate. This is shown in table 2 below.
Table 2: Response Rate
	Responses
	Number of Respondents
	Percentages (%)

	Expected responses
	24
	100

	Received responses
	22
	92

	None- responses
	2
	8


Source: Research survey (2025)
· Presentation of Data
Duration in the Organization
The study wanted to establish the level of experience of the respondents and the findings are illustrated in the table below:
Table 3: Work experience of the respondents
	Years of service
	Frequency
	
	Percentage (%)

	
	
	
	

	1-2 years
	
	4
	16.7

	
	
	
	

	3-5 years
	
	3
	12.5

	
	
	
	

	6-9 years
	
	6
	25.0

	
	
	
	

	10 years and above
	
	11
	45.8

	
	
	
	

	Total
	
	24
	100

	
	
	
	


Source: Research survey (2025)
The results revealed that 16.7 % had working experience of 1-2 years, 12.5 % had working experience of 3-5 years, and 25 % had experience of 6-9 years, while 45.8 % had experience of over 10 years.
· Position in the Organization
The study wanted to find out the position of every respondent in the organization and the findings are illustrated in the table below:
Table 4: Position in the Organization

	Officer
	Frequency
	Percentage (%)

	
	
	

	Administrator
	12
	15.1

	
	
	

	Human resource
	10
	12.6

	
	
	

	Accountant
	8
	10.1

	
	
	

	Procurement
	7
	8.8

	
	
	

	Finance
	10
	12.6

	
	
	

	Auditor
	3
	3.7

	
	
	

	Electrician
	5
	6.3

	
	
	

	IT
	5
	6.3

	
	
	

	Tutor
	19
	24.1

	
	
	

	Total
	79
	100

	
	
	


Source: Research survey (2025)
The findings in table (4) above shows that administration officers represents 15.1 % of total staff, 12.6 % of them are in the human resource office, 10.1 % are in the accounts, 8.8 % in the procurement, 12.6 % in the finance, 3.7 % are in the audit department, 6.3 % are in the electrical department, also 6.3 % are in the IT department, while the majority which represent 24.1 % are tutors.
· Effects of Trust on Organizational performance
The researcher sought to find out how trust affects organizational performance and the summary of the findings were presented on table 5 below.
Table 5: Effect of Trust on Organizational performance
	Elements measured under trust
	S D
	D
	
	N
	A
	SA

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Information and knowledge sharing
	4%
	10%
	
	2%
	33%
	51%

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Cost sharing in exploration of new ideas
	21%
	20%
	
	8%
	39%
	12%

	
	
	
	
	
	
	

	Does buyer supplier relationship lead to High quality products and services
	1%
	1%
	
	1%
	19%
	78%

	
	
	
	
	
	
	

	Does buyer supplier relationship Reduced Costs
	3%
	2%
	
	7%
	35%
	53%

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Suppliers keep our best interests in mind
	5%
	4%
	
	11%
	38%
	42%

	
	
	
	
	
	
	

	SD- Strongly Disagree   D- Disagree   N- Neutral
	A- Agree
	SA- Strongly agree

	
	
	
	
	
	
	


The findings show that trust positively influences organizational performance. There was high level of performance in cases where trust was strong. This was consistent with (Ganesan 1994), who found out that Trust leads retail buyers and sellers to the focus on long - term benefits of the relationship, and eventually enhance the performance outcomes in buyer- supplier relationships, including firm competitiveness and transaction costs reduction (Noordewier et al. 2018). (Morgan and Hunt, 1994; Doney and Cannon, 1997) also found out that trust between the buying firm and its suppliers improves cooperation, enhance satisfaction, reduce conflicts, facilitate information exchange, and lead to long-term relationships.
· Effect of Communication on Organizational performance
Table 6 below shows the findings on the effect of communication on organizational performance.
Table 6: Effects of communication organizational performance

	Elements measured under communication
	S D
	D
	
	N
	A
	SA

	
	
	
	
	
	
	

	Does buyer supplier relationship cover and Reduced lead time
	2%
	3%
	
	3%
	52%
	40%

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Open sharing of information
	2%
	6%
	
	5%
	42%
	45%

	
	
	
	
	
	
	

	Willing to share information is beneficial to us
	2%
	3%
	
	5%
	37%
	53%

	
	
	
	
	
	
	

	Communicate unforeseen challenges
	1%
	1%
	
	1%
	28%
	69%

	
	
	
	
	
	
	

	Exchange of information frequently
	2%
	2%
	
	3%
	15%
	78%

	
	
	
	
	
	
	

	SD- Strongly Disagree   D- Disagree   N- Neutral
	A- Agree
	SA- Strongly agree

	
	
	
	
	
	
	


Source: Research survey (2025)
Communication was shown to have a positive and significant effect on organizational performance. Communication received a high rating among firms which maintained a strong buyer-supplier relationship. Reduced lead time was noted, unforeseen challenges were communicated and therefore there was enhanced organizational performance. This conquered with (Bird, 2020) findings that effective communication is crucial to maintain a long-term buyer-relationship and achieve high organizational performance.
· Effect of Cooperation on Organizational performance
Table 7 below shows findings on the level of agreement on the statement concerning the effect of cooperation on organizational performance.
Table 7: Effect of Cooperation on organizational performance

	Elements measured under cooperation
	S D
	D
	
	N
	A
	SA

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Joint development work with suppliers
	2%
	3%
	
	3%
	8%
	84%

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Understand each other’s expectations
	5%
	8%
	
	9%
	33%
	45%

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Joint decision making
	2%
	1%
	
	3%
	63%
	31%

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Take full responsibility
	3%
	2%
	
	3%
	33%
	59%

	
	
	
	
	
	
	

	SD- Strongly Disagree   D- Disagree   N- Neutral
	A- Agree
	SA- Strongly agree

	
	
	
	
	
	
	


Source: Research survey (2025)
The findings revealed that cooperation has a positive and significant effect on organizational performance. Previous research on channel distribution has suggested that there is a positive relationship between cooperation and satisfaction (Anderson and Narus 2018; Skinner et al. 2018). Cooperation between channel members will increase channel efficiency and help members attain their mutual goals. Therefore, the study was in line with prior findings.
· Effect of Commitment on Organizational performance
The table 8 below shows the findings of the effect of commitment on organizational performance.
Table 8: Effect of Commitment on Organizational performance

	Elements measured under commitment
	S D
	D
	
	N
	A
	SA

	
	
	
	
	
	
	

	Does buyer supplier relationship enhance Relationship deserves our firm’s maximum attention
	1%
	1%
	
	2%
	26%
	70%

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	View relationship as long term partnership
	2%
	5%
	
	6%
	27%
	60%

	
	
	
	
	
	
	

	Suppliers deliver high quality products on time.
	1%
	2%
	
	2%
	23%
	72%

	
	
	
	
	
	
	

	Relationship with major suppliers is very important
	1%
	2%
	
	2%
	7%
	88%

	
	
	
	
	
	
	

	We are willing to make short-term sacrifices
	17%
	40%
	
	8%
	22%
	18%

	
	
	
	
	
	
	

	SD- Strongly Disagree   D- Disagree   N- Neutral
	A- Agree
	SA- Strongly agree

	
	
	
	
	
	
	


Source: Research survey (2025)
The findings revealed that commitment has a positive and significant effect on organizational performance. This is in line with prior findings. According to (Stanko et al., 2019) Commitment enables the suppliers and buyers to develop the belief that the existing relationship is very important and hence it deserves maximum efforts to maintain it for long-term period thus improving the organizational performance. Relationship commitment makes both parties to have the willingness to invest resources in a relationship.
They are able to secure a relationship due to its identification with and internalization of the goals and values of another party thus improving organizational performance of a firm (Kwon, 2020).
· Effects of Buyer-supplier on Organizational performance
The researcher sought to know how buyer-supplier relationship had affected organizational performance. The findings were shown in the table 9 below.
Table 9: Effects of buyer-supplier on organizational performance

	Elements measured under buyer-supplier effects
	S D
	D
	N
	A
	SA

	
	
	
	
	
	

	Does buyer supplier relationship enhance Improved competitive pricing
	3%
	4%
	8%
	15%
	70%

	
	
	
	
	
	

	Reduced lead time
	6%
	7%
	5%
	63%
	19%

	
	
	
	
	
	

	Reduced risk of none supply
	0%
	2%
	4%
	72%
	22%

	
	
	
	
	
	

	Improved dependability of deliveries
	0%
	5%
	12%
	17%
	66%

	
	
	
	
	
	

	Improved inventory management
	7%
	4%
	5%
	22%
	62%

	
	
	
	
	
	

	Increased sales
	2%
	6%
	7%
	54%
	31%

	Improved customer satisfaction
	1%
	3%
	
	6%
	20%
	70%

	
	
	
	
	
	
	

	SD- Strongly Disagree   D- Disagree   N- Neutral
	A- Agree
	SA- Strongly agree

	
	
	
	
	
	
	


The research findings revealed that buyer-supplier relationship has lead to improved competitive pricing, reduced lead time, reduced risk of non supply, improved dependability of deliveries, improved inventory management, and increased sales and improved customer satisfaction. This shows that buyer-supplier relationship aspects improve organizational performance.
4.5 Challenges facing buyer supplier relationships
The challenges facing buyer - supplier relationships were analysed in this section. Statements were outlined in the questionnaire and the respondent was required to agree or disagree with the statements. The statements were in relation to the issues that are likely to pose a challenge in buyer – supplier relationship. The following table illustrates the mean and standard deviations of the results.
4.5	Relationship	between Buyer Supplier Relationships and Organizational Performance
The study also sought to determine the relationship that exists between buyer – supplier relationships and organizational performance among large manufacturing firms in Kenya. The researcher conducted a regression analysis to assist explain this relationship. The study adopted the following linear regression model to depict the expected relationship between the variables: S=a + b1 x1 +b2 x2 + b3 x3 + b 4 x4 + b 5 x5 + e. Where: S=
Organizational performance which was measured using the responses on the effect of various buyer – supplier relationship variables. ; a= the S intercept that is the value of Y when x is zero; b1, b2, b3, and b4, are regression coefficients of the following variables
respectively; x1 = Trust;  x2 = Communication: x3 =	Commitment;  x4 = Co-operation x5 =
Mutual Goals. All the five independent variables were also measured using the responses on each of the variables obtained from the respondents. The results are illustrated and explained next.


4.6 T TEST FOR COEFFICIENTS
Table 4.7: Coefficients
	
Model
	
	Unstandardized
	Standardized
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	Coefficients
	Coefficients
	
	
	Correlations
	

	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	Zero-
	
	

	
	
	B
	Std. Error
	Beta
	T
	Sig.
	order
	Partial
	Part

	
	
	
	
	
	
	
	
	
	
	
	

	(Constant)
	
	
	
	-.403
	.215
	
	-1.877
	.069
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Mutual
	goals
	in
	buyer
	supplier
	.047
	.043
	.102
	1.074
	.290
	.326
	.176
	.094

	relationships
	and
	organizational
	
	
	
	
	
	
	
	

	performance
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	Commitment
	in
	buyer
	supplier
	.126
	.157
	.094
	.800
	.429
	.447
	.132
	.070

	relationships
	and
	organizational
	
	
	
	
	
	
	
	

	performance
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	Trust
	in
	buyer
	supplier
	.587
	.135
	.516
	4.339
	.000
	.487
	.586
	.381

	relationships
	and
	organizational
	
	
	
	
	
	
	
	

	performance
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	Co-operation
	in  buyer-
	supplier
	.152
	.051
	.298
	3.002
	.005
	.534
	.447
	.264

	relationships
	and
	organizational
	
	
	
	
	
	
	
	

	performance
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	Communication
	in
	buyer-
	.552
	.114
	.485
	4.847
	.000
	.487
	.628
	.426

	supplier
	relationships
	and
	
	
	
	
	
	
	
	

	organizational performance
	
	
	
	
	
	
	
	


Where: x1 = Trust; x2 = Communication: x3 =	Commitment; x4 = Co-operation x5 = Mutual
Goals. Using a significance level of 5%, any variable having a significant value greater than 5% is not statistically significant. These are: x3 (Commitment) and x5(Mutual Goals).	From  the  data	above  x1	(Trust),  x2  Communication,  x4  (Co-operation)  are statistically significant being at 0%, 0% and 5% respectively.
This means that trust, communication and co-operation in buyer –supplier relationships are suitable predictors of Y. This means that for every unit increase in measure of trust, the measure of organizational performance increases by 0.587 units, for every unit increase in measure of communication, the measure of organizational performance increases by 0.552 units and for every unit increase in measure of co-operation, the measure of organizational performance increases by 0.152 units.


Table 4.8: Model Summary
Model Summary

	
	
	
	
	
	
	
	Change Statistics
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Adjusted
	R
	Std.  Error
	of
	R
	Square
	F
	
	
	Sig.
	F

	Model
	R
	R Square
	Square
	
	the Estimate
	
	Change
	Change
	df1
	df2
	Change
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	.850a
	.723
	.684
	
	.284
	
	.723
	
	18.747
	5
	36
	.000
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	


Table 4.8 indicates that there is an R2 value of 72.3%. This value indicates that the five independent variables explain 72.3% of the variance in organizational performance of large manufacturing firms. These independent variables are the benefits that accrue as a result of good buyer - supplier relationships. It is clear that they contribute to a large extent to the level of performance that is achieved in the performance of large manufacturing firms in Kenya. It therefore suffices to conclude that buyer – supplier relationships are essential in enhancing organizational performance given that the unexplained variance is only 27.7%






4.8 F TEST FOR THE FULL MODEL
Table 4.9: ANOVA TABLE
ANOVAb
	Model
	
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	1
	Regression
	7.586
	5
	1.517
	18.747
	.000a

	
	
	
	
	
	
	

	
	Residual
	2.914
	36
	.081
	
	

	
	
	
	
	
	
	

	
	Total
	10.500
	41
	
	
	

	
	
	
	
	
	
	


For 5% level of significance, the numerator df=5 and denominator df=36, critical F value is 2.482, table 4.9 shows computed F value as 18.747. Hence, the regression model is overall statistically significant, meaning that it is a suitable prediction model for explaining how buyer – supplier relationships affect organizational performance.
· Summary of Data Analysis
The study also sought to determine the relationship that exists between buyer–supplier relationships and organizational performance in government tertiary training institutions within Nigeria.
Data was analyzed using descriptive statistical techniques, which included frequency, percentage and tables. From the research findings, it can be concluded that trust, commitment, cooperation and communication influence organizational performance. All the four independent variables were also measured using the responses on each of the variables obtained from the respondents. The results are illustrated and explained next.


CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.1. 	Summary of Findings
The study found out that trust between the buying firm and its suppliers improves cooperation, enhance satisfaction, reduce conflicts, facilitate information exchange, and lead to long-term relationships.
The study results showed that Communication have a positive and significant effect on organizational performance. Communication received a high rating among firms which maintained a strong buyer-supplier relationship. Reduced lead time was noted, unforeseen challenges were communicated and therefore there was enhanced organizational performance
The findings revealed that cooperation has a positive and significant effect on organizational performance. Cooperation between channel members will increase channel efficiency and help members attain their mutual goals. Therefore, the study was in line with prior findings.
The findings revealed that commitment has a positive and significant effect on organizational performance. Commitment enables the suppliers and buyers to develop the belief that the existing relationship is very important and hence it deserves maximum efforts to maintain it for long-term period thus improving the organizational performance. Relationship commitment makes both parties to have the willingness to invest resources in a relationship.
The research findings revealed that buyer-supplier relationship has led to improved competitive pricing, reduced lead time, reduced risk of non-supply, improved dependability of deliveries, improved inventory management, and increased sales and improved customer satisfaction. This shows that buyer-supplier relationship aspects improve organizational performance.
5.2. 	Conclusions
The study results also showed that commitment positively and significantly affects organizational performance. Particularly, the relationship that the firm has with major suppliers is a long-term partnership that the firms are very committed to such relationship. Further, communication has a positive and significant effect on organizational performance. As a result, firms let their suppliers know what they expect of them at all times and they keep each other informed about events or changes that may affect the other party. Thus, suppliers are provided with relevant information that might help them. As well, cooperation was also shown to have a positive and significant effect on organizational performance. There is evidence from the study that trust has a positive and significant effect on organizational performance. Through trust, suppliers are genuinely concerned about the company and they offer the best quality product in the market.
5.3. 	Recommendations
Based on research findings, the following recommendations were made therein;
i. The study has confirmed that buyer – supplier relationships are very significant in enhancing the performance of organizations. All manufacturing companies and other organizations should be advised to embrace the concept so that they can be able to reap the benefits of developing buyer – supplier relationships.
ii. By maintaining good relationships with their suppliers, Manufacturing companies ensure that they perform well; they also help the suppliers themselves to perform well and also achieve their goals.
iii. Cooperation is also necessary in enhancing organizational performance. As a result there is need for buyers and sellers to cooperate in decision making and work jointly. This will enhance integrity, credibility trustworthiness and bring satisfaction to both parties. 
iv. Commitment is also essential in enhancing organizational performance. There is therefore need for buyers and suppliers to be committed to the existing relationship since it deserves maximum efforts to maintain it for long term. There should be willingness to invest resources and share information for mutual benefit.
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