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1- Introduction 

The inter-organisational relationships between two or more independent 

organisations are increasing as a result of the collaborative advantages of inter-

organisational relationships (Vangen and Huxham, 2003, Darabi, 2013). There is a 

significant trend over the last few decades towards closer relationship in business to 

business markets (Ulaga and Eggert, 2006a), and marketing thought is shifting away 

from tangible towards intangibles, and from transaction focus to relational focus 

(Vargo and Lusch, 2004).  

The papers on inter-organisational relationships e.g. Young and Wilkinson (1989) 

has jumped from emphasising  concepts such as power, conflict and opportunism, 

towards variables such as trust, commitment, log-term orientation, and in general 

variables relating to sustained relationship (Anderson and Weits, 1992; Morgan and 

Hunt, 1994; Geyskens et al, 1999).  

Meanwhile IOR researchers such as Darabi, 2013; Darabi and Clark, 2012; not only 

emphasise on unequal power in business relationship in the context of Business 

schools and SMEs relationships, but also  highlight the intention on applying inter-

personal rather than transactional relationship in B2B context. It is suggested by 

Calton and Lad (1995) that the maintenance of trust is necessary for the perceived 

resolution of unequal power. 

The primacy of trust is at the heart of IOR (Vangen and Huxham, 2003; Darabi, 

2013), and also at the centre of Morgan and Hunt's relationship marketing theory 

(1994). Variables from inter-organisational relationships such as trust, 

communication, collaboration, and information sharing contribute to the knowledge 

management process (Chong, Chan, Goh, and Tiwari, 2012). So there is a need of 

initiating and building trust in B2B collaboration/relationship.  

The models of trust building have been developed in the management literature (e.g. 

Lewicki and Bunker, 1995; Mayer et al., 1995; Donney and Cannon, 1997;  

Sheppard and Sherman, 1998; Tan and Thoen, 2001; Nooteboom, 1996; 

Bahattacharya et al, 1998; Das and Teng, 1998; Vangen and Huxham, 2003; and 

Darabi, 2013). All foresaid authors perceived trust as benevolence and integrity.  
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For example Darabi (2013) proposes that trust facilitates the development of the 

relationship in B2B collaborative context, and her model of trust initiative focuses on 

3 variables 'Managing expectation', 'integrity', and 'networking'. However, the 

variables in the model have not been evaluated/examined in any B2B context.  

On the other hand, the problem is as trust is context- bound phenomenon (Welter 

and Alex, 2012), a multi-dimension concept (e.g. Clark and Payne, 2006 and 1997; 

Newell and Swan, 2000; Butler, 1991), it needs to be understood in its relational 

context to determine the extent to which it drives the relationship. 

Therefore, it seems that every model needs to be validated in the same context. 

Thus for the purpose of this paper, Darabi's (2013) Initiating Trust and Trust-Building 

Model will be evaluated in business schools and SMEs relationship.   

Thus this paper endeavours to investigate this gap by testing the empirical validity of 

the model which shows the interdependency between the three variables; 'Managing 

expectation', 'integrity', and 'networking' in initiating trust at one side and 'trust' at the 

other side. 

The conclusions of this research would be useful to the business schools strategy 

setting with this group of stakeholders. It also aids in policy making and decisions 

with collaborative relationships, as it helps managers and practitioners to get ideas 

on ways of managing expectations, developing networking and initiating trust. 

 

2. Theoretical Framework 

The British Business Schools can contribute to the revival and rebalancing of the 

British economy. Moreover, the work of business schools is global, with high degree 

of fluidity in best-practice transfer among countries. For example, UK schools have 

adapted and adopted practices from their United States peers, and there has been 

significant knowledge transfer from UK schools to those in Europe, Asia, Africa and 

the Middle East (Associate of Business Schools Task Force: ABS, 2013) 

It is more likely to manage the relationship through inter-personal relationships 

(Darabi, 2013), however, Managing business school/businesses' relationships must 

enlist the participation of academics (ABS, 2013). Moreover it is important that 
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relationship develop at institutional level, not just individual academics - desirable to 

the individuals (ABS, 2013). Institutional relationships promote continuity, 

interdisciplinary engagement and help for more junior members of faculty, who have 

not yet built the personal reputation that attracts business interest. Thus it requires 

personal and organisational trust to be initiated in inter-organisational relationships.  

Despite trust being a core component in U-I collaboration (Darabi and Clark, 2012; 

Plewa et al, 2005), exploring the concept of trust and how trust can be initiated with a 

practical approach has been limited. Therefore, this study will be testing the empirical 

validity of Darabi's (2013) trust initiative model (figure 1). 

 

 

Figure 1: Initiating Trust and Trust-Building Model (2013): a supporting model 
to Vangen and Huxham’s Trust-Building Loop (2003) 
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2.1 Trust initiative in the framework of B2B relationships hypothesis 

Figure 2 shows the model of trust initiative in a B2B context which wish to verify 

through a set of hypothesis developed below. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 2: Hypothesised Model 
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Darabi's model of initiating trust building which is the main focus on this study, is built 

on Vangen and Huxham’s (2003) Cyclical Trust-building Loop, which suggests a ‘fair 

level of trust‘ strong only enough to initiate the relationship but not enough to develop 

or manage it.  Therefore, it identifies additional components of trust building and 

reinforcement, including ‘managing SMEs’ expectations’, ‘integrity in the relationship’, 

and ‘networking’, thereby adding to the literatures on trust and trust building.    

Darabi's model of initiating trust building strongly supports Vangen and Huxham’s 

(2003) trust-building loop, but is different from Vangen and Huxham’s model. The 

model in the present study mainly concentrates on the most apt strategic and 

marketing approaches to initiating trust. It discusses three main components that are 

vital to start trust in collaboration before examining Vangen and Huxham’s trust-

building loop in UBS/SME collaboration. These three components are managing 

expectations, integrity and networking. 

Meanwhile, other factors such as relationship management, and the frequency of 

communication can also be considered in testing trust initiative. However, at this 

stage of the study, only three foresaid factors have been considered.  

2.1.1 Managing Expectations  

One of the components of the model concerns managing expectations through 

understanding SMEs' needs, requirements and expectations. The relational 

approach, i.e. nurturing the relationship (Galbreath and Rogers, 1999) and creating 

value in the relationship through developing interactions with stakeholders (Morgan 

and Hunt, 1994), is suggested as the best approach to relationship management, 

which will be better able to understand SMEs’ needs and managing their 

expectations through a customization strategy. In supporting the customization 

strategy, Galbreath and Rogers (1999) note that SMEs would like to be seen as 

individuals because they belong to different industries; so they strongly 

recommended customization, such as an event with a guest speaker from the 

industry they are associated with, as the best strategy to meet SMEs’ expectations. It 

is also suggested that programmes specifically relevant to the SMEs’ needs be 

designed, with their involvement in designing and perhaps delivering the programme. 

This can also create a path in initiating and establishing long-term, constant 

relationships that create mutual benefits for the parties (Ravald and Gronroos, 1996). 
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Trust is important in understanding expectations for cooperation and planning in 

long-term relationships (Dwyer et al., 1987; Hakansson, 1982). Therefore, meeting 

SMEs’ expectations can result in the SMEs’ commitment to business schools which 

is a key to the success of the relational approach. This discussion supports the 

development of the first hypothesis. 

H1: Managing SMEs expectations through customization strategy is positively 

related to the trust initiative 

2.1.2 Integrity 

The second component of the model is integrity, mainly from the Business School to 

deliver their promises to SMEs by using practitioner-academic expertise (Darabi, 

2013; Darabi and Clark, 2012). It suggests that primarily the Business School needs 

to put practitioner-academic expertise forward in the relationship with SMEs in order 

to deliver the promises, because those experts have a mindset of both practitioners 

and academics and therefore understand the worlds of the practitioners and 

academics better, enabling them to be committed and deliver the promises. This 

argument led to the development of the second hypothesis. 

H2: Delivering promises to SMEs is positively related to the trust initiatives   

2.1.3 Networking and Referral  

The third components of the model is discussing networking and referral approach. 

Darabi (2013) argues that networking, referral and word of the mouth are strong 

strategies that can help the University in establishing a trust-based relationship 

with SMEs. In another word when the SMEs' expectations are met and delivered 

by the Business School then SMEs share their experience of working with the 

Business School within their own networks and recommend it to their communities. 

Therefore, they spread their recommendation by word-of-mouth, and other 

businesses have the confidence to initiate a trust-based relationship with Business 

Schools.   

H3: Networking and referral approach is positively related to the trust initiatives  
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3. Research Methodology 

3.1 Sampling framework and analysis 

The basic line of this study is directed at analysing managing expectations, integrity, 

and networking and referral which are established in a business to business context 

relationship and their influence on trust initiative. To study the proposed causal 

relationships and respond to the research objective, this study aims to target UK 

Business Schools and UK SMEs across different disciplines and industries.   

The research will be conducted through an online survey. The questionnaire's 

questions will be developed from the literature, and several in-depth interviews by 

the firms. The questionnaires will be sent out to small medium size UK companies, 

and business schools. Then a phone call will be made to the companies to assist 

them to complete the questionnaire if needed. Data will be analysed with the 

statistical packages either SPSS version 20, SATSA or other relevant.  

The five-point Likert Scales will be used. There are a number of quantitative methods 

that allow testing Hypothesis. The hypotheses will be verified using the regression 

model technique following the procedure recommended by Hair et. al (1988). This 

procedure involves first analysing the quality of the construct measurements, by 

estimating the measurement model or factor analysis.   

 

3.2 Measurements or Dimensions of Trust initiatives 

In this study, Trust, Integrity, Managing Expectations, Networking and Referral have 

been considered as the dimensions of trust initiatives. The measurements will be 

developed from these dimensions and the indicators will be defined in order to form 

the questionnaires questions. This will be the next step of this developmental paper.   
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