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Abstract

Purpose - This study aims to investigate whether the buyer's participation in CSR activities can affect the informal 
cooperation and relationship beyond formal cooperation and relationship. 
Research design, data, and methodology - We defined the research model and selected variables(monitoring and contracts 
by the buyer, formal cooperation & relationship, and informal cooperation & relationship). After completing the questionnaire, 
we analyzed 319 manufacturing companies. Prior to the hypothesis testing, Exploratory factor analysis(EFA) and confirmatory 
factor analysis(CFA) were conducted to check for discriminant validity and convergent validity. 
Results - The stronger the buyer monitoring on the company's CSR activities, the more positive it affects the formal 
business cooperation. On the other hand, strong buyer monitoring did not affect formal business relationships. Therefore, 
even if buyers' monitoring of CSR activities is strong, it does not mean that the formal business relationship is improved, but 
it means that it is possible to improve the formal business cooperation. 
Conclusions - This study shows that the stronger the buyer monitoring on the supplier's CSR activities, the more positive it 
affects formal cooperation. It also demonstrates that formal business cooperation between the supplier and the buyer, that is, 
sharing goals and works for CSR activities, has a positive effect on relationships based on emotional exchange and 
commitment.
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1. Introduction

Companies are increasingly interested and participating in 
Corporate Social Responsibility(CSR) whose activities are 
becoming global standards for evaluating themselves(Shen et 
al., 2013; Carroll, 1979). In the past, CSR activities were 
autonomous responsibilities but now they have become a 
corporate culture pursued by companies and related 
stakeholders(Russo et al., 2010; Dawkins, 2003). Therefore, 
for corporations, in order to achieve sustainable economic 
performance, CSR, an activity that distributes profits to the 
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society, must be preceded. CSR is basically defined as a 
company's positive impact on the society and the 
environment, through its operations, products or services, 
and through its interaction with key stakeholders such as 
employees, customers, investors, communities, and suppliers 
(Dahlsrud, 2008; Randy, 2010; Van Marrewijk, 2003). Until 
now, many researchers and practitioners have done research 
on various CSR-related topics such as vendor's opportunism 
in the collaboration between buyer and vendor(Hwang & 
Suh, 2017), leadership, followership, trust and group efficacy 
in the franchise system(Yang & Ju, 2011), comparison 
analysis of CSR(Hahn et al., 2016), the Impact of blood 
groups on group participation(Asgari, 2015), the role of 
dealers' non-mediated power in fostering SME manufacturers' 
cooperation(Chinomona, 2012), etc.

Business activities are starting to be more and more 
global as many firms extend their operations to oversea 
markets. For example, in view of supply chain or logistics, 
many companies are breaking the borders and providing 
goods and services to wholesalers, retailers, and consumers 
in conjunction with raw material suppliers, primary suppliers, 
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and secondary suppliers all over the world. Therefore, the 
concept of CSR also has to be extended with the scopes of 
supply chain management(SCM). CSR is not just an internal 
issue within an organization but also an entire issue for the 
supply chain. Hence, it is necessary to expand CSR 
activities to supply chain partners as the impacts of CSR 
extend to the partners of the supply chain(Ashby et al., 
2012). To achieve the ultimate goal and create a synergy 
effect of CSR, companies need to share CSR 
implementation strategies and processes(Hietbrink et al., 
2010) and also to collaborate with organically tied partners. 
However, Boyd et al.(2007) argued that higher levels of 
monitoring will not necessarily increase compliance and may 
even damage buyer-supplier relationships. In the meantime, 
Brito et al.(2014) argued that cooperation with buyers affects 
mostly firm growth whereas cooperation with suppliers 
affects firm profitability. An excellent cooperative relationship 
not only enhances communication quality and speed, which 
enables resource sharing for the parties that are conducting 
business together, but also creates sustainable competitive 
advantages. In this sense, the sustainable supply chain 
management(SSCM) is getting more and more important 
(Svensson, 2010).

In order to conduct CSR activities efficiently and 
effectively, an enterprise should also have cooperation and 
participation with its partner companies. Under this 
assumption, the research question of this study was to 
whether the participation of partner companies in CSR 
activities strengthens the level and scope of cooperation 
between the enterprises and whether this cooperative 
relationship between them produces environmentally and 
economically sustainable effects. In order to achieve the 
ultimate goal of CSR activities, the company requires its 
close relationship with its partners(Hietbrink et al., 2010). If a 
bond of cooperation between partner companies is 
established and maintained through CSR activities, it is 
expected that it will maximize the positive effect on CSR 
activities as well as the pursuit of profit. As companies 
basically continue their business activities to make and 
increase profits, they often use CSR activities as a means 
to pursue long-term profit(Van Marrewijk, 2003). Therefore, 
the purpose and direction of the CSR activities depends on 
according to not only the extent of social responsibility, but 
the degree of the cooperation with partners, which has an 
influence on creating profits. This indicates that the 
corporate social responsibility(CSR) is closely connected with 
supply chain management. 

Therefore, this study focuses on the relationship and 
cooperation between interrelated companies in a supply 
chain, especially buyer companies, to maximize the positive 
effect of CSR, which is general business activities having a 
beneficial effect on the society and the environment. Instead 
of viewing corporate social responsibility as a negative 
perspective, many CEOs see it as an opportunity for 
differentiation(Van Marrewijk, 2003). That means CSR 

activities are conducted to improve business performance as 
well as to have a positive impact on both the society and 
the environment. Jose M. Cruz(Cruz, 2008) mentioned that 
the participation with retailers in CSR activities have 
beneficial impacts on business performances such as 
maximizing the profit and minimizing the emission and risk. 

In the meantime, Ring and Van de Ven(1994) defined 
formal cooperation as the result of efforts to achieve mutual 
goals and informal cooperation as the belief and trust 
beyond formal cooperation. According to the business 
dictionary(2017), informal relation is a personal tie developed 
on the basis of close connections. In an organization, 
informal relations are used to circumvent or expedite formal 
procedures.

In this study, an informal relationship is defined as a 
long-term cooperation and strategic partnership beyond 
simple business development such as contract and 
monitoring. Therefore, the informal relationship can be 
established under the deeply emotional bond which is 
created by maintaining formal relationship and cooperation 
consistently. Informal cooperation can be referred to as the 
unplanned, voluntary, and cooperative activity with the 
emotional bond and intimacy to achieve performance based 
on an informal relationship while an informal cooperation can 
be built after the informal relationship is established. It also 
reflects the concern for ongoing, future, and long-lasting 
partnership(Robert, 2006), as informal relationship and 
cooperation establish under emotional solidarity such as trust 
and commitment between the supplier and the buyer.

As mentioned above, the cooperation with the buyer 
affects the firm growth(Brito et al., 2014). Therefore, we 
concentrate on the buyer participation in CSR activities to 
find the most effective and efficient type of relation and 
cooperation to maximize the CSR effects and expected firm 
growth. Furthermore, in this study, we examine how the 
buyer participation in CSR activities affects the cooperation 
based on relational cohesion beyond the simple collaborative 
relationship between the supplier and the buyer. Therefore, 
we will analyze whether the buyer participation in CSR 
activities can affect informal cooperation and relationship 
beyond formal cooperation and relationship. In this study, 
the buyer includes all types of companies which receive 
materials or goods from suppliers. Therefore, the buyer can 
be assemblers, distributors, or retailers while the supplier 
means the manufacturer that supplies the products to the 
buyer. 

 

2. A Conceptual Model and Hypotheses 

Development

This section defines selected variables(monitoring and 
contracts by the buyer, formal cooperation & relationship, 
and informal cooperation & relationship) and discusses them 
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through literature review and formulates the hypotheses of 
this study.

2.1. A literature review for participation by buyer

Firms may engage in cooperative behaviors, such as 
collaboration on future projects, information sharing, and joint 
R&D productions, as well as engage in existing transaction 
behaviors(Brito et al., 2014). Cooperative behavior is a 
business customer's cordial attitude and respect or mutual 
collaborative behavior for a firm to achieve mutual benefits 
(Brito et al., 2014; Anderson et al., 1990). Combs and 
Ketchen(1999) identified that the effect of cooperation on 
performance is dependent on the relationship context. 
Buyers or customers can exert formal control on suppliers 
for practices such as GSCM(Green Supply Chain 
Management) implementation through contracts and 
monitoring(Van der Valk et al., 2011). The buyer has to take 
certain measures to ensure that the services are provided 
and the behavior of the subcontractors are appropriate. 
Studies considering CSR in supply chain coordination 
contracts have drawn attention to scholars and practitioners 
in recent years(Ni et al., 2010; Ni et al., 2012; Goering, 
2012; Hsueh, 2014). As CSR is now a business imperative 
and not an optional add-on, specifics related to CSR 
activities need to be covered in the contract.

Examples of such measures are contracts and monitoring 
activities after the contract has been signed(Van der Valk et 
al., 2011). Wallenburg and Schaffler(2014) demonstrated that 
a formal control from customers through contracts or 
monitoring can motivate the supplier, which is equivalent for 
manufacturer, to gain performance through practices such as 
GSCM. 

Based on the literature, this study divides the participation 
of the buyer into contracts and monitoring of CSR activities. 
The relationship between a supplier and a buyer is 
contracted after consideration and review of the quality of 
the manufacturing goods, the manufacturing environment, 
and social ethics activities. Monitoring of the buyer and the 
fulfillment of the supplier are essential to maintain the 
relationship between the two partners. 

In this study, the contract can be signed after confirming 
whether there is an intent to share the purpose of CSR 
activities and CSR implements or not. The contract includes 
institutionalized rules about CSR activities. Monitoring is the 
continuous evaluation of the CSR goals and implementation 
levels that the supplier pursues to maintain the contract 
between the supplier and the buyer. It is the duty of the 
buyer to strengthen the corporate social responsibility.

2.2. A literature review for formal relationship and 

cooperation

Formal cooperation between partners refers to the effort 
to achieve mutual benefits and information exchanges to 

maintain the business relationship(Landeros et al., 1995). 
Also, formal relationship is defined as the relation between 
the firms to share the results of the performance and formal 
business process(Chung et al., 2005). Therefore, formal 
relationship and cooperation between companies can be 
simply defined as collaboration, which means the sharing of 
performance results or information to maintain basic 
business relations. Ring et al.(1994) defined formal 
cooperation as the result of efforts to achieve mutual goals 
while Henriksen(1995) mentioned that formal cooperation is 
the formalization of the firms' relations and the common 
interest in a joint project.

In this study, formal cooperation is defined as sharing the 
goals and information about the CSR activities of the 
companies and thus providing the necessary help to each 
other. Formal relationship refers to a business relationship 
that shares information, experience, costs, and benefits 
solely to address CSR-related issues. 

2.3. A literature review for informal relationship and 

cooperation

Across multiple studies, trust and commitment are 
consistently identified as focal constructs of relationship 
marketing(Wu et al., 2015). For firms to maintain long-term 
business relationships, the parties must possess elements of 
trust and commitment(Cui et al., 2013; Jia et al., 2013; 
Shaman et al., 2013). Trust and commitment in buyer- 
supplier relationships can improve loyalty and cooperation 
and thus may be valuable for a company to improve its 
performance(Wu et al., 2015). Trust and commitment are 
considered as the key elements to promote communication, 
share information, strengthen relationship quality, maintain 
business transactions, and increase the willingness for 
cooperation(Anderson et al., 1990; Miquel-Romero et al., 
2014). As a result, in a transaction relationship between 
firms, when parties have a certain degree of trust in their 
relationship, it can not only increase the parties' willingness 
to continue trading but also to manifest continuity in future 
transaction actions(Jia et al., 2013; Ganesan, 1994; 
Mukherjee et al., 2007). Doney and Cannon(1997) also 
noted that when business buyers recognize excellent 
relationship qualities in another supplier, the buyers' trust in 
their suppliers affects their business dealings and they are 
inclined to show loyalty to the supplier. Customer relational 
governance(CRG), which brings effect through informal 
relationships with customers or buyers such as trust and 
commitment, may be even more crucial to achieve win-win 
opportunities between buyers and suppliers(Zhu et al., 2016). 
Besides the formal control from the buyers, informal control 
of CRG, including cooperation and trust, is needed for 
companies to really implement GSCM-related practices and 
gain performance improvement(Chung et al., 2005).  
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<Table 1> Literature subjects and authors

Subjects Authors

Buyer's 

participation

Anderson et al.(1990), Combs & Ketchen 

(1999), Ni et al.(2010), Van der Valk et al. 

(2011), Van der Valk et al.(2011), Ni et al. 

(2012), Goering(2012), Brito et al.(2014), 

Brito et al.(2014), Hsueh(2014), 

Wallenburg & Schaffler(2014)

Formal relationship 

and cooperation

Ring et al.(1994), Landeros et al.(1995), 

Henriksen(1995), Chung et al.(2005)

Informal 

relationship and 

cooperation

Anderson et al.(1990), Ganesan(1994), 

Doney & Cannon(1997), Chung et al.(2005), 

Mukherjee et al.(2007), Cui et al.(2013), Jia 

et al.(2013), Shaman et al.(2013), Jia et al. 

(2013), Miquel-Romero et al.(2014), Wu et 

al.(2015), Wu et al.(2015), Zhu et al.(2016)

2.4. Formulating the hypothesis

In this study, we investigate whether the buyer's 
participation in CSR activities can affect the informal 
cooperation and relationship beyond formal cooperation and 
relationship. 

Therefore, we examine first whether the buyer 
participation through contract and monitoring affects business 
cooperation and relationship in CSR activities and confirm 
whether simple business cooperation and relationship can 
develop into informal cooperation and relationship based on 
emotional bond and cohesion. The research model is shown 
in <Figure 1>. 

The buyer has to take certain measures to ensure that 
the services are provided and the behavior of subcontractors 
are appropriate. Examples of such measures are the 
contracts and/or the Service Level Agreements(before the 
contract is signed), and monitoring activities(after the contract 
is signed)(Van der Valk et al., 2011). Previous studies 
demonstrated that formal control from buyers through 
contracts or monitoring can motivate suppliers to gain 
performance through practices such as GSCM(Wallenburg et 
al., 2014). Buyers can exert formal control on suppliers for 
practices such as GSCM implementation through contracts 
and monitoring(Van der Valk et al., 2011). 

Contract

Monitoring

Formal 
Cooperation

Formal 
Relationship

Buyer
Participation

Informal 
Cooperation & 
Relationship

Formal 
Cooperation &
Relationship

<Figure 1> Research Model

Also, formal relationship is the result from continuing to 
exchange information and engage in the joint project(Chung 
et al., 2005). Therefore, the participation with buyer 
companies, such as contract or monitoring, can establish 
basic business relations and activate exchanges(Landeros et 
al., 1995; Henriksen, 1995). Based on the above research, 
we hypothesize that the buyer participation, i.e., contract and 
monitoring, could have a positive impact on formal business 
relationships and cooperation. The resulting hypotheses are 
shown in <Table 2>.

<Table 2> Hypotheses

Hypothesis 1 The control of contract by buyers in CSR activity 

is positively associated with a formal cooperation 

& relationship.

1-1 The control of contract by buyers in CSR activity 

is positively associated with a formal cooperation.

1-2 The control of contract by buyers in CSR activity 

is positively associated with a formal relationship.

Hypothesis 2 The monitoring about CSR activity is positively 

associated with a formal cooperation & relationship.

2-1 The monitoring about CSR activity is positively 

associated with a formal cooperation.

2-2 The monitoring about CSR activity is positively 

associated with a formal relationship.

<Table 3> shows the hypotheses whether business 
relationships and simple cooperation between the supplier 
and the buyer can develop into a higher-level emotional 
cooperation and relationship. Informal relationship and 
cooperation are not distinguished from one another because 
informal cooperation can be achieved by establishing 
emotional bonds and solidarity between partners.

<Table 3> Hypotheses

Hypothesis 3 Formal cooperation & relationship between 

partners is positively associated with an informal 

cooperation and relationship.

3-1 The formal cooperation is positively associated 

with an informal cooperation. 

3-2 The formal cooperation is positively associated 

with an informal relationship. 

For firms to maintain long-term business relationships, the 
parties must possess elements of trust and commitment(Cui 
et al., 2013; Jia et al., 2013). As a result, trust and 
commitment are viewed as the key elements to promote 
communication, share information, strengthen relationship 
quality, maintain business transactions, and increase the 
willingness for cooperation(Anderson et al., 1990; Shaman et 
al., 2013). Relationship quality is considered as a bundle of 
intangible values that augment products and services and 
result in an expected interchange between the buyers and 
sellers. In the B2B field(business to business), trust and 
commitment are representatives of the relationship quality(Jia 
et al., 2013; Lohtia et al., 2009; Mukheriee et al., 2007; 
Rauyruen et al., 2007). In this line, the study explores 
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relationship channels between firms and uses trust and 
commitment to represent relationship quality(Morgan et al., 
1994).

3. Analysis Method and Results

After completing the questionnaire based on the results of 
the preliminary survey, we analyzed 319 manufacturing 
companies during a month from April 1 to April 30, 2016. 
They are composed of Food(13), Textile(43), Paper(18), 
Refining(10), Chemical(23), Medicine(18), Ceramic(12), Metal 
(28), Machine(24), Electronic and Electrical(59), Transportation 
of vehicles(15), and the Others(58). The analysis was 
performed using SPSS 23.0 and Amos 23.0.

3.1. Empirical analysis

3.1.1. Checking reliability and validity

Prior to the hypothesis testing, the measured items used 
in this study were validated to determine if they adequately 
describe the variables. Exploratory factor analysis(EFA) and 
confirmatory factor analysis(CFA) were conducted to check 
for discriminant validity and convergent validity. 

First of all, the principal component analysis(PCA) was 
used to extract constituents of the measured variables by 
EFA and the orthogonal rotation method was adopted to 
simplify the factor loading.

As a result of the exploratory factor analysis, the item 
selection criterion in this study was based on an eigen 
value of 1.0 or more and a factor load value of 0.40 or 
more. Of the in total 21 items, 8 items were found to be 
loaded incorrectly in the theoretical structure, and the 
remaining 13 items were used for the analysis. All the factor 
loadings of the 13 items showed a value of 0.6 or higher, 
which indicates that the correlation between each variable 
and the factor is high. This means that the factors are 
appropriate to describe each variable. Commonality is the 
rate at which variables are explained by extracted factors. 
As a general criterion, a commonality of 0.4 or more is 
considered as significant. As a result of the analysis, the 
commonality of all variables is more than 0.5 so that the 
ratio of explaining the variables by the extracted factors is 
appropriate. Since the value of Kaiser-Meyer-Olkin(KMO), 
which indicates the degree to which the correlation between 
variables is well explained by other variables, is 0.792, also 
the selection of the variables for the factor analysis is 
appropriate. Cronbach's alpha is used for the reliability 
analysis, which indicates whether the concept of each 
variable is accurately and consistently measured from 
questionnaire respondents. Generally, if the Cronbach’s α 

value is more than 0.6 in the social science field, it is 
considered to be reliable. In this study, the conceptual 
reliability(Cronbach’s α) for measuring the internal 
consistency of the indicators showed a confidence level of 
0.7 or higher in all constructs.

<Table 4> Results of exploratory factor analysis

Variables No. Contents
Cronbach’s 

α
Factor 

Loading
Commonality

Cumulative 

%

Contract

a13_1
The buyer clearly specifies our CSR objectives 

through formal agreements with our company.

.787

.664 .597

24.961

a13_2
The buyer enumerates specific CSR practices 

required through formal contracts.
.623 .559

a13_3
The buyer has an institutionalized CSR agreement 

with our company.
.823 .697

a13_4
CSR efforts of our company have a strong impact 

on contract renewal with buyers.
.818 .712

Monitoring

a14_1
The buyer requests our company to submit yearly 

CSR report.

.709

.769 .680

43.208

a14_2

The buyer asks our company to improve our 

CSR-related activities(improvement of treatment for 

employees, etc.).

.797 .689

Formal

Cooperation

a27_4 The buyer shares CSR goals with our company.

.822

.770 .713

56.916
a27_5

The buyer shares CSR-related reports and 

achievements with our company.
.853 .760

Formal

Relationship

a29_2
Cooperation with the buyer and business 

development are strongly linked to our CSR efforts. .775
.890 .811

69.614

a29_3 We work with the buyer to solve CSR-related issues. .893 .819

Informal

Cooperation

&

Relationship

a28_1
The buyer has a long-term partnership with our 

company

.778

.747 .670

61.862a28_2
Social activities often occur between the buyer and 

our company(after work dinning together, etc.).
.891 .809

a28_3
The buyer has established a strategic partnership 

with us.
.717 .532
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Prior to analyzing the hypothesis relation between 
constructive concepts, a confirmatory factor analysis was 
used to evaluate the single dimensionality of all latent 
variables and measurement variables in the research model 
defined in this study <Table 4>. The single dimensionality 
means that the indicators of each potential variable show an 
acceptable fit by the single factor model before grasping the 
hypothesis test. In this study, Chi Square, RMR, GFI, AGFI, 
CFI, NFI, IFI and RMSEA were used to test the fitness of 
data. Based on the Chi square value, the confirmatory factor 
analysis shows that the model is not appropriate. However, 
since CMIN/DF, RMR, GFI, AGFI, CFI, RMSEA, NFI, and 
IFI all fit the criterion of the fitness index, a single 
dimensionality of each measurement variable was confirmed 
(<Table 6>). Therefore, it can be concluded that the fit of 
the model in which the single dimensionality is confirmed is 
excellent.

3.1.2. Hypothesis test and results

<Hypothesis 1-1> and <Hypothesis 1-2> were rejected. It 
can be seen that CSR is based on pure social responsibility 
of participating companies rather than forced by contract. 
The fact that <Hypothesis 2-1> is accepted shows that 
corporate activities that constantly monitor CSR activities 
have a positive effect on cooperation based on information 
sharing between companies. However, the result that 

<Hypothesis 2-2> was rejected means that monitoring does 
not positively affect the relationship between members and 
implies that more emotional exchanges and close working 
cooperation should be based on the promotion of the 
relationship. <Hypothesis 3-1> was accepted, and it was 
found that if a formal cooperation that shares not only the 
CSR goals but also the process of activities and its results 
is preceded, it establishes a strategic partnership and 
positively affects the informal cooperation and relationship 
based on this. However, <Hypothesis 3-2> was rejected and 
it was found that formal relationship had a limit that it could 
not be connected to informal relationship based on 
emotional bond. This implies that a simple formal 
relationship does not affect emotional cohesion between 
companies on a supply chain.

As a result of the hypothesis test <Table 7>, the stronger 
the buyer monitoring on the company's CSR activities, the 
more positive it affects the formal business cooperation. On 
the other hand, strong buyer monitoring did not affect formal 
business relationships. Therefore, even if buyers' monitoring 
of CSR activities is strong, it does not mean that the formal 
business relationship is improved, but it means that it is 
possible to improve the formal business cooperation. One 
implication can be that monitoring of CSR activities can lead 
to the necessary cooperation to achieve business results, 
but excessive monitoring may exacerbate business relations. 

<Table 5> Results of confirmatory factor analysis

Variables No.
Unstandardized   

Coefficients

Standardized 

Coefficients
Standard Error C.R SMC α

Control of Contract

a13_1 .936 .699 .096 10.005 .489

.787
a13_2 .805 .683 .082 9.835 .466

a13_3 1.000* .667 .445

a13_4 1.40 .738 100 10.363 .544

Business Activity 

Monitoring

a14_1 1.000* .749 .562
.709

a14_2 .967 .733 .108 8.915 .537

Cooperation
a27_4 .804 .804 .051 .051 .647

.822
a27_5 1.000* .875 .7.66

Reciprocity
a29_2 1.000* .779 .607

.775
a29_3 .945 .817 .183 .183 .677

Relationship & Trust

a28_1 1.240 .712 .115 .115 .507

.778a28_2 1.605 .779 .131 .131 .889

a28_3 1.000* .817 .400

<Table 6> Test of model fit

Classification Obtained Suggested Results

CMIN/P .000 p>0.05 Not Suggested

CMIN/DF 1.937 2 or less Suggested

RMR .038 0.05 or less Suggested

GFI .939 0.9 or more Suggested

AGFI .900 0.9 or more Suggested

CFI .956 0.9 or more Suggested

NFI .925 0.9 or more Suggested

IFI .956 0.9 or more Suggested

RMSEA .064
0.05 or less: Good

0.05 to less than 0.1: Suggested possibly
Suggested
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<Table 7> Result of Hypothesis Test

Path of Hypothesis Estimate C.R P-value Results

H 1-1 Contract → Formal Cooperation .121 .831 .406 Rejected

H 1-2 Contract → Formal Relationship .208 1.855 .064 Rejected

H 2-1 Monitoring → Formal Cooperation .308 2.714 .007** Accepted

H 2-2 Monitoring → Formal Relationship .013 .158 .874 Rejected

H 3-1 Formal Cooperation → Informal Relationship &Cooperation .451 2.589 .010* Accepted

H 3-2 Formal relationship → Informal Relationship &Cooperation -.326 –.602 .109 Rejected

Note 1: χ2=137.510, DF=57, χ2/DF=2.412, RMR=.053, GFI=.934,AGFI=.895, NFI=.918, IFI=.950, CFI=.950, RMSEA=.067

Note 2: *p<0.05, **p<0.0

<Figure 2> Result of hypothesis test

In addition, we could show that business cooperation 
between the company and the buyer, that is sharing goals 
and work regarding CSR activities, and collaborations have 
a positive effect on relationships based on emotional 
exchange and cooperation. It is suggested that formal 
cooperation can result in emotional bondage and cohesion, 
which can lead to informal relations and long-term 
cooperation.

From the fact that <Hypothesis 3-2> is rejected, it is 
obvious that the emotional exchange between the company 
and the buyer is impossible only by the formal relation. 
Business exchanges, even if they are simple, should be 
developed to deepen relationships and cooperation 
otherwise, if the business relationship is maintained without 
business exchanges, emotional ties cannot develop.

4. Concluding Remarks and Discussion

4.1. Conclusion

The fact that <Hypothesis 1-1> and <Hypothesis 1-2> 
were rejected shows that CSR should be based on pure 
social responsibility rather than forced contract. Accepted 
<Hypothesis 2-1> presents that monitoring CSR activities 
has a positive effect on cooperation based on information 
sharing. On the contrary, rejected <Hypothesis 2-2> implies 

that more emotional exchanges and close working 
cooperation should be based on the promotion of the 
relationship. <Hypothesis 3-1> was accepted, and its result 
means that formal cooperation establishes a strategic 
partnership and positively affects the informal cooperation 
and relationship only if it shares CSR goals, the process of 
activities, and its results. Finally, <Hypothesis 3-2> was 
rejected and it was found that formal relationship could have 
a limitation without informal relationship based on emotional 
bond. This implies that formal relationship is not connected 
to emotional cohesion between partners.

This study shows that the stronger the buyer monitoring 
on the company's CSR activities, the more positive it affects 
formal cooperation. On the other hand, strong buyer 
monitoring does not affect business relationships. Therefore, 
this means that buyers' monitoring of CSR activities does 
not leads to an improvement of the formal business 
relationship but it leads to an improvement of the formal 
cooperation.

Monitoring CSR activities can result in the necessary 
cooperation to achieve business results, but it also suggests 
that excessive monitoring may exacerbate business relations. 
In addition, it was shown that formal business cooperation 
between the supplier and the buyer, that is sharing goals 
and works for CSR activities, has a positive effect on 
relationships based on emotional exchange and commitment. 

Above all, if formal business cooperation continues, it can 
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turn to emotional bondage and cohesion and finally to 
informal relations and long-term cooperation. The suggestion 
that emotional exchange cannot achieved only by business 
relationship can be verified from the fact that <hypothesis 
3-2> is rejected. Continuous business exchanges, even 
simple ones, should be established so that they can develop 
into deepened relationships and cooperation. If the supplier 
and the buyer maintain formal business relations without 
business exchanges, there are no emotional bonds.      

Therefore, in order to maintain emotional ties and bonds 
between the buyer and the supplier, maintain relationships 
and provide informal cooperation on CSR activities, 
monitoring of the buyer participation method, which 
continuously evaluates the CSR's goal and performance 
level, is effective.

In addition, if formal cooperation is first achieved, strategic 
partnerships and cooperation can be developed in long-term 
cooperation beyond simple business development. Therefore, 
in order to establish a long-term partnership between 
companies, basic efforts should be made for simple 
cooperation such as sharing information about work and 
exchanging results.

4.2. Discussion and limitation

This study is meaningful because it distinguishes the 
cooperation activities and relationship between the buyer and 
the supplier as formal and informal, and confirms factors 
affecting informal cooperation and relationship that are the 
basis of long-term partnership building. We confirmed that 
CSR activities would not be a mandatory activity and should 
be based on trust and commitment between partners on a 
supply chain. The research result that the monitoring of 
CSR activities enables formal cooperation but does not 
improve formal relationship means that in order to build and 
improve relationships between partners, something more than 
cooperative activities, that is, emotional exchanges covering 
trust and commitment, must be presented. 

The limitation of this analysis is that the survey was 
conducted in a limited area. Different cultures and 
environments in different countries or regions may lead to 
different results. In the future, research on companies from 
all over the world will give us an opportunity to make 
comparisons by country or region.

References

Anderson, J. C., & Narus, J. A.(1990). A model of 
distributor firm and manufacturer firm working 
partnerships. Journal of Marketing, 54(1), 42-58. 
doi:10.2307/1252172

Asgari, O.(2015). Examination of the Impact of Blood 
Groups on Group Participation. International 

Journal of Industrial Distribution & Business, 6(2), 
25-30. doi:10.13106/ijidb.2015.vol6.no2.25.

Ashby, A., Leat, M., & Hudson-Smith, M.(2012). Making 
connections: A review of supply chain 
management and sustainability literature. Supply 

Chain Management: An International Journal, 

17(5), 497-516. doi:10.1108/13598541211258573

Boyd, D. E., Spekman, R. E., Kamauff, J. W., & 
Werhane, P.(2007). Corporate social responsibility 
in global supply chains: A procedural justice 
perspective. Long Range Planning, 40(3), 341-356. 
doi:10.1016/j.lrp.2006.12.007

Brito, L. A. L., Brito, E. P. Z., & Hashiba, L. H.(2014). 
What type of cooperation with suppliers and 
customers leads to superior performance?. Journal 

of Business Research, 67(5), 952-959. 
doi:10.1016/j.jbusres.2013.07.015 

Carroll, A. B. A.(1979). Three-dimensional conceptual 
model of corporate performance. Academy of 

Management Review, 4(4), 497-505. 
doi:10.5465/AMR.1979.4498296 

Chinomona, R.(2012). The Role of Dealers' Non-Mediated 
Power in Fostering SME Manufacturers' Cooperation: 
SME Manufacturers' Perspective. International 

Journal of Industrial Distribution & Business, 3(2), 
5-16. 

Chung, S. S., Fryxell, G. E., & Lo, C. W. H.(2005). 
Corporate environmental policy statements in 
mainland China: To what extent do they conform 
to ISO 14000 documentation?. Environmental 

Management, 35(4), 468-482. 
doi:10.1007/s00267-003-0085-3

Combs, J., & Ketchen, Jr, D.(1999). Explaining interfirm 
cooperation and performance: Toward a 
reconciliation of predictions from the resource- 
based view and organizational economics. 
Strategic Management Journal, 20(9), 867-888. 
http://www.jstor.org/stable/3094210

Cruz, J. M.(2008). Dynamics of supply chain networks 
with corporate social responsibility through 
integrated environmental decision-making. European 

Journal of Operational Research, 184(3), 1005-1031. 
doi:10.1016/j.ejor.2006.12.012

Cui, N., Wen, N., Xu, L., & Qin, Y.(2013). Contingent 
effects of managerial guanxi on new product 
development success. Journal of Business Research, 

66(12), 2522-2528. doi:10.1016/j.jbusres.2013.05.044 

Dahlsrud, A.(2008). How corporate social responsibility is 
defined: an analysis of 37 definitions. Corporate 

social responsibility and environmental management, 

15(1), 1-13. doi:10.1002/csr.132

Dawkins, J., & Lewis, S.(2003). CSR in stakeholder 
expectations: And their implication for company 



Jin-Hee Ma, Young-Hyo Ahn, Seok-Beom Choi / Journal of Distribution Science 16-3(2018) 23-32 31

strategy. Journal of Business Ethics, 44(2), 
185-193. doi:10.1023/A:1023399732720

Doney, P. M., & Cannon, J.P.(1997). An examination of 
the nature of trust in buyer-seller relationships. 
Journal of Marketing, 61(2), 35-51. 
doi:10.1108/02635570810858769

Ganesan, S.(1994). Determinants of long-term orientation 
in buyer-seller relationships. Journal of Marketing, 

58(1), 1-19. doi:10.2307/1252265 

Goering, G.(2012). Corporate social responsibility and 
marketing channel coordination. Research in 

Economics, 66(2), 142-148. doi:10.1016/j.rie.2011.10.001 

Hahn, Y. N., & Kim, D. H.(2016). Corporate Social 
Responsibility: A Comparison Analysis. East Asian 

Journal of Business Management, 6(4), 13-17. 
doi:10.13106/eajbm.2016.vol6.no4.13

Henriksen, L. B.(1995). Formal cooperation among firms 
in networks: The case of Danish joint ventures 
and strategic alliances. European Planning Studies, 

3(2), 254-260. doi:10.1080/09654319508720304 

Hietbrink, J. J. C., Berens, G., & Van Rekom, J.(2010). 
Corporate social responsibility in a business 
purchasing context: The role of CSR type and 
supplier product share size. Corporate Reputation 

Review, 13(4), 284-300. doi:10.1057/crr.2010.24 

Hsueh, C. F.(2014). Improving corporate social 
responsibility in a supply chain through a new 
revenue sharing contract. International Journal of 

Production Economics, 151, 214-222. 
doi:10.1016/j.ijpe.2013.10.017 

Hwang, S., & Suh, E. K.(2017). An Empirical Study on 
the Vendor's Opportunism in the Collaboration 
between Buyer and Vendor. International Journal 

of Industrial Distribution & Business, 8(5), 53-63. 
doi:10.13106/ijidb2017.vol8.no5.53

Jia, F. F., & Wang, J. J.(2013). Marketing channel 
relationships in China: A review and integration 
with an institution-based perspective. Journal of 

Business Research, 66(12), 2545-2551. 
doi:10.1016/j.jbusres.2013.05.047

Landeros, R., Reck, R., & Plank, R. E.(1995). Maintaining 
buyer-supplier partnerships. Journal of Supply 

Chain Management, 31(3), 2-12. 
doi:10.1111/j.1745-493X.1995.tb00203.x

Lohtia, R., Bello, D. C., & Porter, C. E.(2009). Building 
trust in US-Japanese business relationships: 
Mediating role of cultural sensitivity. Industrial 

Marketing Management, 38(3), 239-252. 
doi:10.1016/j.indmarman.2007.06.016

Miquel-Romero, M. J., Caplliure-Giner, E. M., & 
Adame-Sánchez, C.(2014). Relationship marketing 
management: Its importance in private label 
extension. Journal of Business Research, 67(5), 

667-672. doi:10.1016/j.jbusres.2013.11.025

Morgan, R. M., & Hunt, S. D.(1994). The commitment- 
trust theory of relationship marketing. Journal of 

Marking, 58(3), 20-38. doi:10.2307/1252308

Mukherjee, A., & Nath, P.(2007). Role of electronic trust 
in online retailing: A re-examination of the 
commitment-trust theory. European Journal of Marketing, 

41(9/10), 1173-1202. doi:10.1108/03090560710773390

Ni, D., & Li, K. W.(2012). A game-theoretic analysis of 
social responsibility conduct in two-echelon supply 
chains. International Journal of Production Economics, 

138(2), 303-313. doi:10.1016/j.ejor.2010.06.026

Ni, D., Li, K. W., & Tang, X.(2010). Social responsibility 
allocation in two-echelon supply chains: Insights 
from wholesale price contracts. European Journal 

of Operational Research, 207(3), 1269-1279. 
doi:10.1016/j.ejor.2010.06.026

Randy, E. W., & Davis, W. D.(2010). An examination of 
perceived corporate citizenship, job applicant 
attraction, and CSR work role definition. Business & 

Society, 50(3), 456-480. doi:10.1177/0007650308323517

Rauyruen, P., & Miller, K. E.(2007). Relationship quality 
as a predictor of B2B customer loyalty. Journal of 

Business Research, 60(1), 21-31. 
doi:10.1016/j.jbusres.2005.11.006

Ring, P. S., & Van de Ven, A. H.(1994). Developmental 
processes of cooperative inter-organizational 
relationships. Academy of Management Review, 

19(1), 90-118. doi:10.5465/AMR.1994.9410122009

Robert, M. A.(2006). The Evolution of Cooperation(Rev. 
ed.). Cambridge, USA: Basic Book. 

Russ, A., & Perrini, F.(2010). Investigating stakeholder 
theory and social capital: CSR in large firms and 
SMEs. Journal of Business Ethics, 91(2), 207-221. 
doi:10.1007/s10551-009-0079-z

Shaalan, A. S., Reast, J., Johnson, D., & Tourky, M. 
E.(2013). East meets West: Toward a theoretical 
model linking guanxi and relationship marketing. 
Journal of Business Research, 66(12), 2515-2521. 
doi:10.1016/j.jbusres.2013.05.043

Shen, L., Olfat, L., Govindan, K., Khodaverdi, R., & 
Diabat, A.(2013). A fuzzy multi criteria approach 
for evaluating green supplier's performance in 
green supply chain with linguistic preferences. 
Resources, Conservation and Recycling, 74, 
170-179. doi:10.1016/j.resconrec.2012.09.006

Svensson, G.(2010). Aspects of sustainable supply chain 
management(SSCM): Conceptual framework and 
empirical example. Supply Chain Management: An 

International Journal, 12(4), 262-266. 
doi:10.1108/13598540710759781

Van der Valk, W., & Van Iwaarden, J.(2011). Monitoring 



Jin-Hee Ma, Young-Hyo Ahn, Seok-Beom Choi / Journal of Distribution Science 16-3(2018) 23-3232

in service triads consisting of buyers, 
subcontractors and end customers. Journal of 

Purchasing and Supply, 17(3), 198-206. 
doi:10.1016/j.pursup.2011.05.002

Van Marrewijk, M.(2003). Concepts and definitions of 
CSR and corporate sustainability: Between agency 
and communion. Journal of Business Ethics, 44(2), 
95-105. doi:10.1023/A:1023331212247 

Wallenburg, C. M., & Schaffler, T.(2014). The interplay of 
relational governance and formal control in 
horizontal alliances: A social contract perspective. 
Journal of Supply Chain Management, 50(2), 
41-58. doi:10.1111/jscm.12041

Wu, L. Y., Chen, P. Y., & Chen, K. Y.(2015). Why does 

loyalty-cooperation behavior vary over buyer-seller 
relationship?. Journal of Business Research, 68(11), 
2322-2329. doi:10.1016/j.jbusres.2015.04.001 

Yang, H. C., & Ju, Y. H.(2011). Positive integration of the 
franchise system: A new perspective on 
leadership, followership, trust and group efficacy. 
East Asian Journal of Business Management, 1(1), 
5-8. 

Zhu, Q., Feng, Y., & Choi, S. B.(2016). The role of 
customer relational governance in environmental 
and economic performance improvement through 
green supply chain management. Journal of 

Cleaner Production, 155(2), 46-53. 
doi:10.1016/j.jclepro.2016.02.124


