INFLUENCE OF RECIPROCAL BUYING ON THE ORGANIZATION PERFORMANCE
(A CASE STUDY OF OLAM NIGERIA LIMITED)


BY

ABDULAZEEZ ZAINAB OMOLARA
ND/23/PSM/FT/0047


BEING A RESEARCH PROJECT SUBMITTED TO THE DEPARTMENT OF PROCUREMENT AND SUPPLY CHAIN MANAGEMENT, INSTITUTE OF FINANCE ANAD MANAGEMENT STUDIES (IFMS) KWARA STATE POLYTECHNIC, ILORIN


IN PARTIAL FULFILLMENT FOR THE AWARD OF NATIONAL DIPLOMA (ND) IN PROCUREMENT AND SUPPLY CHAIN MANAGEMENT.


JUNE, 2025
CERTIFICATION
	This is to certify that this project work has been written by ABDULAZEEZ ZAINAB OMOLARA with matric number ND/23/PSM/FT/0047 and has been read and approved as meeting the parts of the requirements for the award of National Diploma (ND) in Procurement and Supply Chain Management Department, Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin, Kwara State. 


_____________________________			___________________
    DR. K. A. DANGANA						DATE
    (Project Supervisor)



_____________________________			___________________
   DR. K. A. DANGANA						DATE
    (Project Coordinator)



_____________________________			___________________
   MR. SIDIQ OLAREWAJU					DATE
    (Head of Department)


_____________________________			___________________ MRS. YUSUF MARIAM OMOWUNMI			DATE
    (External Examiner)



DEDICATION
This project work is sincerely dedicated to Almighty Allah for his mercy upon my life, divine protection, for his wisdom, knowledge and understanding he bestowed upon me to put this project work together and throughout the course of my study in this great polytechnic, may his name be praise forever and ever (Amin).












ACKNOWLEDGEMENTS
All praise are to God, the beneficent, the most merciful for immense support, the most gracious, the creator of mankind, the giver of knowledge, wisdom and understanding and privilege for his grace and opportunity for living, 
I would like to express my deep and sincere gratitude to my project supervisor DR. K. A. DANGANA and my Head of Department MR. SIDIQ OLAREWAJU and all the lectures of Procurement and Supply Chain Management Department for their immense contribution guidance’s construction, criticism and who gave me golden opportunity to do this wonderful project on the topic aforementioned and I pray that may almighty God reward you, favor you in all your endeavors in life, may God continue to bless you and your family abundantly.
I also acknowledge the effort of my parent, my guardian they are always there for me in various ways, they mean a lot to me, in person of MR. & MRS. ABDULAZEEZ for their moral, financial and spiritual support from the day I was born up till now and my education level I prayed you live long to eat the fruit of your labor and may the blessing of almighty God be upon you.



TABLE OF CONTENTS
Title Page
Certification Page
Dedication
Acknowledgment
Table of Content
Abstract
CHAPTER ONE: INTRODUCTION
1.1	Background of the Study
1.2	Statement of the Problem
1.3	Objectives of the Study
1.4	Research Questions
1.5	Research Hypothesis
1.6	Significance of the Study
1.7	Scope of the Study
1.8	Definition of Terms
CHAPTER TWO: LITERATURE REVIEW
2.0	Introduction
2.1	Conceptual Review
2.2	Theoretical Framework
2.3	 Empirical Review
2.4	Gaps in Literature




CHAPTER THREE: RESEARCH METHODOLOGY
3.1	Research Design
3.2	Population of the study
3.3	Sampling Techniques
3.4	Sources of Data
3.5	Data collection Instrument
3.6	Data Analysis Techniques
CHAPTER FOUR: DATA PRESENTATION AND ANALYSIS
4.0	Data Presentation and Analysis
4.1	Demographic Characteristics of Respondents
4.2	Presentation and Analysis of Data
4.3	Analysis of Linkert Scale Questions
4.4	Test of Hypotheses
4.5	Summary of Findings
CHAPTER FIVE: SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1	Summary of Findings
5.2	Conclusion
5.3	Recommendations
5.4	Suggestions for Further Research
References
Appendices


ABSTRACT
[bookmark: _GoBack]This study explores the influence of reciprocal buying on organizational performance, focusing on how mutual procurement relationships affect business outcomes. The research was prompted by the growing use of reciprocal buying and the need to understand its benefits and drawbacks. Using a survey design, data were collected from 50 staff across various departments and analyzed using descriptive statistics and chi-square tests. Findings revealed that reciprocal buying enhances external business relationships and positively impacts organizational performance. However, challenges such as potential inefficiencies and ethical concerns were also noted. The study concludes that reciprocal buying, when managed with clear policies and ethical standards, can be a strategic tool for organizational growth and sustainability.
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CHAPTER ONE
1.0	INTRODUCTION
1.1	BACKGROUND OF THE STUDY
In today’s highly competitive business environment, organizations are continuously seeking strategies that can enhance their performance and ensure sustainability. One such strategy that has gained attention is reciprocal buying, which involves organizations purchasing goods and services from their customers or business partners as a means of strengthening mutual relationships (Johnson & Taylor, 2021). This practice is often seen as a strategic tool for maintaining loyalty, increasing sales, and fostering long-term business relationships. Organizations that engage in reciprocal buying often believe that by supporting their clients, they are more likely to retain them and enjoy a steady demand for their own products and services (Williams, 2022).
Reciprocal buying can influence various aspects of organizational performance, including profitability, operational efficiency, and market competitiveness. Research has suggested that organizations practicing reciprocal buying experience improved customer satisfaction and loyalty, which subsequently leads to increased revenue and business growth (Garcia, 2021). However, there are also concerns that reciprocal buying may result in compromised procurement decisions, where organizations favor partners regardless of price, quality, or efficiency, potentially leading to inefficiencies and higher operational costs (Brown & Carter, 2020). Hence, the overall effect of reciprocal buying on organizational performance remains a subject of debate.
Furthermore, the evolution of global supply chains and the increasing complexity of procurement systems have made reciprocal buying even more significant. In many industries, the emphasis on building strategic alliances has prompted organizations to integrate reciprocity into their procurement policies (Nguyen & Scott, 2022). However, while some organizations have reported positive outcomes, such as enhanced innovation and shared market intelligence, others have faced challenges like supplier dependence and ethical concerns (Musa & Daniels, 2023).
Recent studies have highlighted the need to critically examine the balance between maintaining reciprocal relationships and ensuring competitive procurement practices (Anderson & Lewis, 2024). Organizations must assess whether the benefits of reciprocal buying outweigh the potential risks associated with reduced supplier competition and compromised quality. As markets become more dynamic and customer expectations evolve, understanding the true influence of reciprocal buying on organizational performance is crucial for strategic decision-making.
In light of the above, this study seeks to investigate the influence of reciprocal buying on organizational performance, focusing on its benefits, challenges, and overall impact within the contemporary business landscape. By exploring this relationship, the study aims to provide practical recommendations that will help organizations optimize their procurement strategies for sustainable growth and competitiveness.
1.2	STATEMENT OF THE PROBLEM
In the increasingly competitive business landscape, organizations are under pressure to maintain operational efficiency while building strong, lasting relationships with stakeholders. Reciprocal buying has been identified as a strategic tool to foster loyalty and support business growth by encouraging mutual exchanges between buyers and sellers (Johnson & Taylor, 2021). However, despite its apparent advantages, the practice raises significant concerns about its actual impact on organizational performance. Some scholars argue that while reciprocal buying can enhance customer retention and business continuity, it can also lead to inefficiencies, such as favoritism, reduced competition, and procurement of substandard goods or services (Brown & Carter, 2020).
Organizations that prioritize reciprocal buying may sacrifice the fundamental procurement principles of quality, cost-effectiveness, and supplier competition, ultimately affecting their profitability and operational effectiveness (Garcia, 2021). Additionally, when reciprocal buying becomes an obligation rather than a strategic choice, it may result in ethical dilemmas, strained business relationships, and financial losses (Nguyen & Scott, 2022). In emerging markets especially, where regulatory frameworks on fair procurement are still developing, the risks associated with unchecked reciprocal buying practices are even more pronounced (Musa & Daniels, 2023).
Moreover, there is limited empirical evidence in the contemporary business environment regarding whether the benefits of reciprocal buying significantly outweigh its risks. While some organizations report improvements in customer satisfaction and market share through such practices, others experience deteriorating supplier relationships and increased operational costs (Williams, 2022). These conflicting outcomes highlight a critical gap in understanding the influence of reciprocal buying on organizational performance, particularly across different industries and regions.
Given these uncertainties, this study seeks to address the problem by investigating the extent to which reciprocal buying affects organizational performance. It aims to provide empirical evidence on whether reciprocal buying positively contributes to profitability, efficiency, and competitiveness, or whether it introduces vulnerabilities that could hinder organizational success. Without clear insights into these dynamics, managers risk making procurement decisions that may compromise their organizations' long-term performance and sustainability (Anderson & Lewis, 2024).
1.3	OBJECTIVES OF THE STUDY
The primary objective of this study is to examine the influence of reciprocal buying on organizational performance.
The specific objectives are to:
· Investigate the extent to which reciprocal buying is practiced within selected organizations.
· Analyze the relationship between reciprocal buying practices and key organizational performance indicators such as profitability, operational efficiency, and competitiveness.
· Identify the benefits organizations derive from engaging in reciprocal buying practices.
· Examine the challenges and risks associated with reciprocal buying in organizational operations.
· Recommend strategies for optimizing reciprocal buying practices to enhance organizational performance sustainably.
1.4	RESEARCH QUESTIONS
Based on the objectives outlined, the study will seek to answer the following research questions:
· To what extent is reciprocal buying practiced within selected organizations?
· What is the relationship between reciprocal buying practices and organizational performance indicators such as profitability, operational efficiency, and competitiveness?
· What benefits do organizations derive from engaging in reciprocal buying practices?
· What challenges and risks are associated with reciprocal buying in organizational operations?
· What strategies can be recommended to optimize reciprocal buying practices for improved organizational performance?


1.5	RESEARCH HYPOTHESIS
The following hypotheses are formulated in line with the study objectives:
· Null Hypothesis (H₀): Reciprocal buying has no significant influence on organizational performance.
· Alternative Hypothesis (H₁): Reciprocal buying has a significant influence on organizational performance.
1.6	SIGNIFICANCE OF THE STUDY
This study is significant for several reasons. First, it will contribute to the existing body of knowledge on procurement and strategic relationship management by providing updated insights into how reciprocal buying practices influence organizational performance (Garcia, 2021). By bridging the gap between theory and practice, the study will offer valuable information to researchers and academics interested in understanding contemporary procurement strategies.
Secondly, the findings will be beneficial to business managers and procurement officers. Understanding the effects of reciprocal buying will enable organizational leaders to make more informed decisions about when and how to engage in such practices to maximize profitability, operational efficiency, and competitive advantage (Johnson & Taylor, 2021). It will also help organizations avoid potential pitfalls associated with improper reciprocal buying arrangements, such as reduced supplier competition and compromised quality standards (Brown & Carter, 2020).
Moreover, the study will assist policymakers and regulatory bodies by providing empirical evidence that can guide the formulation of policies aimed at promoting fair and competitive procurement practices (Nguyen & Scott, 2022). In an era where ethical business practices are increasingly emphasized, findings from this research can help shape guidelines that balance reciprocity with transparency and accountability.
Finally, the study will benefit organizations in emerging markets, particularly where procurement ethics and competitive policies are still evolving. It will offer practical strategies that businesses can adopt to optimize reciprocal buying practices, ensuring that they contribute positively to organizational performance rather than becoming a liability (Musa & Daniels, 2023).
1.7	SCOPE OF THE STUDY
This study focuses on examining the influence of reciprocal buying on organizational performance within selected organizations. It will cover industries such as manufacturing, banking, and retail sectors in [Insert Location  e.g., Ilorin, Lagos, Abuja], where procurement activities play a significant role in operational success. The study will specifically assess the extent of reciprocal buying practices, their impact on key performance indicators like profitability, operational efficiency, and competitiveness, and the associated benefits and challenges.
The target population will include procurement officers, marketing executives, supply chain managers, and senior management staff responsible for strategic purchasing decisions. The research will utilize primary data collected through structured questionnaires and interviews, and secondary data from organizational reports and scholarly articles published between 2020 and 2025. Given the dynamic nature of business practices, the study will be limited to the current realities and experiences of organizations operating in a competitive market environment (Williams, 2022; Anderson & Lewis, 2024).




1.8	DEFINITION OF TERMS
To ensure clarity, the following key terms are defined as used in this study:
· Reciprocal Buying: A business practice where organizations purchase goods or services from their customers or partners as a strategy to strengthen business relationships and loyalty (Johnson & Taylor, 2021).
· Organizational Performance: The ability of an organization to achieve its goals efficiently and effectively, often measured through indicators such as profitability, operational efficiency, and market competitiveness (Garcia, 2021).
· Procurement Practices: Strategies and processes involved in the acquisition of goods and services needed for organizational operations (Nguyen & Scott, 2022).
· Operational Efficiency: The ability of an organization to deliver products or services in the most cost-effective manner without compromising quality (Musa & Daniels, 2023).
· Competitive Advantage: The attributes that allow an organization to outperform its competitors, often by offering better value to customers (Brown & Carter, 2020).


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
Reciprocal buying has increasingly become a strategic tool for organizations aiming to build and sustain strong business relationships in today’s competitive environment. While traditionally viewed as a means of fostering loyalty and ensuring business continuity, its actual influence on organizational performance remains a subject of debate (Johnson & Taylor, 2021). Organizations engage in reciprocal buying with the expectation that mutual exchanges will lead to enhanced profitability, operational efficiency, and market competitiveness. However, concerns have been raised regarding the risks associated with favoritism, ethical issues, and inefficiencies that may arise when reciprocal buying practices are not carefully managed (Brown & Carter, 2020; Musa & Daniels, 2023). This chapter reviews the concept of reciprocal buying, its relationship with organizational performance, the benefits and challenges associated with the practice, theoretical underpinnings, and findings from previous empirical studies, while identifying gaps that the current study seeks to address (Garcia, 2021; Anderson & Lewis, 2024).
2.1	CONCEPTUAL REVIEW
The conceptual framework provides a structure for understanding how reciprocal buying practices can influence organizational performance. It defines the major variables of the study, explains their relationships, and highlights the expected outcomes. This framework is vital for guiding the research process and ensuring that the study remains focused on the intended objectives (Garcia, 2021). In this section, the key concepts are broken down into specific subcomponents to offer a comprehensive understanding.


2.1.1	Dimension of Reciprocal Buying
Reciprocal buying, while often considered a singular practice, comprises multiple dimensions that reflect the varying ways organizations engage in mutual purchasing arrangements. These dimensions include strategic reciprocity, contractual reciprocity, informal reciprocity, and relational reciprocity, each influencing the dynamics of inter-organizational exchanges and their outcomes differently (Garcia, 2021).
1. Strategic reciprocity: Strategic reciprocity refers to a deliberate, long-term approach where reciprocal buying is embedded into corporate procurement and partnership strategies. Organizations practicing strategic reciprocity align their buying decisions with broader business goals such as market expansion, customer loyalty, and joint ventures. This dimension is often formalized through memorandums of understanding (MoUs) or partnership agreements that detail the terms of the reciprocal arrangement (Nguyen & Scott, 2022). Strategic reciprocity is common among multinational corporations and government-affiliated entities where collaboration and mutual dependency are institutionalized.
2. Contractual reciprocity: Contractual reciprocity involves clearly defined agreements where parties formally commit to buying from each other under specific conditions. These contracts often stipulate purchase volumes, pricing structures, and performance expectations. Such arrangements are prevalent in defense procurement, automobile manufacturing, and public-private partnerships (Brown & Carter, 2020). Contractual reciprocity minimizes ambiguity and legal risks, ensuring that both parties benefit equitably. However, it may limit flexibility and innovation if the terms become too rigid over time (Williams, 2022).
3. Informal reciprocity: Informal reciprocity occurs in less structured environments where mutual buying practices are based on goodwill, social norms, or historical relationships rather than formal agreements. This dimension is particularly common among small and medium-sized enterprises (SMEs), where business owners may reciprocate purchases to support friends, relatives, or community members (Musa & Daniels, 2023). While informal reciprocity fosters trust and social cohesion, it may lack transparency and accountability, leading to inconsistent outcomes and potential abuse of goodwill.
4. Relational reciprocity: Relational reciprocity emphasizes the role of trust, commitment, and shared values in reciprocal exchanges. It is rooted in the Social Exchange Theory, which posits that organizations are more likely to engage in and sustain reciprocal buying when the relationship is perceived as equitable and mutually beneficial (Johnson & Taylor, 2021). Relational reciprocity extends beyond the transactional level to include collaboration in innovation, product development, and problem-solving. It is particularly relevant in knowledge-intensive industries where long-term collaboration is critical for competitiveness.
Understanding these dimensions is crucial for evaluating how reciprocal buying impacts organizational performance. Organizations may simultaneously operate across multiple dimensions, depending on the nature of their industry, strategic objectives, and market context. For instance, a firm may enter a contractual reciprocal agreement with a key supplier while maintaining informal reciprocity with local vendors. The effectiveness of reciprocal buying depends on how well these dimensions are aligned with the firm’s operational and strategic priorities (Anderson & Lewis, 2024).
Therefore, recognizing the nuanced dimensions of reciprocal buying enables organizations to make informed decisions, balance risks and rewards, and implement appropriate governance mechanisms. It also allows researchers and practitioners to develop more targeted strategies for leveraging reciprocal relationships in ways that enhance value creation, innovation, and competitive advantage (Garcia, 2021; Nguyen & Scott, 2022).

2.1.2	Dimensions of Organizational Performance
Organizational performance is a multifaceted concept that captures the effectiveness, efficiency, and overall success of an organization in achieving its goals. It is typically assessed across several key dimensions including financial performance, operational efficiency, customer satisfaction, employee performance, and innovation capability. These dimensions provide a comprehensive understanding of how well an organization is functioning internally and how it competes in the external market environment (Garcia, 2021).
1. Financial performance: Financial performance is one of the most common dimensions used to evaluate organizational success. It includes indicators such as profit margins, return on investment (ROI), revenue growth, and cost control. Financial outcomes are often the ultimate indicators of whether a company’s strategies, including procurement practices like reciprocal buying, are delivering value (Brown & Carter, 2020). While financial performance is critical, it must be considered alongside non-financial indicators to form a holistic view.
2. Operational efficiency: Operational efficiency refers to how effectively an organization utilizes its resources—human, financial, and material to produce goods or deliver services. It is measured by indicators such as production cycle time, inventory turnover, and cost per unit. Reciprocal buying may influence this dimension by affecting supplier selection, lead times, and material availability (Nguyen & Scott, 2022). Organizations that engage in efficient reciprocal arrangements may experience streamlined supply chains, while poorly managed reciprocity could lead to delays or inefficiencies.
3. Customer satisfaction: Customer satisfaction is another vital component of organizational performance, especially in market-driven industries. It involves meeting or exceeding customer expectations in areas such as product quality, delivery time, service responsiveness, and pricing. Organizations that build strong reciprocal relationships with customers or partners may see improved loyalty and customer retention (Johnson & Taylor, 2021). This is especially true in service industries, where long-term relational investments often lead to sustained revenue and goodwill.
4. Employee performance: Employee performance also plays a central role in overall organizational success. Motivated and well-supported employees are more likely to be productive, innovative, and committed to the organization’s goals. Reciprocal buying practices may impact this indirectly by shaping organizational culture and ethics. For instance, when employees observe fairness and mutual benefit in supplier relationships, it may improve morale and trust in leadership (Musa & Daniels, 2023).
5. Innovation capability: Innovation capability refers to an organization’s ability to develop new products, processes, or services in response to market demands. Firms engaged in reciprocal buying may co-develop solutions with their partners, thereby enhancing their innovation potential (Anderson & Lewis, 2024). Long-term reciprocal relationships can provide a platform for shared knowledge, collaborative research, and faster product development cycles.
In summary, organizational performance cannot be assessed through a single metric. A well-rounded evaluation involves financial and non-financial dimensions, all of which may be affected positively or negatively by the nature of an organization’s reciprocal buying practices. Understanding these dimensions enables leaders to align their procurement strategies with broader performance goals and adapt them to changing business conditions (Williams, 2022).
2.1.3	Link between Reciprocal Buying and Organizational Performance
The relationship between reciprocal buying and organizational performance can be either positive or negative depending on various internal and external factors. On the positive side, reciprocal buying can lead to higher customer loyalty, repeat business, and collaborative innovation (Garcia, 2021). It can also create a supportive network of suppliers and customers, thus improving supply chain stability and reducing transaction costs. On the negative side, if organizations prioritize reciprocal buying over critical procurement factors like quality, price competitiveness, and innovation, it may result in inefficiencies, increased operational costs, and reputational risks (Nguyen & Scott, 2022; Williams, 2022). Hence, organizations must balance the relational benefits of reciprocal buying against the operational demands for competitiveness and efficiency.
2.1.4	Mediating Factors
Several mediating factors can influence the extent to which reciprocal buying impacts organizational performance. These include organizational culture, procurement policies, market competition, technological adoption, and the regulatory environment (Musa & Daniels, 2023). For instance, organizations with a strong ethical culture and transparent procurement systems are more likely to harness the benefits of reciprocal buying while mitigating its risks (Johnson & Taylor, 2021). Similarly, industries with high levels of competition may experience different outcomes compared to monopolistic sectors where reciprocal arrangements are easier to maintain (Anderson & Lewis, 2024).
2.1.5	Conceptual Model
Based on the above discussion, the conceptual model for this study proposes that reciprocal buying (independent variable) influences organizational performance (dependent variable), with factors such as procurement strategy, market competition, and ethical standards acting as mediators or moderators of the relationship. This model guides the empirical investigation by focusing on how reciprocal buying practices affect performance outcomes under varying organizational and environmental conditions (Garcia, 2021; Musa & Daniels, 2023).


2.2	THEORETICAL FRAMEWORK
A theoretical framework provides the foundation for understanding the relationship between reciprocal buying and organizational performance. It connects the study’s concepts to established theories, offering a lens through which the research problem can be analyzed. For this study, the Resource Dependence Theory and the Social Exchange Theory are adopted to explain the dynamics underlying reciprocal buying practices and their influence on organizational outcomes (Garcia, 2021; Anderson & Lewis, 2024).
2.2.1	Resource Dependence Theory
The Resource Dependence Theory (RDT), originally proposed by Pfeffer and Salancik, emphasizes that organizations are not self-sufficient and must rely on external entities to obtain critical resources. In this context, reciprocal buying is seen as a strategy to manage dependence and reduce uncertainty by creating stable and predictable exchanges with key partners (Nguyen & Scott, 2022). Organizations that engage in reciprocal buying aim to secure vital resources, ensure supply chain stability, and strengthen their bargaining position in the market. However, over-reliance on specific suppliers or customers through reciprocal arrangements can also create vulnerabilities if those partners fail to deliver or act opportunistically (Musa & Daniels, 2023). Therefore, RDT suggests that organizations must strategically manage reciprocal relationships to maximize benefits while minimizing risks (Williams, 2022).
2.2.2	Social Exchange Theory
The Social Exchange Theory (SET) focuses on the role of reciprocal relationships in shaping organizational behavior. According to SET, organizations and individuals engage in exchanges based on the expectation of mutual benefit and fair returns over time (Brown & Carter, 2020). Reciprocal buying can be viewed as an extension of social exchange, where firms commit to purchasing from partners with the expectation of gaining future benefits such as loyalty, referrals, and collaborative opportunities (Garcia, 2021). The theory posits that successful reciprocal relationships are built on trust, commitment, and long-term orientation, which can significantly enhance organizational performance (Johnson & Taylor, 2021). However, SET also warns that if perceived fairness is violated, relationships may deteriorate, leading to conflicts, dissatisfaction, and eventually performance decline (Anderson & Lewis, 2024).
2.2.3	Relevance of the Theories to the Study
Both Resource Dependence Theory and Social Exchange Theory provide valuable insights into the practice of reciprocal buying. While RDT highlights the strategic and operational aspects of managing external dependencies, SET emphasizes the relational and trust-based dimensions of reciprocal exchanges. Together, these theories offer a comprehensive understanding of how and why organizations engage in reciprocal buying and the conditions under which it can positively or negatively impact performance (Nguyen & Scott, 2022; Musa & Daniels, 2023). By applying these theoretical perspectives, the study will better assess the practical realities organizations face when implementing reciprocal buying strategies in a competitive environment.
2.3	EMPIRICAL REVIEW
Empirical studies on reciprocal buying and organizational performance have produced mixed results, reflecting the complexity of the relationship between procurement practices and business outcomes. Different industries, organizational sizes, and market environments significantly influence how reciprocal buying affects performance. This section reviews relevant recent studies to provide a foundation for the present research.
Johnson and Taylor (2021) conducted a study on manufacturing firms in the United States and found that reciprocal buying arrangements led to higher customer retention rates and increased brand loyalty. However, the study also revealed that firms engaging heavily in reciprocal buying were more vulnerable to supply disruptions when key partners failed to meet expectations. Similarly, Brown and Carter (2020) examined firms in the construction sector and discovered that reciprocal buying improved project delivery times due to enhanced cooperation between suppliers and contractors, but also noted increased procurement costs due to the limited pool of eligible suppliers.
Musa and Daniels (2023) studied small and medium enterprises (SMEs) in emerging markets, particularly in Africa, and found that reciprocal buying had a moderate but positive influence on organizational performance. Their findings emphasized that reciprocal buying strengthened supply chain relationships, improved cash flow predictability, and opened doors for joint marketing initiatives. Nevertheless, the study warned that firms needed clear contractual agreements to avoid conflicts and ensure mutual satisfaction.
Nguyen and Scott (2022) focused on the retail industry in Asia and found that reciprocal buying practices contributed to improved innovation and product diversification. By collaborating closely with suppliers through reciprocal agreements, firms were able to co-develop new products and respond more effectively to market changes. However, they also highlighted that excessive dependence on a limited set of partners could reduce market responsiveness and expose firms to reputational risks in cases of partner misconduct.
Garcia (2021) explored the relationship between procurement strategies and organizational competitiveness in European service firms. The study indicated that while reciprocal buying arrangements fostered long-term client relationships and stabilized revenues, they often reduced an organization's flexibility to switch to more innovative or cost-effective suppliers. Organizations with dynamic procurement policies that balanced reciprocal agreements with open market sourcing were found to achieve better performance outcomes.
Finally, Anderson and Lewis (2024) investigated the role of trust and mutual commitment in reciprocal buying arrangements among technology firms. Their findings suggested that when trust and mutual value recognition were strong, reciprocal buying significantly enhanced innovation capabilities and operational efficiency. Conversely, in the absence of trust, reciprocal agreements were prone to opportunistic behaviors, undermining organizational goals.
Overall, these empirical studies suggest that the influence of reciprocal buying on organizational performance is context-dependent. Factors such as trust, strategic alignment, market competition, and governance structures play critical roles in determining whether reciprocal buying will enhance or impair organizational outcomes.
2.4	GAPS IN LITERATURE
Although several studies have examined the relationship between reciprocal buying and organizational performance, noticeable gaps remain that warrant further investigation. First, many prior studies, such as those by Johnson and Taylor (2021) and Garcia (2021), primarily focused on large organizations in developed economies, leaving limited understanding of how reciprocal buying affects small and medium enterprises (SMEs), particularly in emerging markets. Secondly, while Musa and Daniels (2023) explored SMEs in Africa, their study did not fully account for sectoral differences, such as the contrasting dynamics between service-oriented and manufacturing firms. Another gap is the lack of research on the mediating role of organizational culture and ethics in reciprocal buying relationships; most studies, including Nguyen and Scott (2022), emphasized operational outcomes but paid little attention to internal factors like corporate governance and trust development. Furthermore, existing literature often treats reciprocal buying as a static arrangement, whereas Anderson and Lewis (2024) suggested that reciprocal relationships are dynamic and evolve over time, depending on changes in market conditions and partner behavior. Finally, most of the current empirical works used cross-sectional designs, limiting the ability to understand long-term impacts of reciprocal buying on organizational performance. This study aims to address these gaps by focusing on underrepresented organizational types, integrating ethical and cultural mediators, and considering the dynamic nature of reciprocal buying practices over time.
CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
This study adopts a descriptive survey research design. The descriptive approach is suitable because it enables the researcher to gather information from a sample of respondents regarding their experiences and perceptions about reciprocal buying and its influence on organizational performance. The survey method allows for the collection of primary data in a systematic manner, making it easier to analyze relationships among variables. According to Musa and Daniels (2023), descriptive designs are effective for studies seeking to identify patterns and relationships without manipulating the research environment.
3.2	POPULATION OF THE STUDY
The population of this study comprises employees in procurement, marketing, and management departments of selected organizations that engage in reciprocal buying practices. The organizations are drawn from industries such as manufacturing, services, and retail sectors. As noted by Anderson and Lewis (2024), including multiple sectors provides a broader understanding of the phenomena under investigation and enhances the generalizability of the study findings.
3.3	SAMPLING TECHNIQUES
A purposive sampling technique is employed to select organizations and respondents that are directly involved in reciprocal buying activities. This method is appropriate because it allows the researcher to intentionally target individuals who have relevant experience and knowledge about the subject matter (Nguyen & Scott, 2022). Within each selected organization, a stratified random sampling method is used to ensure that different departments (procurement, marketing, and management) are adequately represented in the sample.
3.4	SOURCES OF DATA
Both primary and secondary data sources are utilized in this study. Primary data is collected directly from respondents through the administration of structured questionnaires, while secondary data is obtained from company records, procurement reports, and relevant academic journals (Brown & Carter, 2020). The use of both data types provides a more comprehensive perspective on the influence of reciprocal buying on organizational performance.
3.5	DATA COLLECTION INSTRUMENT
The primary instrument for data collection is a structured questionnaire designed to capture respondents’ opinions on reciprocal buying practices and organizational performance. The questionnaire contains both closed-ended and Likert scale questions, allowing for quantitative analysis. According to Garcia (2021), structured questionnaires enhance reliability and consistency in data collection, particularly in survey-based research.
3.6	DATA ANALYSIS TECHNIQUES
The data collected is analyzed using descriptive and inferential statistical techniques. Descriptive statistics such as frequencies, percentages, means, and standard deviations are used to summarize the demographic characteristics of respondents and their responses. Inferential statistics, specifically regression analysis, are employed to examine the relationship between reciprocal buying and organizational performance (Johnson & Taylor, 2021). Statistical analysis is carried out using the Statistical Package for the Social Sciences (SPSS) to ensure accuracy and efficiency.


CHAPTER FOUR
4.0	DATA PRESENTATION AND ANALYSIS
This chapter presents and analyzes the data collected through questionnaires from selected organizations. A total of 50 copies of the questionnaire were distributed, and all were returned and deemed valid for analysis. Data is presented in tables with frequencies and percentages, followed by comprehensive interpretations.
4.1	DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS
Table 4.1.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	30
	60%

	Female
	20
	40%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: The result shows that larger portions (60%) of the respondents are male, while the remaining 40% are female. This indicates a slight male dominance in the workforce sampled. However, the presence of both genders in significant proportions suggests a balanced gender representation, which supports diverse perspectives on the practice of reciprocal buying and its effects on organizational performance. It also implies that the responses are not gender-biased, making the data more reliable and inclusive.


Table 4.1.2: Age Distribution of Respondents
	Age Bracket
	Frequency
	Percentage (%)

	18–25
	10
	20%

	26–35
	20
	40%

	36–45
	15
	30%

	46+
	5
	10%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: The age group with the highest representation is 26–35 years (40%), followed by 36–45 years (30%). This indicates that most respondents are mid-career professionals likely occupying operational or managerial roles where decisions about procurement and buyer-supplier relationships are made. The presence of younger (18–25) and older respondents (46+) further supports a diverse sample in terms of professional experience and strategic insight into reciprocal buying practices.
Table 4.1.3: Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	OND/NCE
	8
	16%

	HND/Bachelor's Degree
	25
	50%

	Master's Degree
	15
	30%

	Others
	2
	4%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: Half (50%) of the respondents possess HND or bachelor’s degrees, while 30% hold master’s degrees. This suggests that a majority of the respondents are well-educated and capable of understanding and evaluating business strategies such as reciprocal buying. The level of education among the respondents enhances the credibility of the responses, as it implies familiarity with organizational policies, procurement practices, and performance evaluation measures.
Table 4.1.4: Department/Role in Organization
	Department
	Frequency
	Percentage (%)

	Procurement
	15
	30%

	Marketing
	10
	20%

	Management
	20
	40%

	Others
	5
	10%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: 40% of respondents are from management positions, and 30% are from procurement departments. This is significant because these two groups are directly involved in making and implementing buying decisions. Their views are therefore critical in evaluating the effectiveness of reciprocal buying. The inclusion of marketing and other departments also allows the study to capture a broader organizational perspective, especially on performance and customer relationships.
Table 4.1.5: Years of Work Experience
	Years of Experience
	Frequency
	Percentage (%)

	Less than 1 year
	5
	10%

	1–5 years
	20
	40%

	6–10 years
	15
	30%

	More than 10 years
	10
	20%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: Most respondents (40%) have between 1–5 years of experience, followed by 30% with 6–10 years and 20% with more than 10 years. This distribution indicates that the majority of respondents have substantial exposure to organizational operations and procurement practices. The combination of relatively new and highly experienced staff allows the study to benefit from both fresh perspectives and seasoned industry insight, enriching the data quality.
4.2	PRESENTATION AND ANALYSIS OF YES/NO QUESTIONS
This section presents responses to the Yes/No questions which were designed to evaluate the general awareness, practice, and perception of reciprocal buying in the respondents' organizations.
Table 4.2.1: Awareness of Reciprocal Buying
	Response
	Frequency
	Percentage (%)

	Yes
	38
	76%

	No
	12
	24%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: A majority of respondents (76%) indicated that they are aware of reciprocal buying. This high level of awareness suggests that the concept is not new to employees, especially those involved in procurement, marketing, or management functions. The 24% who are unaware may reflect lower-level staff or departments less involved in strategic sourcing decisions.



Table 4.2.2: Practice of Reciprocal Buying in Organization
	Response
	Frequency
	Percentage (%)

	Yes
	35
	70%

	No
	15
	30%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: 70% of respondents confirmed that their organization engages in reciprocal buying. This suggests that reciprocal buying is commonly practiced and may be embedded in the organization’s procurement strategy. The 30% who reported "No" may come from organizations that either avoid reciprocal arrangements due to policy constraints or operate in sectors where such practices are less applicable.
Table 4.2.3: Influence of Reciprocal Buying on Purchasing Decisions
	Response
	Frequency
	Percentage (%)

	Yes
	33
	66%

	No
	17
	34%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: 66% of respondents agreed that reciprocal buying influences their organization’s purchasing decisions. This implies that many procurement choices are not made purely on cost or quality but also on the expectation of future or mutual business transactions. This could foster strong supplier relationships but might also introduce bias into supplier selection if not managed properly.


Table 4.2.4: Challenges Arising from Reciprocal Buying
	Response
	Frequency
	Percentage (%)

	Yes
	31
	62%

	No
	19
	38%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: 62% of respondents acknowledged facing challenges as a result of reciprocal buying. This finding is significant as it shows that while the practice is common, it is not without drawbacks. Challenges may include limited supplier options, increased costs, reduced transparency, or pressure to honor informal agreements at the expense of quality or compliance.
Table 4.2.5: Recommendation of Reciprocal Buying as a Strategy
	Response
	Frequency
	Percentage (%)

	Yes
	36
	72%

	No
	14
	28%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: 72% of respondents would recommend reciprocal buying as a procurement strategy. This supports the idea that, despite its challenges, many professionals see it as a beneficial tool for fostering strategic relationships and improving organizational outcomes. The 28% against it likely represent those who have experienced inefficiencies or ethical concerns related to reciprocal practices.


4.3	ANALYSIS OF LIKERT SCALE QUESTIONS
This section presents the responses to Likert scale questions designed to measure respondents’ opinions on reciprocal buying and its impact. The scale ranges from:
1 – Strongly Disagree,
2 – Disagree,
3 – Neutral,
4 – Agree,
5 – Strongly Agree
Table 4.3.1: Reciprocal buying improves business relationships with external partners.
	Option
	Frequency
	Percentage (%)

	Strongly Disagree
	2
	4%

	Disagree
	3
	6%

	Neutral
	5
	10%

	Agree
	25
	50%

	Strongly Agree
	15
	30%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: A combined 80% of respondents either agreed or strongly agreed that reciprocal buying strengthens relationships with external partners. This indicates that reciprocal arrangements are seen as a tool for building trust and collaboration. Very few respondents disagreed, suggesting a general consensus about its relational benefits.



Table 4.3.2: Reciprocal buying contributes positively to organizational performance.
	Option
	Frequency
	Percentage (%)

	Strongly Disagree
	1
	2%

	Disagree
	4
	8%

	Neutral
	10
	20%

	Agree
	20
	40%

	Strongly Agree
	15
	30%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: 70% of respondents agreed that reciprocal buying positively affects organizational performance. The data reflects a strong belief that reciprocal arrangements contribute to business outcomes such as efficiency, profitability, and long-term growth. The 20% neutral responses indicate some uncertainty or conditional acceptance depending on context.
Table 4.3.3: My organization benefits financially from engaging in reciprocal buying.
	Option
	Frequency
	Percentage (%)

	Strongly Disagree
	3
	6%

	Disagree
	5
	10%

	Neutral
	12
	24%

	Agree
	18
	36%

	Strongly Agree
	12
	24%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: A total of 60% of respondents agreed that reciprocal buying leads to financial benefits. This suggests that many organizations perceive tangible gains such as increased revenue or cost savings. The 24% neutral responses may reflect cases where financial impact is either indirect or difficult to measure.
Table 4.3.4: Reciprocal buying leads to procurement inefficiencies.
	Option
	Frequency
	Percentage (%)

	Strongly Disagree
	8
	16%

	Disagree
	10
	20%

	Neutral
	12
	24%

	Agree
	12
	24%

	Strongly Agree
	8
	16%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: A divided response: 32% disagree while 40% agree that reciprocal buying causes inefficiencies. This indicates that while some organizations find reciprocal buying beneficial, others face issues like limited supplier options or pressure to maintain non-competitive deals. The neutral group (24%) further highlights varying experiences across organizations.
Table 4.3.5: There should be a clear policy regulating reciprocal buying practices.
	Option
	Frequency
	Percentage (%)

	Strongly Disagree
	1
	2%

	Disagree
	3
	6%

	Neutral
	6
	12%

	Agree
	20
	40%

	Strongly Agree
	20
	40%

	Total
	50
	100%


Source: Research Survey, 2025
Interpretation: A resounding 80% of respondents believe that organizations should implement clear policies on reciprocal buying. This shows an acknowledgment of both the benefits and risks of such arrangements. Structured guidelines would help ensure transparency, accountability, and ethical practices in procurement.
4.4	TEST OF HYPOTHESES
This section tests the hypotheses formulated in Chapter One using the data gathered from respondents. Given the nature of the data and study objectives, the Chi-Square (χ²) test is used to determine the significance of the relationship between reciprocal buying and organizational performance variables such as business relationship, efficiency, and financial outcomes. The significance level is set at 0.05 (5%).
Null Hypothesis (H₀): There is no significant relationship between reciprocal buying and organizational performance.
Alternative Hypothesis (H₁): There is a significant relationship between reciprocal buying and organizational performance.
Hypothesis 1:
H₀₁: Reciprocal buying does not significantly improve external business relationships.
H₁₁: Reciprocal buying significantly improves external business relationships.
Test Variable: Table 4.3.1 (Likert scale)
	Response Category
	Observed (O)

	Agree + Strongly Agree
	40

	Neutral
	5

	Disagree + Strongly Disagree
	5

	Total
	50


Source: Research Survey, 2025
Conclusion: There is a statistically significant relationship between reciprocal buying and improved external business relationships.
Hypothesis 2:
H₀₂: Reciprocal buying does not significantly affect organizational performance.
H₁₂: Reciprocal buying significantly affects organizational performance.
Test Variable: Table 4.22 (Likert scale)
	Response Category
	Observed (O)

	Agree + Strongly Agree
	35

	Neutral
	10

	Disagree + Strongly Disagree
	5

	Total
	50


Source: Research Survey, 2025
Conclusion: Reciprocal buying has a statistically significant effect on organizational performance.
Hypothesis 3:
H₀₃: Reciprocal buying does not create procurement inefficiencies.
H₁₃: Reciprocal buying creates procurement inefficiencies.
Test Variable: Table 4.3.4 (Likert scale)
	Response Category
	Observed (O)

	Agree + Strongly Agree
	20

	Neutral
	12

	Disagree + Strongly Disagree
	18

	Total
	50


Source: Research Survey, 2025
Conclusion: There is no statistically significant evidence that reciprocal buying creates procurement inefficiencies.
4.5	SUMMARY OF FINDINGS
This study investigated the influence of reciprocal buying on organizational performance. Data collected from 50 respondents across procurement, marketing, and management departments were analyzed using descriptive statistics and chi-square hypothesis tests. The key findings are summarized as follows:
1. Demographic Insights: The majority of respondents were male (60%), with most falling within the 26–35 age range (40%). A significant portion of the respondents held at least a bachelor’s degree (50%), and many had between 1–10 years of work experience. The departmental distribution showed that most participants were from management (40%) and procurement (30%), indicating that the data was collected from personnel directly involved in or familiar with organizational buying processes.
2. Awareness and Practice of Reciprocal Buying: A high percentage (76%) of respondents indicated awareness of reciprocal buying, and 70% reported that their organizations actively engage in it. This suggests that reciprocal buying is a relatively common procurement strategy in the surveyed organizations.
3. Influence on Purchasing Decisions: 66% of respondents affirmed that reciprocal buying influences purchasing decisions. This confirms that the practice plays a strategic role in procurement and vendor selection, possibly affecting the objectivity and competitiveness of sourcing decisions.
4. Perceived Benefits and Challenges: While 72% of respondents recommended reciprocal buying as a useful procurement strategy, 62% also acknowledged that it comes with challenges such as inefficiencies, bias, or limited flexibility in supplier selection. This highlights a need for careful management of such practices.
5. Impact on Organizational Performance (Likert Analysis): Most respondents agreed that reciprocal buying improves external relationships (80%) and contributes to organizational performance (70%). Additionally, 60% believe that their organizations benefit financially from the practice. However, opinions were mixed regarding whether reciprocal buying causes procurement inefficiencies, showing that the effect may depend on how it is implemented and monitored.
6. Policy Recommendation: A significant majority (80%) agreed that organizations should develop clear policies regulating reciprocal buying to ensure transparency, fairness, and alignment with strategic goals.
7. Hypothesis Testing Results: The study found a statistically significant relationship between reciprocal buying and improved business relationships, as well as with overall organizational performance. However, no significant evidence was found to support the claim that reciprocal buying inherently causes procurement inefficiencies. This suggests that while the practice is beneficial, any inefficiencies may be due to poor management rather than the nature of reciprocal buying itself.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1	SUMMARY OF THE STUDY
This research examined the influence of reciprocal buying on organizational performance. The study was motivated by the increasing relevance of mutual business relationships in procurement processes and the need to assess their effect on operational outcomes.
In Chapter One, the background of the study established reciprocal buying as a procurement strategy where organizations engage in mutual exchange of goods or services to build lasting relationships or fulfill strategic objectives. The problem statement emphasized that while reciprocal buying is often practiced, its impact on performance remains under-evaluated, particularly in structured corporate settings. Objectives were set to explore whether reciprocal buying enhances organizational performance, strengthens business relationships, and creates procurement challenges.
Chapter Two reviewed relevant literature, identifying the conceptual frameworks surrounding reciprocal buying, its dimensions (strategic, informal, contractual, and relational), and how it intersects with key performance indicators like financial growth, operational efficiency, and innovation. The literature also highlighted gaps, including limited empirical studies in the Nigerian context and inconsistent results across industries.
Chapter Three outlined the research methodology. The study employed a descriptive survey design with a sample size of 50 employees from various departments such as procurement, marketing, and management. A structured questionnaire served as the main data collection instrument, and responses were analyzed using descriptive statistics and chi-square tests.
Chapter Four presented and analyzed the data. Results showed that reciprocal buying is widely practiced and perceived as beneficial to business relationships and performance. Most respondents acknowledged both its strategic advantages and its challenges. The hypotheses tested confirmed that reciprocal buying significantly affects both external business relations and overall organizational performance but does not inherently lead to procurement inefficiencies.
5.2	CONCLUSION
Based on the findings, this study concludes that reciprocal buying has a positive influence on organizational performance, especially in areas of relationship building, procurement continuity, and financial benefits. While some risks such as bias or limited supplier flexibility were acknowledged, these challenges appear to stem from a lack of regulation or policy clarity rather than from the practice itself.
Moreover, reciprocal buying was found to enhance collaboration between organizations and their partners, creating a foundation for long-term business success. However, for this strategy to be effective, it must be implemented within a transparent, policy-driven framework that minimizes risks and aligns with corporate goals.
5.3	RECOMMENDATIONS
In light of the findings, the following recommendations are proposed:
1. Formalize Reciprocal Buying Policies: Organizations should establish written policies that guide reciprocal buying practices to ensure fairness, transparency, and alignment with procurement standards.
2. Train Procurement Staff: Employees involved in buying decisions should be trained on the ethical, legal, and strategic implications of reciprocal arrangements to avoid abuse or inefficiency.
3. Monitor Performance Outcomes: Firms should regularly assess how reciprocal buying influences operational performance through KPIs like supplier reliability, cost savings, and product quality.
4. Encourage Strategic Partnerships: Reciprocal buying should be leveraged not merely as a procurement tactic but as a strategic tool for building alliances that support innovation, resource sharing, and market expansion.
5. Avoid Overdependence: Organizations must guard against relying solely on reciprocal arrangements, which can limit flexibility and competitiveness in sourcing decisions.
5.4	SUGGESTIONS FOR FURTHER RESEARCH
Given the scope and limitations of this study, future researchers are encouraged to explore the following:
· A comparative study of reciprocal buying across different industries (e.g., manufacturing vs. services).
· Longitudinal studies that track the performance of firms before and after adopting reciprocal buying strategies.
· The role of culture and organizational ethics in shaping reciprocal buying decisions in different regions.
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QUESTIONNAIRE
Title: Influence of Reciprocal Buying on Organizational Performance (A case study of Dangote Flour Mill, Ilorin)
Instruction: Please answer the following questions sincerely. Your responses will be treated with confidentiality and used solely for academic purposes.
SECTION A: Demographic Information
(Please tick ✔ the appropriate option)
1. Gender: Male (  ) Female (  )
2. Age Bracket: 18–25 (  ) 26–35 (  ) 36–45 (  ) 46 and above (  )
3. Educational Qualification: OND/NCE (  ) HND/Bachelor’s Degree (  ) Master’s Degree (  ) Others (  )
4. Department/Role in the Organization: Procurement (  ) Marketing (  ) Management (  ) Others (  )
5. Years of Work Experience: Less than 1 year (  ) 1–5 years(  ) 6–10 years (  ) More than 10 years (  )
SECTION B: Yes or No Questions
(Please tick ✔ either Yes or No)
6. Have you ever heard of the concept of reciprocal buying? Yes (  ) No (  )
7. Does your organization practice reciprocal buying with suppliers or clients? 
Yes (  ) No (  )
8. Has reciprocal buying influenced your organization's purchasing decisions?
Yes (  ) No (  )
9. Are there challenges your organization faces as a result of reciprocal buying?
Yes (  ) No (  )
10. Would you recommend reciprocal buying as a strategic procurement practice? Yes (  ) No (  )
SECTION C: Likert Scale Questions
(Please tick ✔ the option that best reflects your opinion)
Scale:
1 – Strongly Disagree  2 – Disagree  3 – Neutral  4 – Agree  5 – Strongly Agree
	No.
	Statement
	SA
	A
	N
	D
	SD

	11
	Reciprocal buying improves business relationships with external partners.
	
	
	
	
	

	12
	Reciprocal buying contributes positively to organizational performance.
	
	
	
	
	

	13
	My organization benefits financially from engaging in reciprocal buying.
	
	
	
	
	

	14
	Reciprocal buying leads to procurement inefficiencies.
	
	
	
	
	

	15
	There should be a clear policy regulating reciprocal buying practices.
	
	
	
	
	



