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ABSTRACT

This study investigates the relationships among trust, technology, and supply chain
collaboration, and examines their effects on firms’ operational performance. Based on the
extant literature, a conceptual model was developed and empirically tested using Partial Least
Squares Structural Equation Modeling (PLS-SEM) with SmartPLS. Data were collected through a
survey administered to supply chain managers employed in fast-moving consumer goods
(FMCG) companies in Pakistan. The findings reveal that trust is cultivated over time through
sustained interorganizational relationships and represents a valuable organizational capability
that is difficult for competitors to replicate. Furthermore, the results demonstrate that both
trust and technology exert significant positive effects on supply chain collaboration and
operational performance. Despite these contributions, the study has certain limitations. First,
the data were collected from a single national context, which may limit the generalizability of
the findings to other countries and industries. Second, the cross-sectional research design
captures respondents’ perceptions at a single point in time, thereby limiting the ability to infer
causal relationships. Future research should adopt longitudinal designs or in-depth case studies
to provide a more comprehensive understanding of the dynamic relationships among trust,
technology, supply chain collaboration, and operational performance.

Keywords: Collaborative Trust, Technology, SC Collaboration, Performance, FMCG, Pakistan.
Introduction

Even in the most uncertain economic conditions, manufacturing firms of recent times are
found to be under pressure to offer high end product at affordable prices within the shortest
span of time. Firms are always looking out for innovative ways to compete driving forces like
reduced prices and efficient customer service to sustain their competitive advantage within the
market. One of the widely used Tactics when it comes to SCC (Supply Chain Collaboration).
According to (Fawcett, 2012) it is the capability with which can offer variations in performance.
(Autry, 2013) defines it as the next big thing for the future of supply chain. Also, (Wu et al,
2006) believes global presence, company’s secure strategic position and ultimate financials are
the sources that stimulate firms to collaborate with their supply chain. However, very few firms
are to be found having all the required resources and abilities required to strive locally as well
as globally.

The research concludes with three open questions regarding the part of association enablers
and their application to sustenance SCM (Supply Chain Management). Firstly, is there any
significant influence of trust and technology on SCC (Supply Chain Collaboration)? Secondly,
does technology and trust have any affect one another? Lastly, will positive application of SCC
(Supply Chain Collaboration) consume slightly optimistic impact on firm’s operative
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performance? A sympathetic of the interactions among this teamwork open will tend to assist
in successful implementation.

With the help of this study, practitioners’ and scholars’ have gained additional understanding
on relationship between partnership and operative presentation from the experiential results
of companies working in FMCG (Fast Moving Consumer Goods) industry of Pakistan. Therefore,
this study considers trust and technology are the vital source to formulate and reinforce
positive supply chain collaboration in a developing economy setting. Today the era of
competition and it has been observed that majority of the organization tends to focus only in
business development but forget about the operational and system, due to this Organizations
has to face huge losses while not focusing on their system and operations especially in
Pakistan, it has been observed only that organization tends to grow whom have proper
operational/ organized system. With the help of this study, practitioners’ and scholars’ have
gained additional understanding on relationship between teamwork and operative
presentation from the experiential results of businesses working in FMCG (Fast Moving
Consumer Goods) industry of Pakistan. Therefore, this study considers trust and technology are
the vital source to formulate and reinforce positive SCC (Supply Chain Collaboration) in a
emerging economy setting.in the end to the best of author knowledge this model has never
been studied in Pakistan.

Literature Reviews

Trust and Supply Chain Collaboration

The scholar (Barratt, 2014) researched the on understanding of Supply chain collaboration, in
USA. Technology and trust were used as independent variables on the other side supply chain
collaboration was the major domain/dependent variable qualitative method was adopted to
find the deep of the research interview of 20 supply chain professional was gathered on the
bases of these interview author found, that collaboration is very difficult to implement without
having trust and technology. This research also broadside offers that a supply chain breakdown
tactic, built on customer buying behavior and package requirements, is the most fitting
situation for collaboration The study also disclosed that cultural is also participate very vital
role in Collaboration and that is also considered one of the main highlighted factors that had
been discussed by author at last, author comment that trust technology and strategic
implementation is must be relevant to each other.

The scholar (Yang et al, 2015) discovered the uncertainty avoidance and its effect over trust
and collaboration in supply chain management and social trust on supply in China. Where social
trust used as an independent variable while Supply chain collaboration was considered as
dependent variable apart of this author also use mediator in this research as uncertainty
avoidance data set has been gathered from 24 different countries and analyzed it on multi-
levels recommend that trust is not only the factor that effect Supply chain Collaboration, but
the mediator effect of uncertainty avoidance with trust. This research also broadside offers
that a supply chain breakdown tactic, built on customer buying behavior and package
requirements, is the most fitting situation for collaboration The study also disclosed that
cultural is also participate very vital role in Collaboration These finding are the most important
for the practice of supply chain collaboration that enhance the productivity of the firm with
respect to Supply chain collaboration.

The scholar (Simatupang, 2013) studied the about the power and trust in Supply chain
Collaboration research was being conducted in Indonesia trust was used as an independent
variable whereas Supply chain collaboration was used as a dependent variable. The objective of
this paper is to investigate the jobs of intensity and trust in coordinated effort through the
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intermediation of association components for esteem creation and allocation. The procedure
utilized right now to blend the ideas from important hypotheses which recognize the
transaction among force and trust during the time spent worth creation and allotment.
Recommendations are attracted to clarify the exchange of intensity and trust in arranging
association instruments and how connection systems add to esteem creation and allocation.
This examination gives another understanding into the jobs of intensity and trust that
encourage tie individuals to pool their capacities to make and fitting an incentive for clients and
for themselves.

Technology and Supply Chain Collaboration

The scholar (Ling li, 2006) studied the impact of information technology on supply chain
collaboration in USA, Information technology was considered as an independent variable on
the other side supply chain collaboration was a dependent variable. The goal thinks about how
synergistic exercises and collective dynamic effect data innovation usage and the association's
market execution in the production network. We have given three significant endless supply of
information from 133 organizations: (1) distinguished the significance of utilizing data
innovation usage through staff preparing; (2) perceived the impact of coordinated effort in the
store network and (3) delineated the relationship of shared exercises, dynamic and creation
improvement with the inventory network advertise execution. The aftereffect of the
examination shows that helped with cutting edge data innovation, fruitful joint effort among
store network echelons does decidedly influence an association's market execution if
compelling correspondence during the time spent dynamic is cultivated.

The scholar (Barratt, 2014) researched the on understanding of Supply chain collaboration, in
USA. Technology and trust were used as independent variables on the other side supply chain
collaboration was the major domain/dependent variable qualitative method was adopted to
find the deep of the research interview of 20 supply chain professional was gathered on the
bases of these interview author found, that collaboration is very difficult to implement without
having trust and technology. This research also broadside offers that a supply chain breakdown
tactic, built on customer buying behavior and package requirements, is the most fitting
situation for collaboration The study also disclosed that cultural is also participate very vital
role in Collaboration and that is also considered one of the main highlighted factors that had
been discussed by author at last, author comment that trust technology and strategic
implementation is must be relevant to each other.

The scholar (Lee et al , 2011) found a study over supply chain collaboration and technology,
model was formed as Supply chain collaboration was a dependent variable and independent
variable was technology and this research was conducted in China. Supply chain cooperation
has gotten expanding consideration from researchers and specialists as of late. Be that as it
may, our comprehension of how venture data innovation encourages inventory network
cooperation is still restricted, particularly as to Chinese endeavor possessions, for example,
state-claimed firms, joint-adventure firms and nearby town claimed firms. This paper broadens
the hypothesis built up in big business data innovation (IT) and store network cooperation
writing and relates it with coordination in China-connected stockpile chain. Drawing upon an
exact examination from 177 Chinese organizations, we give three significant findings: (I)
revealed the significance of utilizing endeavor IT through store network joint effort; (ii)
identified the connection between endeavor possession and venture innovation use and
production network joint effort in China-connected production network and (iii) outlined
effects of store network community exercises on operational and advertise. execution. They
took 162 China food firm for the collection of data. Furthermore, they used SEM approach on
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PLS software for interpreting the data. Questionnaire was used for data collection through
guantitative technique. In their results the hypothesis is good for the friendly environment and
also for the food firms to promote more performance regarding sustainability. Nevertheless,
they had finds out that there is positive impact on social and environmental firm performance.
Hypothesis

Hal: Trust is definitely connected to Supply chain Collaboration.

Ha2: Trust is definitely connected to Operational Performance.

Ha3: Technology definitely connected to Supply chain Collaboration.

Had4: Technology definitely connected to Operational Performance.

Ha5: Supply chain collaboration definitely connected to operational performance.

Ha5: Trust is definitely connected operational performance through of SCC.

Ha6: Technology is definitely connected to active recital through mediation of Supply chain
collaboration.

Theoretical Framework

Trust
—|_Coltaboraton *| Pertormance
Technology
Methodology

Research is being categorized in three types exploratory, explanatory and descriptive.
Exploratory research the research in which researchers keen to explore solution to lead the
problem. In exploratory research researcher don't have backed up study or research for
support and guidance. Descriptive research totally inverses to the explanatory research, in this
research researcher have a clear vision what to do from where to find the solution. Literature
review and secondary data is also available in this research. Explanatory or casual research is
being conducted to recognize the relationship. The purpose of exciting research is explanatory
too whereas theory has already been formed and hypothesis has also been generated through
theory in this author analyzed the data with the help of statistical analysis it is the Relationship
between trust and technology on operational performance with Mediating Role of Supply
Chain Collaboration. and additionally, hypothesis is examined the n evaluated with the help of
statistical techniques

Respondent’s Profile

The table 4.1 shows that the respondents of the research are 89% of the Male, while 11% are
females from FMCG sector 178 and 22.

Table 4.1 Demographics statistics

Variable Frequency Percentage (%)
Gender Male 178 89%
Female 22 11%
200 100%
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Age 25t0 30 32 16%
31to 40 39 19.5%
41 to 50 59 29.5%
51 and above 70 35%
200 100%
Education Matriculation 22 11%
High school 29 14.5%
Bachelors 62 31%
Masters 80 40%
M.Phil. 4 2%
Others 3 1.5%
200 100%
Experience Less than 3 years 35 17.5%
4 to 5 years 39 19.5%
6 to 10 years 67 33.5%
11 and above years 59 29.5%
200 100%
Income Level 20k to 30k 13 6.5%
31k to 40k 26 13%
41 to 50k 39 19.5%
51k and above 122 61%
200 100%

Measurement of the Model Analysis

Coll3 Coll4 Coll5

W4

0751 0883 e

Tru3

Trud

Tru5

Tecl

0304 CSﬁ ot Operational
Pedformance OP-P5

Tec2 0.864
079

T3 40761
0808

Tecd 0838
I Tecnology

TecS

Convergent Validity
Table 4.2 Factor loadings, Cronbach’s alpha, composite reliability and AVE
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Construct Reliability and Validity

Constructs Items Loading AVE Composite Cronbach
Reliability Alpha

Trul 0.900
Tru2 0.862
Trust Tru3 0.811 0.758 0.94 0.921
Trud 0.874
Tru5 0.877
Tecl 0.749
Tec2 0.761
Technology Tec3 0.808 0.648 0.901 0.864
Tecd 0.838
Tec5 0.552
Coll 0.733
Col2 0.831
Collaboration Col3 0.751 0.561 0.883 0.836
Col4 0.863
Col5 0.692

OP-P1 0.741
OP-P2 0.676
Operational Performance OP-P3 0.862 0.603 0.864 0.803
OP-P4 0.752
OP-P5 0.625

Structural Model Analysis

The structural model was evaluated to examine the relationships among the endogenous and
exogenous latent constructs. One of the key advantages of the Partial Least Squares Structural
Equation Modeling (PLS-SEM) approach is its ability to simultaneously assess the structural
model and test the proposed hypotheses by estimating path coefficients. Unlike covariance-
based SEM, PLS-SEM does not require normally distributed data and evaluates the model's
explanatory power using the coefficient of determination (R?) for the endogenous latent
constructs (Cohen, 1988). The significance of the hypothesized relationships was assessed using
the bootstrapping procedure recommended by Joseph F. Hair Jr. et al. (2014).

Bootstrapping

Table 4.7Path coefficients

SRW (M) P Values Remarks
‘Coll>Opp  Direct*** 0118 0013  Supported
Tec> Coll Direct*** 0.035 0.000 Supported
Tec-> Opp Direct *** 0.412 0.000 Supported
Tru-> Coll Direct *** 0.341 0.000 Supported
Tru-> Opp Direct *** 0.371 0.000 Supported
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Tec->Coll->Opp Indirect ** 0.036 0.000 Supported

Technology is positively related to operational performance, P-value value is 0.000 which is
<0.10 on the bases of P-value it can be commented that proposed Hypothesis 3 has been
accepted. Trust is positively related to supply chain collaboration, P-value value is 0.000 which
is <0.10 hypothesis on the bases of P-value it can be commented that proposed Hypothesis 4
has been accepted. Trust is positively related to operational performance, P-value value is
0.000 which is <0.10 on the bases of P-value Hypothesis 5 has been accepted. Trust is positively
related to operational performance through mediating effect of Supply chain collaboration, P-
value value is 0.000 which is <0.10 on the bases f P-value Hypothesis 6 has been accepted.
Technology is positively related to operational performance through mediating effect of supply
chain collaboration, P-value value is 0.000 which is <0.10 on the bases P-value Hypothesis 7 has
been approved. All proposed hypothesis has been accepted.

Discussion

H1Trust is positively related to Supply chain Collaboration. According to (Salam, 2017) trust has
the positively associated with supply chain collaboration, Similarly, (Fawcett, 2012) also reviled
that there is a positive impact of trust on supply chain collaboration. The possible reason could
be the understanding between the team if there is no understanding among the team there
will no collaboration that enhance the doubt, doubt increase the time for production when
there is no trust between the team that motivate the manager to check work again in result
that decrease the productivity and efficiency of work. If we talk about research focused
industry FMCG (Fast Moving Consumer Goods) company has to produce item on daily bases
while keeping the raw material in their mind since all the goods are perishable they have
limited life therefore it’s very important to consider the Importance of trust with collaboration
if there is trust there is good supply chain collaboration when there is good collaboration that
leads company to work more effectively with cost cutting.H2Trust is positively related to
Operational Performance. As per (Erin, 1991) study trust is considered one of the top ranked
habits that effect operational performance effectively, moreover (Gandhi et al, 2017) trust has
positively associated with operation performance conceivable purpose could be reliability of
the supply chain department once they have trust among the workers, that increase the
productivity of work. In other words once there is an existence of trust that lead operations to
work efficiently, if we consider the focus industry of this research author can comment that
when there is trust there is more chance to work effectively since the item focused in (FMCG)
where trust is one of the top most important factor that can build organization on top while
working with honesty and trustworthy which motivate the staff to work more effectively and
motivated.H3Technology is positively related to Supply chain Collaboration. Same sort of
finding was disclosed by (Gima and li, 2001) which reviles that there is a positive impact of
technology with supply chain collaboration, same sort of finding also highlighted by (Chan et al,
2006) he tested the hypothesis the relationship and association of technological factor that
influence the supply chain operation and collaboration. The expected explanation of this factor
could be the value-added advancement and the rapid change of the business world these days
business is now more advance since all the things are now transferred from conventional
working to technological working that drive the working environment more efficient same goes
to supply chain department once the things converted to online or system based that lead and
made collaboration easier and more convenient. Same goes to FMCG sector as author have
mention that FMCG sector has production on daily bases and the goods are come under the
category of pressable goods with the advancement/adoption of technology that will help
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supply chain department to work more efficiently since it linked all the department on system
lets assume there is a company of soft drink and the sudden order of 5000ltrs has been
received and Company have only few days to deliver it to the client technology help us to
make it very easily with the help of technology we can see the stock of bottles raw material and
so on stuff that help the producer to make it very easily. H4Technology is positively related to
Operational Performance. An author (Agaba, 2013) studied that technological factor that
increase the productivity of operational performance similarly, (Al-Shboul et al, 2017) also
found that there is an impact of technology and operational performance. The possible reason
behind this could be the change of working environment in today’s world almost all the
organizational function transferred to online bases same goes to supply chain as author
mention earlier that once you have the advance technology that add value in your system if
author consider the focused industry related to this research i.e....(FMCG) the most important
factor for this sector is technology once the company have proper technology in their firm that
lead the organization to work more effectively and efficiently that enhance the profitability of
the firm.H5 Supply chain collaboration is positively related to operational performance.
According to (Alistair, 2008) there is an association among the operational performance and
supply chain Collaboration, similarly (Arnold, 2001) has also highlight that collaboration has an
impact of operational performance. Once the department has the proper communication
among the department that leads to increase the productivity of their operations productivity
for instance as author took the example of brewages earlier in this discussion same example
can be fitted in this relation as well proper collaboration in manufacturing industry specifically
(FMCG) is more than important to anything else that not only help to work in effective manner
but also boom the production with cost cutting. H6Trust is positively related to operational
performance through mediation of Supply chain collaboration. One of the researchers (Barratt,
2014) studied trust is positively affect the operational performance with mediation effect of
collaboration, same sort of finding also reviled by (Ling li, 2006) that trust us the factor that
enhance the operational performance with the support of Collaboration. The expected reason
at the back could be the efficient management of time and staff once your staff believe that
they are being trusted by the management the automatically motivated to work as per the
standards of organization trust is the major factor that make operational performance more
productive with support of collaboration.H7Technology is positively related to operational
performance through mediation of Supply chain collaboration. According to (Agaba, 2013)
technology is one the factor that effect on firm operational performance same sort of finding
was highlighted by (Autry et al, 2014) he found that there is an association between technology
and firm performance through mediation effect of supply chain collaboration. The expected
explanation of this factor could be the value-added advancement and the rapid change of the
business world these days business is now more advance since all the things are now
transferred from conventional working to technological working that drive the working
environment more efficient same goes to supply chain department once the things converted
to online or system based that lead and made collaboration easier and more convenient. Same
goes to FMCG sector as author have mention that FMCG sector has production on daily bases
and the goods are come under the category of pressable goods with the
advancement/adoption of technology that will help supply chain department to work more
efficiently since it linked all the department on system lets assume there is a company of soft
drink and the sudden order of 5000Itrs has been received and Company have only few days to
deliver it to the client technology help us to make it very easily with the help of technology we
can see the stock of bottles raw material and so on stuff that help the producer to make it very
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easily. In the end it can be reported that trust, technology is the factors that relate to with
supply chain collaboration and with firm operational performance while one other factor also
reviled in this discussion of analysis that trust and technology can be more effective if the
related with organizational performance through mediation of supply chain collaboration.
Conclusion

The research finding conclude that the factor which helps to enhance the operational
performance is Supply chain Collaboration. In past many of the authors examined the trust and
technology separately and they were treated as the different dimensions in multiple studies.
But in this study author put both these dimensions under one umbrella and investigated them
with respect to firm performance and direct indirect relation with supply chain collaboration.
Apart of this, the current research also severe study that help to understand the multiple
elements of supply chain collaboration, as (Autry et al, 2014) disclose the research gap. The
finding in the existing research is same as found in past studies. Though, the current research
has been conducted in Pakistan, which is considered as the developing country all over the
world. On the other side all the past studies were conducted in developed countries apert of
(Salam, 2017) who conducted it in Thailand which is also rated as developing country.
Therefore, this research utilizes the contribution of past studies. The other subjective prove of
the current is to point out innovation the factor which need to be consider more is innovation
openly as author highlighted in discussion that collaboration leads to improve organization to
perform better. It has been identified by (Lee, 2015) if the firm innovate or update system
openly that lead them to the top which is only possible with the help of effective collaboration
that enforce firm to increase their product line and build their development process more
efficiently. Other unique finding of this research shows combination of technology and trust
capabilities that enhances the collaborative performance.

References

Chung. (2012). A Study of Relationship Marketing on Customer Satisfaction. Journal of Social
Sciences, 8(1), 91-94.

Cooil et al. (2014). A longitudinal examination of customer commitment and loyalty. Journal of
Service Management, 25(1), 75-100.

Dimitriadis et al. (2011). Trust-based segmentation preliminary evidence from technology-
enabled bank channels. International Journal of Bank Marketin, 29(1), 5-31.

Miller et al. (2007). Relationship quality as a predictor of B2B customer loyality. Journal of
Business Research, 60, 21-31.

N’Goala. (2010). The differing and mediating roles of trust and relationship commitment in
service relationship maintenance and development. Journal of the Academy of Marketing
Science, 303-325.

Sarwar et al. (2012). The Effect of Customer Trust on Customer Loyalty and Customer
Retention: A Moderating Role of Cause Related Marketing. Global Journal of Management and
Business Research, 12(6), 50-65.

Taylor et al. (2004). The importance of Brand equity to customer Loyalty. Journal of Product &
Brand Management, 13(4), 217-227.

Thong and Vinkatesh. (2014). Effects of ICT service innovation and complementary strategies
on brand equity and customer loyalty in a consumer technology market. Information Systems
Research, 25(4), 710-729.

Tung and Carlson. (2014). Examining determinants of cross buying behavior in retail banking.

4922 |Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Venkatesh et al. (1986). Toward the Construct of Convenience in Consumer Research. Advances
in Consumer Research, 13(1 ), 403—408.

Weiss et al. (1995). "Statistical inference for apparent populations.". Sociological methodology,
25,421-458.

Aaker, David A. (1996). "Measuring brand equity across products and markets.". California
management review, 38(3), 102-120.

Aaker, David A. (1996). "Measuring brand equity across products and markets.". California
management review, 38(3), 102-120.

Aaker, David A. (1996). "Measuring brand equity across products and markets.". California
management review, 38(3), 102-120.

Abbo. (2005). An Exploratory Study on the Impact of Two Ingredient Branding Strategies on the
Host Brand.

Abhilash Ponnam Sreejesh S M.S. Balaji. (2014). Investigating the effects of product innovation
and ingredient branding strategies on brand equity of food products. 523-535.

Agaba. (2013). E-Procurement and Performance of Service Organizations in uganda. European
Journal of Business and Management, 12(5), 2222-2839.

Ajzen and Fishbein. (1980). Predicting and understanding family planning behaviors. Strategies
to Reduce Inequality.

Ajzen et al. (1980). Understanding Attitude and predicting social behavior.

Akehurst, Afonso and Gongalves. (2012). "Re-examining green purchase behaviour and the
green consumer profile: new evidences.". Management Decision, 50(5), 972-988.

Alistair. (2008). Improving e-procurement compliance: The role.

Al-Shboul et al. (2017). The effect of supply chain management practices on supply chain and
manufacturing firms’ performance. Journal of Manufacturing Technology Management, 28(5),
577-60. Journal of Manufacturing Technology Management, 28(5), 577-60.

Anderson et al. (2003). Customer Satisfaction ,Market Share and profibility:Finding from
sweden. Journal Of marketing, 20(2), 53-66.

Angelova and Zekiri. (2011). Measuring customer satisfaction with service quality
usingAmerican Customer Satisfaction Model (ACSI model). International Journal of
AcademicResearch in Business and Social Sciences, 1(3), 65-75.

Ansell et al. (2007). An approach for the identification of cross-sell and up-sell opportunities
using a financial services customer database. Journal of Financial Services Marketing, 12(2),
100-105.

Arnold. (2001). Electronic Procurement in Supply Chain Management: An Information
Economics-Based Analysis of. The Journal of Supply Chain, 5(3), 43-55.

Autry. (2013). Adversarial to collaborative relationships, game changing trends in supply chain. .
University of Tennessee, Knoxville: Global Supply Chain Institute and Ernst & Young. .

Autry et al. (2014). Reconsidering the supply chain integration-performance relationship: in
search of theoretical consistency and clarity. Journal of Business Logistics, 35(3), 275-27.

Bao et al. (2011). Motivating purchase of private brands: effects of store image, product
signatureness, and quality variation”. Journal of Business Research,, 64(2), 220-226.

Barratt. (2014). Understanding the Meaning of Collaboration in the Supply Chain. Supply Chain
Management: An International Journal, 9(1), 30-42.

Bee et al. (2012). Satisfaction and trust on customer loyalty:. BUSINESS STRATEGY SERIES, 13(4),
154-167.

Benoist. (2002). Bancassurance: the new challenges”, The Geneva Papers on Risk and Insurance
— Issues and Practice. Marketing Intelligence and Planning, 27(3), 295-303.

4923 |Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Beverland et al. (2010). Can all brands innovate in the same way? A typology of brand position
and innovation effort”. Journal of Product Innovation Managment, 27(1), 33-48.

Beverland, Napoli and Farrelly. (2010). Can all brands innovate in the same way? A typology of
brand position and innovation effort. Product Development & Management Association, 27, 33-
48.

Bhaskaran. (2006). “Incremental innovation and business performance: small and medium-size
food enterprises in a concentrated industry environment”. Journal of Small Business
Management, 44(1), 64-80.

Bian. (2011). The role of brand image, product involvement, and knowledge in explaining
consumer purchase behaviour of counterfeits. European Journal of Marketing, 45(1/2), 191-
216.

Bian, Xuemei; Mountinho, Luiz. (2011). The role of brand image,product involvement, and
knowledge in explaining consumer purchase behaviour of counterfeits direct and indirect
effects. European journal of marketing, 45(1/2), 191-216.

Birks and Malhotra. (2007). Marketing research: An applied approach. Pearson Education.
Boisvert and Ashill. (2011). How brand innovativeness and quality impact attitude toward new
service line extensions. Journal of Services Marketing, 25(7), 517 - 527.

Boone et al. (2012). "Analyzing likert data.". Journal of extension, 5(2), 1-5.

Brown, L. G. (1990). Convenience in services marketing. Journal of Services Marketing, 4(1 ), 53-
59.

Buil, C. a. (2013). "Examining the role of advertising and sales promotions in brand equity
creation.". Journal of Business Research, 66(1), 115-122.

business dictionary.com. (n.d.). Retrieved from
http://www.businessdictionary.com/definition/descriptive-statistics.html

Carlson. (2015). Examining determinants of cross buying behaviour in retail Banking.
International Journal of Quality & Reliability Management, 33(8), 863-880.

Carlson. (2016). “ Modeling a formative measure of relationship quality and its effects:
evidence from the Hong Kong retail banking industry. Services Marketing Quarterly, 34(2), 139-
158.

Carlson and Tung. (2014). Examining determinants of cross buying behaviour in retail banking.
International Journal of Quality & Reliability Managemen, 38(8), 863-880.

Carminer. (1979). Reliability and Validity Assessment.

Castaneda. (2011). Relationship between customer satisfaction and loyalty on the internet.
Journal of Business Psychology, 26(2), 371-83.

Castro et al. (2014). The relationship between satisfaction and loyalty. Journal of Business
Research, 67(5), 746-751.

Chan et al. (2006). What Do We Mean by E-Procurement? — A Private Hospital Perspective in
Australia. The Tenth Pacific Asia Conference on Information Systems, 1353-1361.

Cheah and Phau . (2011).

Chen and Chang. (2012). Green hotel knowledge and tourists’ staying behaviour. Annals of
Tourism Research, 39(4), 2211-2216.

Chen et al. (2017). Building brand relationship quality among hotel loyalty program members.
Journal of Contemporary Hospitality Manageme, 29(1), 458-488.

Chien. (2013). The influences of brand innovation on customer value: using double-distal
mediators of brand perception and brand equity. The Journal of Global Business Management
Volume, 9(2), 53-70.

4924 | Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Chiou et al. (2006). Service Quality, Trust, Specific Asset Investment, and Expertise: Direct and
Indirect Effects in a Satisfaction-Loyalty Framework. Journal of marketing, 34(4), 55-65.
Chunling Yu et al. (2005).

Ciobanu et al. (2012). Developing a scale to measure customer loyalty. Procedia Economics and
Finance, 3(1), 623-628.

Compeau, D. M. (2007). The impact of product innovation attributes on brand equity.

Connell. (2010).

Cooil et al. (2007). The value of different customer satisfaction and loyalty metrics in predicting
customer retention, recommendation, and share-of-wallet. Managing Service Quality, 17(4),
361-384.

Cooper. (2013). Lunch Lessons: Changing the Way.

Crosby et al. (1990). Relationship quality in services selling:an interpersonal influence
perspective”, Journal of Marketing, 54(3), 68-81.

Davcik. (2013). "An empirical investigation of brand equity: drivers and their consequences”.
British Food Journal, 115(9), 1342-1360.

Desai and Keller. (2002). “The effects of ingredient branding strategies on host brand
extendibilty". Journal of Marketing, 66(1), 73-93.

Dominici. (2010). www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 2, No.
2; November 2010 Published by Canadian Center of Science and Education 3Customer
Satisfaction in the Hotel Industry: A Case Study from Sicily. International Journal of Marketing
Studies, 2(2), 3-9.

Donthu's, Y. a. (1997). Co-branding: brand equity and trrial effects.

Dr. Nischay et al. (2015). THE EFFECT OF CUSTOMER TRUST ON CUSTOMER LOYALTY AND
REPURCHASE INTENTION: THE MODERATING INFLUENCE OF. International Journal of Research
in IT, Management and Engineering, 5(4), 1-31.

Erdem and Swait. (2007). “Brand equity as a signaling phenomenon”. Journal Consumer
Psychology, 7(2), 131-157.

Erin. (1991). The use of pledges to build and sustain commitment in distribution channels / Erin
Anderson, Barton Weitz. Marketing Science Institute, 91-114.

Espejel, Fandos and Flavian. (2009). The influence of consumer involvement on quality signals
perceptions. British Food Journal, 111(11), 1212-1236.

Farah et al. (2003). policies and instruments for promoting sustainable household consumption.
Journal of Cleaner Production, 11(8), 923-926.

Farrokhi, F. a. (2012). "Rethinking convenience sampling: Defining quality criteria.". Theory and
practice in language studies, 2(4), 784.

Fawcett. (2012). Peeking inside the black box: Toward an understanding of supply chain
collaboration dynamics. Journal of Supply Chain Management, 48(1), 44-72.

Fawcett et al. (2008). A three-stage implementation model for supply chain collaboration.
Journal of Business Logistics, 29(1), 93-112.

Fawcett et al. (2011). Information technology as an enabler of supply chain collaboration: A
dynamic-capabilities perspective. Journal of Supply Chain Management, 47(1), 38-59.

Fawcett et al. (2012). Peeking inside the black box: Toward an understanding of supply chain
collaboration dynamics. Journal of Supply Chain Management, 48(1), 44-72.

Fawcett et al. (2015). Why supply chain collaboration fails: the socio-structural view of
resistance to relational strategies . Supply Chain Management: An International Journal, 20(6).

4925 | Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Fernandez-Barcala and Gonzalez-Diaz. (2006). Brand equity in the European fruit and vegetable
sector: A transaction cost approach. International Journal of Research in Marketing, 23(1), 31-
44,

Ferrell and Raweewan. (2015). information Sharing in Supply Chain Collaboration. International
Institute of Technology, 1(3), 55-65.

Flamm. (2009). The Impact of enviromental knowledge On vechile Industry. Trasportation
research, 1(19), 27-39.

Flur et al. (1997). Bancassurance — could banks be a new channel to sell insurance? The
McKinsey Quarterly, 3(1), 126-132.

Forleo et al. (2001). Targeting consumers who are willing to pay more for environmentally
friendly products. Journal of Consumer Marketing, 18(6), 503-520.

Fornell et al. (1981). Evaluating Structural Equation Models with Unobservable Variables and
Measurement Error. Journal of Marketing Research, 18(1), 39-50.

Forsythe et al. (2012). Purchase intention for luxury brands: A cross cultural comparison.
Journal of Business Research 65 (2012), 4(1), 1443-1451.

Fournier. (1998). Preventing the Premature Death of Relationship Marketing. Harvard Business
Review, 5(3), 55-75.

Frankel, Goldsby and Whipple. (2002). Grocery industry collaboration in the wake of ECR.
International Journal of Logistics Management, 13(1), 57-72.

Fung & King. (2013). The influence of customer brand identification on hotel brand evaluation
and loyalty development. International Journal of Hospitality Management, 34, 31-41.

Gabler et al. (2014). Supply Chain Collaboration, Integration, and Relational Technology: How
Complex Operant Resources Increase Performance Outcomes. Journal of Business Logistics,
35(4), 299-317.

Gambetta. (1998). Trust: Making and Breaking Cooperative Relations. New York: Basil
Blackwell.

Gammoh,Voss and Skiver. (2011). Consumer evaluation of continuous and discontinuous
innovation. American Journal of Business, 26(1), 65-79.

Gandhi et al. (2017). Impact of supply chain management practices on firm performance:
Empirical evidence from a developing country. International Journal of Retail & Distribution
Management, 45(4), 366-384.

Garcia et al. (2012). Consumer knowledge,consumption, and willingness to pay for organic
tomatoes. British Food Journal, 114(3), 318-334.

Geoff Simmons Brychan Thomas Yann Truong. (1998). Managing i-branding to create brand
equity. 1260-1285.

Geus et al. (2006). Are brands forever? How brand knowledge and relationships affect current
and future purchases. Journal of Product & Brand Management, 15(2), 98-105.

Geylani et al.,. (2008). “Image reinforcement or impairment: the effects of co-branding on
attribute uncertainty". Marketing Science, 27(4), 730-744.

Ghasemi et al. (2015). Intention to visit and willingness to pay premium for ecotourism The
impact of attitude, materialism, and motivation. Journal of Business Research, 4(2), 50-62.
Ghodeswar, Bhimrao M. (2008). "Building brand identity in competitive markets: a conceptual
model". Journal of Product & Brand Management, 17(1), 4-12.

Ghosh and Balachander. (2007). Research note-competitive bundling and counterbundling with
generalist and specialist. Management Science, 53(1), 159-168.

Gima and li. (2001). Product inovation strategy and performance of new technology ventures in
china. Academy of Management Journal, 44(6), 1123-1134.

4926 |Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Gwin and Gwin. (2003).

Gwin and Gwin. (2003). Product Attributes Model: A Tool for Evaluating Brand Positioning.
Journal of Marketing Theory and Practice, 11(2), 30-42.

Hair, J. F., et al. . (2010). "RE [2010]: Multivariate Data Analysis. A Global Perspective.". Pearson
Prentice Hall.

Hallowell. (1996). The relationships of customer satisfaction, customer loyalty, and profitability.
International Journal of Service Industry Management, 7(4), 27-42.

Hartmann and lba’'n"ez. (2006). Green value added. Marketing Intelligence & Planning, 24(7),
673-680.

Hartmann and Ibanez. (2003). Green value added. Marketing Intelligence and Planing, 24(7),
673-680.

Hoegl and Wagner. (2005). Buyer-supplier collaboration in product development projects.
Journal of Management, 31 (4), 530-548.

Hou Kang and Mo Kang. (2012). A study on the effects of product innovation and perceived
innovation conrinuity on brand equity and consumer brand relationship.

Huang and Yung. (2014). Effects of green brand on green purchase intension. Marketing
Intelligence & Planning, 32(3), 250-268.

Hulland. (1999). Use of partial least squares (PLS) in strategic management research: a review
of four recent studies. Strtegic Management Journal, 1(1), 60-65.

Hyun et al. (2018). Attitude toward luxury cruise, fantasy, and willingness to pay a price
premium. Asia Pacific Journal of Tourism Research, 17(1), 1-19.

Iravani et al. (2012). Study of factors affecting young consumers to choose green products.
Journal of Basic and Applied Scientific, 2(6), 5534-5544.

Jacoby and Kyner. (1973). Brand loylaty vs repeat purchasing behaviour. Journal of Marketing
Research, X, 1-9.

Jeng. (2009). The effect of corporate reputations on customer perceptions and cross buying.
The Service Industries Journal, 31(6), 581-586.

Jochen. (2011). Services Marketing people strategy and Tecnology . New Jersey: Prentice Hall.
Jongen. (2006). “New insights into consumer-led food product development”. Trends in Food
Science & Technology, 17(8), 457-465.

Kaiser. (1974). An index of factorial simplicity.

Karantinou et al. (2008). Factors that affect consumers ’cross-buying intention: A model for fi
nancial services. International Journal of marketing, 13(1), 5-16.

Kathuria and Gill. (2013). "Purchase of branded commodity food products: empirical evidence
from India". British Food Journal, 115(9), 1255 - 1280.

Kaufman et al. (2000). Understanding the Dynamics of Produce Markets: Consumption and
Consolidation Grow. Washington, DC: Diane.

Keller. (1993). “Conceptualizing, measuring, and managing customer-based brand equity.
Journal of Marketing,, 57(1), 1-22.

Keller and Lehmann. (2014). Brands and Branding: Research findings and Future Priorities.
Marketing Science, 25(6), 740-759.

Kirmani and Khan. (2018). Decoding willingness of Indian consumers to pay a premium on
green products. South Asian Journal of Business Studies, 7(1), 73-90.

Klee. (1997). The Impact of Satisfaction and relationship quality on Customer Retention:A
Critical Reassessment and Model Development. Psychology & Marketing, 14(8), 737-364.

Knott et al. (2002). “Next-product-to-buy models for cross-selling applications. Journal of
Interactive Marketing, 16(3), 59-75.

4927 |Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Kothari et al. (2010). "Implications for GAAP from an analysis of positive research in
accounting.". Journal of Accounting and Economics, 50(2), 246-286.

Koupai et al. (2015). Effects of trust and Perceived value on customer loyalty by mediating role
of customer satisfaction and mediating role of customer habit (case study: Agricultural internet
bank customers in Tehran). Advanced Social Humanities and Management, 2(1), 102-112.
Kudeshia and Kumar. (2017). Social eWOM: Does it affect the brand attitude and purchase
intention of brands? Management Research Review, 40(3), 55-70.

Kumar et al. (2009). Balancing Acquisition and Retention Resources to Maximize Custome
rProfitability. Journal of Marketing, 69(3), 63-79.

Kumar et al. (2008). Cross-buying in retailing: drivers and consequences. Journal of Retailing,
84(1), 15-27.

Laroche et al. (2001). Antecedents and outcomes of consumer environmentally friendly
attitudes and behaviour. Journal of Marketing Management, 26(13), 1319-1344.

Lee. (2015). The effects of green supply chain management on the supplier’s performance
through social capital accumulation. Supply Chain Management: An International Journal,
20(1), 42-55.

Lee et al . (2011). Effects of enterprise technology on supply chain collaboration: analysis.
Enterprise Information Systems, 25-55.

Levitas and Guy. (1996). Interpreting official statistics. . New York: Routledge.

Levy, S. (2014). Does usage level of online services matter to customers’ bank loyalty? Journal
of Services Marketing, 28(4), 292-299.

Liang and Wang. (2006). The behavioural sequence of the financial services industry in service
quality, relationship quality and behavioural loyalty. The service Industries Journal, 26(2), 119-
145.

Liang et al. (2008). Does online relationship marketing enhance customer retention and cross-
buying?”,. The Service Industries Journal, 28(6 ), 769-787.

Ling li. (2006). The effects of information technology implementation on supply chain
collaboration. Int. J. Internet and Enterprise Management,, 2(4), 118-135.

Liu, T. and Wu, L. (2008). Relationship quality and cross-buying in varying levels of category
similarity and complexity. TotalQualityManagement, 19(5), 493-511.

Liu, T. and Wu, L. (2009). Cross-buying evaluations in the retail banking industry. The Service
Industries Journal,, 29(7 ), 903-922.

Liua et al. (2011). The effects of relationship quality and switching barriers on customer loyalty.
International Journal of Information Management, 31(6), 71-79.

Manual, O. (2005). Guidelines for Collecting and Interpreting Innovation Data.

Massiah. (2007). when customer receive support from other cutomer:. Journal of Service
Research, 9(3), 257-270.

Mc Carthy and Norris. (1999). Improving competitive position using branded ingredients.
Journal of Product & Brand Management, 8(4), 267 - 285.

Meyer. (2018). Retrieved from Fast Company.

Meyerson. Weick and Kramer. (1996). Swift trust and temporary groups. Trust in Organizations:
Frontiers of Theory and Research, 20(2), 1-25.

Michael S. McCarthy,Donald G. Norris. (1999). Improving competitive position using branded
ingredients. 267-285 .

Miles and Snow. (1992). Causes of failure in network organizations. California Management
Review, 93-72.

4928 |Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Mohan and Sequeira. (2016). The impact of customer-based brand equity on the operational
performance of FMCG companies in India. IIMB Management Review, 28, 13-19.

Moorman et al. (1992). Relationships between providers and users of marketing research: the
dynamics of trust within and between organisations. journal of Marketing Research, 29(3), 314-
340.

Morgan. (1994). The Commitment-Trust Theory of Relationship Marketing. journal of
Marketing, 58, 20-38.

Morgan and Hunt. (1994). The Commitmnet Trust Theory of relationship Marketing. Journal of
Marketing, 3, 20-38.

Mundt et al. (2006). Can a brand outperform competitors on cross-category loyalty? An
examination of cross-selling metrics in two financial services market. Journal of Consumer
Marketing,, 23(7), 465-469.

Nayyar. (1993). Stock market reaction to related diversification moves by service firms seeking
benefits from information asymmetry and economies of scale. Strategic Management Journal,
14(1), 569-591.

Ndubisi. (2005). Relationship marketing and customer loyalty. Marketing Intelligence &
Planning, 25(1), 98-106.

Netemeyer et al. (1993). A Comparison of Three Behavioral Intention Models: the Case of
Valentine's Day Gift-Giving. NA - Advances in Consumer Research, 20, 135-141.

Ngobo . (2004). Drivers of customers’ cross-buying intentions. European Journal of Marketing,
38(9/10), 1129-1157.

Ngobo. (2003). Drivers of customers cross-buying intentions. European Journal of Marketing,
38(9/10), 1129-1157.

Ngobo. (2004). Drivers of customers’ cross-buying intentions. European Journal of Marketing,
38(9/10), 1129-1157.

Nguyen et al. (2013). The Mediating Role of Customer Trust on Customer. Journal of Service
Science and Management, 6(1), 96-109.

Norazah and Norbayah. (2015). Consumption values and consumer environmental concern of
green products. International Journal of Sustainable Development and World Ecology,, 22(2),
296-278.

Norizam M Kasim and Nor Asiha. (2008). Customer Loyalty in e-Commerce Settings:. Electronic
Markets, 18(3), 275-290.

Normann. (2000). Service Management: Strategy and Leadership in Service Business. John
Wiley & Sons, New York, NY.

Ngrskov, Chrysochou and Milenkova. (2015). The impact of product innovation attributes on
brand equity. Journal of Consumer Marketing, 32(4), 245 - 254.

Oliveira et al. (2012). Influence of Usability on Customer Satisfaction: A Case Study on Mobile
Phone Services. jornal of marketing, 3(2), 10-25.

Oliver. (1997). Satisfaction: A Behavioural Perspective on the Consumer. New York, NY: McGraw
Hill.

Oliver and Lee. (2010). Hybrid car purchase intentions. a cross-cultural analysis. Journal
Consumer Marketing, 27(2), 96-103.

Patrick et al, (2005). Green branding effects on attitude: functional vs. emotional positioning
strategies”. Marketing Intelligence and Planning, 23(1), 9-30.

Pelot. (2009). Driving Organic Growth: 5 Steps to Profitable Cross-Selling, Fiserv Inc., Atlanta,
GA, pp. 1-9, available at: www.bankintelligence.fiserv.com/cms/docs/5-Steps-to-
ProfitableCrossSelling.pdf (accessed March 12, 2014).

4929 | Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Pfoertsch, K. a. (2010). Ingredient Branding: Making the Invisible Visible. Springer Science &
Business Media, 2010.

Prasad, E.S. (2009). Rebalancing Growth in Asia, Cambridge. National Bureau of Economic
Research.

Prof. Kavita Tiwari, Dr. Rajendra Singh. (2012, May). Perceived Impact of Ingredient Branding
on Host Brand Equity. Journal of Marketing and Management, 60-77.

Psychol et al. (2010). Relationship Quality and Purchase Intention and Behavior:The
Moderating Impact of Relationship Strength. International Journal of marketing , 25(2), 87-98.
Ramanathan and Gunasekaran. (2014). Supply chain collaboration: Impact of success in long-
term partnerships. International Journal of Production Economics, 147, 252—-259.

Ramon. (2017). Explaining customers’ financial service choice with loyalty and cross-buying
behaviour. Journal of Services Marketing, 31(6), 539-555.

Ramon. (2017). Explaining customers’ financial service choice with loyalty and cross-buying
behaviour". Journal of Services Marketing, 31(6), 539-555.

Rego et al. . (2010). Investigating the predictive value of whole-brain structural MR scans in
autism: a pattern classification approach. Neuroimage, 49(1), 44-56.

Rehmat et al . (2011).

Reinartz and Kumar. (2008). “Investigating cross-buying and customer loyalty. Journal of
Interactive Marketing, 67(1 ), 77-99.

Ricky and Chan. (2011). Determinants of Chinese Consumers’ Green Purchase Behavior.
Psychology & Marketing, 18(4), 389-413.

Ringle et al. (2005). SmartPLS 2.0 (Beta). Retrieved from ww.smartpls.de.

Rizwan et al. (2013). Enhancing the green purchase intention based on green marketing: an
empirical study from Pakistan. Asian Journal of Empirical Research, 3(2), 208-219.

Rodrigues and Biswas. (2004). Brand alliance dependency and exclusivity: an empirical
investigation". Journal of Product & Brand Management, 13, 477 - 488.

Rothshild and Gaidis . (1981). AN INTRODUCTION TO A COGNITIVE-BEHAVIORAL PERSPECTIVE
OF CONSUMER BEHAVIOR. Advances in Consumer Research, 25256.

Rotte et al. (2006). Satisfaction Strength and Customer Loyalty. Journal of Marketing Research,
1(1), 1-29.

Ryan. (2001). Ryan, A. (2001), “Financia The Geneva Papers on Risk and Insurance — Issues and
Practice. Academy of Marketing Science Journal, 26(1), 44-53.

Saha and Darnton . (2005).

Sainz et al. (2005). Green branding effects on attitude: functional versus emotional positioning
strategies. Marketing Intelligence & Planning, 23(1), 9-29.

Salam. (2017). The mediating role of supply chain collaboration on the relationship between
technology,rust and operational performance: an empirical investigation. An International
Journal, 24(2), 20-35.

Seiders et al. (2000). Attention, retailers! How convenient is your convenience strategy? Sloan
Management Review, 41(3), 79-89.

Sekaran and Bougie. (2005). Research Method for business :A skill building approches.
Chichester: Jhon willey and Sons.

Shih-Ping. (2008). Effects of corporate reputations, relationships and competing suppliers’
marketing programmes on customers’ cross-buying intentions. Service Industries Journal, 28(1
), 15-26.

Simatupang. (2013). Power and trust in supply chain collaboration. Int. J. Value Chain
Management,, 9(1), 76-97.

4930 | Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

Sinapuelas and Sisodiya. (2010). “Do line extensions influence parent brand equity? An
investigation of supermarket packaged goods”. Journal of Product and Brand Management,
19(1), 18-26.

Smith and Paladino. (2010).

SMS.Balaji. (2015). Investigating the effects of product innovation and ingredient branding
strategies on brand equity of food. British Food Journal, 117(2), 523-537.

Soureli et al. (2008). Factors that affect consumers cross-buying intention: a model for financial
services. Journal of Financial Services Marketing, 13(1 ), 5-16.

Sreejesh, A. P. (2014). Investigating the effects of product innovation and integrated branding
strategies on brand equity of food product. Emerlad Insight.

Sriram et al. (2007). “Monitoring the dynamics of brand equity using store-level data”. Journal
of Marketing, 71(2), 61-78.

Stank et al. (2003). A study of the factors influencing customer satisfactionand efficiency in
contact centers: the combined effect. international journal of marketing, 5(1), 55-70.

Strick et al. (2009). Wine consumers' environmental knowledge and attitudes: influence on
willingness to purchase. journal of wine research, 1(1), 59-72.

Suki. (2016). Green product purchase intention: impact of green brands, attitude, and
knowledge. British Food Journal, 118(12), 2893-2910.

Suki. (2017). Green product purchase intention: impact of green brands, attitude, and
knowledge. Journal of Marketing Research, 1(15), 15-25.

Suki. (2017). Green product purchase intention: impact of green brands, attitude, and
knowledge. Journal of Marketing, 18(1), 28-48.

Sultan et al . (2010). Information Sharing in Supply Chains: a review of risks and opportunities
using the Systematic Literature. 154-160.

Swaminathan et al. (2012). “Spillover effects of ingredient branded strategies on brand choice:
a field study". Marketing Letters, 23(1), 237-251.

Tepic et al. (2012). Innovation capabilities in food and beverages and technology-based
innovation projects. British Food Journal, 116(2), 228 - 250.

Tiwari and Singh. (2012). “Perceived impact of ingredient branding on host brand equity”.
Journal of Marketing & Management, 3(1), 60-77.

Topal and Sahin. (2018). Examination of effect of information sharing on businesses
performance in the supply chain. International Journal of Production , 28-39.

Tracey. (2009). Do relationship benefits and maintenance drive commitment and loyalty?
Journal of Services Marketing, 10(4), 60-80.

Tracey s.et al. (2010). Does Experiance Matter?Difference in relationship
benifits,Satisfaction,Trust,Commitment and loyalty for novice and experianced service user.
European Journal Of marketing, 44(9/10), 1528-1552.

Tung. (2015). Examining determinants of cross buying behaviour in retail banking. International
Journal of Quality & Reliability Management, 32(8), 863-880.

Tung. (2015). Examining determinants of cross buying behaviour in retail banking. International
Journal of Quality & Reliability Management, 32(8), 863-880.

Tung and Carlson. (2015). Examining determinants of cross buying behaviour in retail banking.
International Journal of Quality & Reliability Management, 32(8 ), 863-880,.

Tung et al. (2015). Examining determinants of cross buying behaviour in retail banking.
International Journal of Quality & Reliability Management, 863-880.

Utterback and Abernathy. (1978). "Patterns of industrial innovation.". Technology review, 64,
254-228.

4931 |Page



Vol. 05 No. 01. Jan-March 2026 Advance Social Science Archive Journal

VandenPoel,D. (2004). Customerattrition analysis for financial services using proportional
hazard models. European Journal of Operational Research, 157(1), 196-217.

Vazifehdoust. (2013). Purchasing green to become greener: Factors influence consumers’ green
purchasing behavior. Management Science Letters, 3(9), 2489-2500.

vehors. (2003). Predicting customer lifetime value in multiservice industries. Working Paper.
Internation marketing journal, 25(5), 500-525.

Verhoef. (2003). Understanding the effect of customer relationship management efforts on
customer retention and customer share development . Journal of Marketing , 67(4), 30-45.
Vyas and Math. (2006). A comparative study of cross-selling practices in public and private
sector banks in India,. Journal of Financial Services Marketing,, 10(4), 123-134.

vyas et al. (2015). "An examination of linkages between CSR and cross-buying. Social
Responsibility Journal, 11(3), 622-640.

Wang and Huili. (2018). Empirical study of sustainable food supply chain management practices
in China. British Food Journal.

Washburn, Till and Priluck. (2000). Co-branding: brand equity and trail effects. Journal of
Consumer Marketing, 17(7), 591-604.

Whipple and Frankel. (2000).

Wu et al. (2006). The impact of information technology on supply chain capabilities and firm
performance: A resource-based view. Industrial Marketing Management, 35(4), 493-504.

Xu, Thong and Vinkatesh. (2014). Effects of ICT service innovation and complementary
strategies on brand equity and customer loyalty in a consumer technology market. Information
Systems Research, 25(4), 710-729.

Yadav and Pathak. (2016).

Yale and Venkatesh. (1986). Toward the Construct of Convenience in Consumer Research.
Advances in Consumer Research, 13(1 ), 403-408.

Yang et al. (2015). The effect of uncertainty avoidance and social trust on supply chain
Collabration. journal of business research, 68(2), 911-918.

Yaprak et al. (2015). Global Brand Attitude, Perceived Value, Consumer Affinity, and Purchase
Intentions: A Multidimensional View of Consumer Behavior and Global Brands. International
Marketing in the Fast Changing World, 255-288.

Zacharia et al. (2009). An analysis of supply chain collaborations and their effect on
performance outcomes. Journal of Business Logistics, 30 (2), 101-123.

Zeithaml et al. (1996). The behavioral consequences of service quality. Journal of Marketing,
60(2), 31-46.

Zeithaml et al. (1996). The behavioural consequences of service quality. Journal of Marketing,
60(2), 31-46.

Zineldin , M. (2005). Quality and customer relationship management (CRM) as competitive
strategy in the Swedish banking industry. The TQM Magazine, 17(4), 329-344.

4932 | Page



