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Executive Summary
Manufacturers may deal directly with retailers or they may supply them through distributors. In either manner, retailers will still expect various types of support to help them sell and promote a manufacturer’s brand - the difference will simply be who is supply the support to them.

This report highlights the importance of Supplier Relationship Management. As with customer relationship management, relationship management with suppliers (SRM) is extremely important. It involves behaviors that encourage a positive and productive relationship between a company and its business allies. Furthermore, SRM hunt for to building trust, consolidating rules and expectations and establishing limits.

The study comprises qualitative analysis of how supplier trust, commitment and collaboration influences business performance. Retailers must trust the brand and the quality of their products that they will sell to end customers.  Commitment is another major mediator that influence the correlation between supplier & distributors. Commitment arises when there are necessities for upholding long-term relationships. When you want to endure a relationship with a partner, it is called commitment. A growing number of consumer products manufacturers and retailers are working together to better their performance. This alliance, through associating on initiatives that go beyond day-to-day activities and are aimed at providing significant long-term value to both parties, is a good alternative to price-based supplier-retailer relationships.


Keywords: Relationship Management, SRM, Supplier Trust, Supplier Commitment, Supplier Cooperation, Business Performance.
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C H A P T E R - 1
Introduction 


Introduction
This report is about Impacts of Suppliers Relationship Management on Firms’ Performance. It contains a study based on on FMCG of M.M. Ispahani Limited. The report is comprised of theoretical discussions, analysis and graphical representation of the study variables. It highlights several important issues such as What does SRM means, why it is important, What factors have influence on it etc. How does Suppliers trust, commitment and cooperation impacts firms, business performance is also included in this report.

Motivation of the study
This internship report is a part of my internship course of BBA program. My internship supervisor Md. Kawsar Ahmmed has inspired me to collect necessary data and write this report. He helped me a lot so that I can write an original report. Executives of M.M. Ispahani Limited have also helped me by providing necessary information they also encouraged me to write an informative & constructive report.

Objectives of the Study
This study is an attempt to find out the impacts of supplier relationship management on firms’ performance. The main objective was to find out how suppliers trust, commitment and cooperation make impacts on firms’ performance. 
There were specific objectives too which are,
· To know how much investments the company make improving the relationship with its retailers.
· To know if the relationship is strong enough to diminish conflicts
· To know if the company see the relationship as a long-term alliance
· To know if the cooperation in the relationship is effective
· To know whether the parties work together towards a common goal
· To know if the retailers of Ispahani are truthful and make reliable promises.

Limitations of the study
Although this report is carefully prepared, I am still aware of its limitations and shortcomings. Here are some of those limitations of the study-
· Time limitation was a big constraint as the internship period was about only 3 months. I had to collect all the information within this limited time
· Sample size for the study is limited to only thirty respondents.
· Lack of available and reliable data
· Lack of prior research studies on the topic.
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Overview of M.M. ISPAHANI LIMITED
Background
The Ispahanis have been involved in business in South Asia since 1820. Mirza Mohammed Ispahani established the Calcutta office of M.M. Ispahani & Sons in 1900. Mirza Mohammed Ispahani’s eldest son, Mirza Ahmed Ispahani, joined the partnership in 1918 and, with his younger brothers, Mirza Abol Hassan Ispahani and Mirza Mahmood Ispahani, established the private limited company, M.M. Ispahani Limited, in 1934. In 1947 the corporate Head Office was moved to Chittagong, where it stands today. With corporate offices in Chittagong, Dhaka and Khulna and, through its tea, textile, jute, property, poultry and shipping divisions, the Group employs approximately 10,000 people.

The Ispahani Group is a pioneer in many fields and remains one of the most successful and respected business houses in Bangladesh. It is the largest tea trading company in the country and dominates the domestic tea market, capturing approximately 50% of the national branded tea market and 80% of the branded tea-bag market. Ispahani Tea is renowned all over Bangladesh and its bestselling brands such as Mirzapore Best Leaf and Mirzapore Double Chamber Tea Bags are household names. The company has an unrivalled distribution network of over 490 sales centers under 20 zonal offices in Chittagong, Dhaka, Dhaka North, Bogra, Barisal, Comilla, Khulna, Kushtia, Mymensingh, Rangpur, Dinajpur, Sylhet, Dhaka South, Dhaka East, Kishoreganj, Chittagong South, Chittagong North, Jessor, Rajshahi and Faridpur. It also owns four of the finest tea gardens in Bangladesh: Ghazipore, Mirzapore, Zarreen and Neptune, all of which are equipped with state-of-the-art tea manufacturing machinery.

Corporate and Social responsibility form a large part of the Ispahani philosophy. Throughout our history we have endeavored to support and advance worthwhile causes. We have established schools and colleges in Bangladesh as well as the renowned Islamia Eye Hospital. The latter is a center of excellence for providing modern, efficient and cost-effective eye care. With a specialist line up of up to 40 doctors, 35 surgeons, trained nurses, paramedics and other staff, Islamia Eye Hospital has been looking after the eye care needs of thousands of Bangladeshis since its inception in 1960.

Furthermore, the Group sponsors various cricket, football, golf and tennis tournaments as well as the National Cricket League.

Today, after decades of business in South Asia, the Ispahani Group is still dedicated to providing high quality goods and services as well as having a positive impact on the community at large.
Vision 
· To become integral part of the economy with motivated team work.  
· Innovative idea and quality management.  
· Aim to grow with developing healthy and diversified business.
· Enhance clarity, responsibility and accountability.
Mission
· Increasing the profit size by enhancing total sales. 
· To be the market leader in the serving industry. 
· Balancing the price with product and service quality. 
· To secure consumer rights providing best quality food and service.
Values
· Respecting the competitors among industries. 
· Not to compromise with the quality issue. 
· Research and development. 
· Highest customer value. 
· Ensuring best utilization of the resources. 
· Appreciating the efforts. 
· Serving the society (CSR). 
Strategies
· Fixing a clear objective to achieve. 
· Working as a team. 
· Adapting with the changed environment. 
· Conversing through integrity. 
· Searching for the best potential. 
· Caring for mutual benefit. 
Company Business
The company has different Strategic Business Units (SBUs) in more than 13 fields of industry. Those fields are Trading, Agro, Hospitality and Leisure, Packaging, Energy, ICT (Information and Communication Technology), Poultry, Foods, Real Estate, Shipping, Jute, Cotton and Textiles, Tea Garden and well established Tea Trade.

Ispahani Tea
ISPAHANI is the single largest tea company in Bangladesh. Acknowledged as a pioneer in the marketing of tea, we introduced to the Bangladesh tea market the laminated pouch, the double chamber tea bag, the “stand up” pouch, the food grade jar, the three-layer pouch, the 10gms easy pack and the “bag-in-bag” packet.
Its Tea Department selects, blends and packs the finest tea for both the local and international markets. It prides itself on quality and achieves a very high degree of customer satisfaction. Best-selling brands such as Mirzapore Best Leaf, Mirzapore Double Chamber Tea Bags, Blender’s Choice and Zareen are market leaders and household names in Bangladesh.

For export, Ispahani offers tea of Bangladesh origin-
· To all destinations in loose and packet form
· In original or in blended form

In packet, it has an unrivaled distribution network of sales centers and divisional offices spread all over the country. At the Tea Blending & Packaging Factory, it uses a hygienic state-of-the-art blending system, where tea is cleaned and blended automatically. Most modern packing machines are used to pack tea with weight checking and rejection system so as to ensure the desired quantity with minimum tolerance in each packet. All European origin machines are used to make best quality ‘tea-bags’ in our country. Ispahani achieved ISO 9001:2008 certification for its quality management system.

Ispahani Food limited
Ispahani Foods Limited (IFL), established in 1999, manufactures a wide and varied range of snack food products. IFL is a subsidiary of M.M. Ispahani Ltd and is based at Ispahani Foods Complex, Konabari, Gazipur, and Dhaka. Equipped with the most modern machinery, our food products are hygienically weighed, packed and sealed in a fully automated process which is supervised by a team of experts.

Under its popular brands “Cookie Man “and “Bakery Fresh”, IFL manufactures delicious Cookies and Toast Biscuits. IFL also manufactures biscuits under its Milkose, Peno, and Ispahani Orange brands as well as Potato Crackers under its “Mighty Chips” brand. We are also manufacturers of the extremely popular ISPI powder drinks brand which makes delicious powder drinks in orange and mango flavor. Since its inception, Ispahani Foods Ltd has come a long way in becoming one of the leading manufacturers of snack foods, biscuits, and powder drinks for its loyal and ever growing consumer base.

ISPI Travels Limited
ISPI Travels Ltd. is a subsidiary company of M. M. Ispahani Limited and has been established to cater increasing travel needs of the corporate world. It is a proficient business travel house, heading both corporate and leisure businesses. It has achieved impressive growth since it was set-up in June 1996 and services a blue chip international/ national client base.

ISPI Securities Ltd. (ISL)
ISPI Securities Ltd. (ISL) is a stock broking firm having membership of Chittagong Stock Exchange Ltd. (CSE) and was formed in 1996. It is a unit of Ispahani Group of Companies.
As a stock broking firm, ISL buys and sells shares, debentures, and mutual funds on behalf of investors (either individual or industries) for a commission. It has three terminals for online trading, two of them are installed in its Chittagong office, and the other is installed in its Dhaka office. ISL provides a safety vault facility to its customers for safe preservation of share certificates, which is also, insure. In the near future besides continuing operations as a stock broking, ISL will act as a Depository Participant of the Central Depository System (CDS) to augment more sophistication into its customer service facilities.

Ispahani Agro
Ispahani Agro Ltd. (IAL) is an agro based new venture of Ispahani group. Ispahani group was established in 1820. Ispahani is the market leader in tea industry of Bangladesh. Currently, Ispahani is involved in agro, cotton & textile, foods, ICT, shipping and many more. IAL is an integrated approach of supplying agro input to ensure Safe Food Security. IAL started its journey since 2007 with “Quality Seeds” with the value of farmers' progress for country's prosperity. In 2009, IAL started its biotech venture with the commitment to maintain the balance of nature. Later, IAL entered into agro processing sector with Aromatic Rice in 2010, Garden Fresh Mango in 2012, Daal and Brown flour, Rice bran oil, etc. in 2014.Currently, IAL is operating its agro-business with three wings “Ispahani Seeds”, “Ispahani Biotech” and “Ispahani Agro Processing”.

Pahartali Textile and Hosiery Mills (PTHM)
The Pahartali Textile and Hosiery Mills (PTHM) established in 1954 with 18,000 spindles, is one of the pioneers of textile manufacturing in this country. Present installed spindle capacity of these mills is 60,752. Due to increased demand of knitting, yarn for export-oriented industries PTHM intensified its BMRE (Balancing Modernization Rehabilitation and Expansion) program to meet the demand of knitting mills. It implemented the BMRE program with most modern high-tech European machines. Now as a result, revenue from the export market accounted for 45% of total revenue in 2001 as compared to 5% in 1999.












Corporate social responsibility
Education: In expanding the country’s education, MMI’s contribution is remarkable. MMI has established 9 renowned schools and colleges in Bangladesh where thousands of young people qualify every year-

	Name Of Institution
	Number Of Students

	Ispahani Public School And College
	1660

	Mirza Ahmed Smrity Biddalaya
	1121

	CJM High School
	650

	Waisia Darassuna Dakhil Madrasa
	352

	Mirza Ahmed High School (PTHM)
	1437

	Victory High School
	1368

	Comilla Public School And College
	1550

	Ispahani Girls School And College
	2600

	Siddheshwari (University) College
	3386



Health: Islamia Eye Hospital and M.A. Ispahani Institute of Ophthalmology is a center of excellent for providing modern, efficient and cost-effective eye care using the latest sight saving medical and surgical techniques. Since its inception in 1960, Islamia eye hospital and M.A. Ispahani institute of ophthalmology have been looking after the eye care needs of thousands of Bangladeshis.

In addition in 2007 alone, mmi extended their assistance to the following organization:
· Chittagong Eye Infirmary and Training Complex
· Children Leukemia Assistance and Support Service
· Purbokone Dengue Chikitsha Sheba Committee
· Chittagong Press Club
· Anjuman Muhfidul Islam
· Chittagong Medical College Hospital And
· Chattagram Maa O Shishu Hospital

Sports: MMI has been involved for many years in the development of national games and sports in Bangladesh. Ispahani has been the patron of the pioneer football league in Chittagong for the last eighteen years, under the supervision of Chattagram metropolitan Kria Sangstha every year Ispahani sponsor the premier cricket league and Bijoy Dibash cricket tournament organized by CJKS. To aid the development of talented cricketers, Ispahani train school students in Chittagong. In 2007 Ispahani sponsored the national cricket league for the seventh time. During the 2007 cricket world cup, Ispahani was sponsor of the Bangladesh cricket team. In addition to football and cricket, Ispahani has also sponsored various golf tournaments for many years.
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Internship Activities
[bookmark: _Toc449359608][bookmark: _Toc519674894]Report Compilation
The Executives of Business Development department taught me the way to sort their Market Observation Reports (MOR) which are sent via emails by their divisional executive. Divisional executives are responsible for visiting the market in weekly basis. They go to markets and collect important data regarding growth, demand, customers’ responses regarding the products from grocers and shopkeepers. They put it on a format including their feedbacks, recommendations and then send it to the Business Development department every week. My task here was to sort the necessary information from those individual Market Observation Reports (MOR) and compile them into a single report and then submit it to the responsible executive. From this MOR I have learnt how market intelligencers track the market and help to develop the brand/product analytically.
[bookmark: _Toc449359609][bookmark: _Toc519674895]Data Entry
I was also assigned to entry data from survey reports during the time of internship. Here I tried to compile the data in MS Access of the promotional activities done by the team and prepare some charts from them. While doing this I got to learn so many things about MS Access and how business organizations track the promotional efforts taken by the organization. 
[bookmark: _Toc449359610][bookmark: _Toc519674896]Attendance and Leave of employees
M. M. Ispahani Ltd. is very much concerned about their executives’ due work. The executives from different divisions send emails to one of the executive of Business Development Department about the visiting Markets and depots. My responsibility was to keep those records in one sheet. I also kept the records of taken leaves by all the executives from different divisions. I learnt about some business protocols form this.
[bookmark: _Toc449359611][bookmark: _Toc519674897]Price listing of competitors
The individual executives of M. M. Ispahani Ltd. send price list reports of their competitors every week with their current promotional offers. This information also contain the worth result of the promotional activities. I did compile of all the reports together to make one assembled report out of them. From this reports I learnt about the beneficial parts of the promotional programs.
[bookmark: _Toc449359612][bookmark: _Toc519674898]Tracking Employees
There is a planned schedule to visit the markets of each & every executive in different divisions. To check whether they visit the places according to the planned schedule or not, a tracking format was being upheld by me.

[bookmark: _Toc449359613][bookmark: _Toc519674899]Splitting Reports
After the decisions have been taken on Market Observation Reports, I split the full report into separate parts according to the related divisions. These spitted reports are sent to the relative Divisional Managers (DM).
[bookmark: _Toc449359614][bookmark: _Toc519674900]Sorting DM’s Feedback
The DMs from all the divisions send their feedbacks based on the findings of their executives in a weekly basis. My duty was to add them to the report before the weekly meeting and separating them after the decisions taken on them.
[bookmark: _Toc449359615][bookmark: _Toc519674901]Performance Appraisal
The executives are praised in the quarterly conferences basing on their performances. For this, the status of their activities and performances are kept accordingly. My duty was to keep record of their number of best reports, key findings and places visited.
[bookmark: _Toc449359617][bookmark: _Toc519674902]Other Learnings
At M. M. Ispahani Limited, I have learnt many things about corporate principles. The executives are very much friendly and supportive. They taught me as a teacher and the mistake I have made they taught me to correct it in discreet way. Each and every employee of the company is highly dedicated to their woks. I have learnt the culture of respecting other and come to & leave from office on due time. I have observed that when a difficult task arrives they tries to work as a team to do their best. I have learnt many unknown things about Microsoft Excel & Access while working. I was assigned mainly as an assistant for the executives to assist in their tasks to their job easy. I can relate many things here what I learned in academic term especially branding and marketing procedure of Fast Moving Consumer Goods manufacturer. The overall experience of my internship period is very positive & experiential than I thought.
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Literature review
Relationship Management
Relationship management is a approach in which a business maintains a incessant level of commitment to its customers. This management can take place between a company and its customers or between a company and other companies. The purpose of relationship management is to create an association between the business and its audience, be it client or company, rather than considering the purely transactional relationship.

Business-to-business relationships with suppliers, suppliers, resellers and other partners can also get benefits from building relationships. For example, management assistants deal with dispute resolution, agreement negotiations, and cross-selling prospects.

SRM
Supplier Relationship Management or Supply Management is a comprehensive approach to managing an organization’s interactions with the firms that resell or distribute the products and services it produces.

 Acceding to the Supply Chain Management Institute “Supplier relationship management is the process that defines how a company interacts with its suppliers. As the name suggests, this is a mirror image of customer relationship management (CRM). Just as a company needs to develop relationships with its customers, it also needs to foster relationships with its suppliers. The desired outcome is a win-win relationship where both parties benefit.” 

SRM's approach is to develop two-way, mutually beneficial relationships with strategic supply allies to provide higher levels of innovation and competitive advantage than those that could be achieved by operating either independently or through a traditional, transactional purchasing agreement.





Importance of Supplier Relationship Management
[bookmark: _Hlk527008193]Supplier relationship management (SRM) is extremely important as with customer relationship management. It involves behaviors that promote a constructive and productive relationship between a company and its business allies. Furthermore, SRM hunts for building trust, consolidating rules and expectations and establishing limits.

Learning 
[bookmark: _Hlk527009061]SRM helps companies get to know their audience, including identities and reason of buying their products, in addition to tendencies in customer purchase history. This allows companies to better anticipate their customers' needs and, therefore, satisfy them. Effective use of supplier relationship management can also deliver competitive advantage. Well-ordered client data helps businesses choose the right recipients for promotions and new products.

Keeping in touch with customers and interrelating with them frequently helps a company better understand their expectations. To remain competitive, it is vital for any company to know its customers and anticipate their forthcoming needs. This can be done through the creation of solid and consistent communication channels, which will permit the information flow from consumers to the business in a transparent way. For most businesses, Information can be a powerful tool as it is the basis on which businesses can revolutionize, research and sell new goods and services.

Reduce costs
[bookmark: _Hlk527009089]In general, there are significant costs involved in creating agreements with new suppliers, but a supplier relationship management program can eliminate many of these costs. However, by promoting a mutually beneficial relationship, companies can avoid unnecessary costs that could result from the renegotiation or termination of contracts ahead of time. Better working associations with suppliers not only generate price savings, but also decrease availability problems, delays and quality related problems, which ensures better service for the customer.

Organization
[bookmark: _Hlk527009117]SRM allows companies to be more competent by shaping and automating some facets of the business. From sales procedures to marketing campaign and business analytics, in addition to customer information, SRM automates and optimizes these procedures for businesses. This enables companies to organize these processes in simpler and more understandable information.

Offering Value-Added services
To develop long-lasting relationships with customers, it is important to offer value-added services such as after-sales assistance, advising and satisfying the specific needs of individual customer groups. Furthermore, it is necessary to ensure that the service standards are maintained and that customers do not have to face any kind of troublesomeness at the time of the purchase experience.

Enhances Customer Loyalty
[bookmark: _Hlk527009154]Effective Supplier relationship management allows a brand to induce customer loyalty, which in turn translates into repeated sales for the company. The higher sales volume also indicates higher revenues and profits for the brand in addition to growth. Customer loyalty also provides companies effective cross-selling opportunities, as loyal customers already trust the quality of products and services, they would not scruple to try other products and services presented by that specific brand.

Encourages Insightful Feedback from Customers
[bookmark: _Hlk527009188]Strong supplier relationships can play an important part in gathering insightful, reliable and timely response from them. If the relationship between the company and them is based on trust and mutual understanding customers are more likely to be truthful about their comments. These feedbacks are very valuable, as it has the potential to help the next innovation for the company. To ensure the quality of service in line with the competition and expectations of consumers, feedback is also important. Any defect, flaw or discrepancy in the delivery of the service or products can be recognized immediately by customers’ response, along with possible recommendations as corrective actions. As a result, truthful feedback can generate a continuous improvement cycle that not only enhances value to the brand, but also helps the company accomplish excellence in customer service excellence.

Personalization of the relationship
As the retailer must regularly be in contact with the supplier and visit him frequently, not necessarily only when it is needed. He may also be invited to participate and make suggestions for some of their strategic meetings. He may also discuss methods to improve the business. Share knowledge, opportunities, service benefits, software compatibility, etc. It would be useful for both.

On time payments
[bookmark: _Hlk527009205]A successful relationship between the supplier and the retailer leads to timely payments from retailers. The seller must always negotiate favorable payment terms before the agreement is started. But once the order is placed, the commitment must be honored. Any problem that presents itself in this sense must be properly treated to maintain the goodwill and benefits to earn.

Timely Delivery of Quality Materials
This way you can meet your budget and provide excellent customer service, you must have the things you need in time. The good thing about having a good relationship with your supplier is that they will give you priority. They will deliver the goods in advance. Also, they will make sure you get the best products.

Minimizes price volatility
Nothing is more frightening for the consumers’ than the massive vacillations in market prices. In some cases, these fluctuations are the immediate aftereffects of greater instability in product prices. However, by adopting the principles of managing relationships with suppliers, firms can often take advantage of fixed prices or gradual increments in return for longer contractual terms, minimum order levels or other valuation criteria. Having a clear and unequivocal cost base allows a company to establish its pricing structures with conviction and this often converts into happier and loyal clients.








Factors influencing supplier relationship management
[image: ]

Trust
[bookmark: _Hlk527008334]The first factor that influences the relationship between retailer and suppliers is trust. Both sides must trust each other. Retailers must trust the brand and the quality of their products that they will sell to end customers. Trust is important because it provides a basis for future collaborations. Once trust is established, companies learn that coordinated and joint efforts will lead to results that exceed what the company would achieve if it only acted in its own interest. Trust consists of two essential elements: trust in the honesty of the partners and trust in the benevolence of the partners. Honesty is the belief that one's partner stands by his word. Benevolence is the belief that the partner is interested in the wellbeing of the company and will not undertake unexpected actions that will negatively affect the company. It seems that if partners in a relationship trust each other, they are more emotionally involved and less consciously weigh the benefits with the costs of that relationship. When there is trust in the relationship between a supplier and a retailer, a sense of security and control is created. If a supplier has the ability to keep promises and act consistently with integrity and concern for retailers, this influences their loyalty to that supplier. When a dealer's trust in a supplier increases, a retailer's intentions to have a future interaction with that supplier and loyalty increases.

Bonding 
Bonding is the key to a strong supplier-retailer relationship. Bonding is described as a dimension of a business relationship, which causes two parties to act in a unified way towards the desired goal. Bonding creates links between the parties and influences perceptions and mutual behavior. Bonding can be classified into two categories: social bond and structural bond. The social bond has a number of dimensions that include social interaction, closeness, friendship and performance satisfaction. The dimension of bonding that is applied to relational marketing consists in developing and improving customer loyalty, which translates directly into feelings of affection, in the sense of belonging to the association and indirectly in a sense of belonging to the organization. The customer will see the items and will relate with his own life, creating a connection between the parties. This connection will make the customer more receptive to what the supplier representative offers. By connecting to the customer, the supplier creates a common basis of things that they have in common.

Communication
Communication is also considered as an important aspect of a successful relationship between supplier and retailer. Communication is described as a formal and informal exchange of meaningful and timely information between the parties. In general, communication helps build trust by providing partners with a mechanism that can be used to resolve disputes. Furthermore, it enhances the partners' ability to align their expectations and perceptions.

When a supplier communicates with a reseller, listening is as important as talking. The ability of a supplier to communicate effectively and frequently with the retailer has an impact on the willingness of these retailers to be loyal to that supplier. The frequency in communication ensures that a retailer becomes faithful. When communicating with a retailer, it is important that the seller maintains a positive attitude towards the retailer. Through continuous communication with retailers, a supplier can know the needs, needs, expectations and behaviors and develop the organization to meet the given conditions.

Shared value  
When partners have a common vision of what is significant, suitable and right with respect to behavior, goals and policies, they have shared values. The sharing of values between the parties is important to provide a direction for the similarities between objectives, policies and strategies. Shared values can lead to cooperative behavior that can lead to greater motivation for the parties to cooperate. In the event that the partners share esteems, at that point they are more dedicated to surpassing the allocated prerequisites. Shared qualities are both a forerunner and a result of duty. Shared qualities can create after some time all through the relationship when the partners included connect more with one another. At the point when a partner focuses on reasonable treatment, it is straightforward about the guidelines and methods to which it focuses and approaches the other party with deference, which by implication advances shared qualities.

Conflict handling 
Conflict management means effectively resolving disagreement between two parties. The way a supplier handles conflicts can lead to the loyalty of a retailer. When a supplier manages a conflict with excellence, this can increase customer satisfaction and build loyalty beyond where it was before the accident. Obviously, there is a strong link between effective conflict management and customer loyalty. It is critical to have schedules seeing protestations to deal with them as adequately as could reasonably be expected and to have the capacity to keep up a retailer fulfilled. It is difficult for a provider to reconfirm a client if the way toward taking care of an issue took quite a while, included a wide range of individuals in the organization and was expensive for the client. It is vital to attempt to deal with the client protestation as fast, effortlessly and liberally as conceivable to keep up the association with the client. The protestations of a client give a profitable information of the client. A client's protestation ought to be remunerated as opposed to being rebuffed, since the individual gives valuable data to the supplier about his or her assumptions regarding the item or administration that was conveyed. A decent composed grievance builds consumer loyalty, prompting reliability and rehashed buys. At whatever point a client gripes to a provider, the provider can transform a disappointed retailer into a fulfilled one in the meantime as the merchant gathers significant data for what's to come.
Competence 
Having competence refers to having skills and technical knowledge. Competition is considered an important factor in achieving customer loyalty. The expertise of a supplier requires the ability to understand its customers and has the ability to meet their needs, as well as adapt to changing customer needs. Custom adaptations require the creative thinking of a supplier, organizational changes and hard work. In order for a supplier to adapt to the client's different wishes, proactive collection knowledge is required on the different needs of the client. It is essential to know in advance the circumstances, cultures and problematic issues specific to a client in order to be able to give the customer a suitable adapted offer. If a supplier's ideas about a customer's geological, ecological, political, and financial circumstances outweigh the client's ideas about their environment, this can lead to impressive results for the supplier. A supplier with the expertise to create customized solutions for customers increases the value of the relationship by offering customers the freedom from their problematic current problems that they cannot or do not solve on their own. By training and helping customers to change and improve their processes, a supplier approaches customer and creates added value for them.

Satisfaction
Another relationship mediator, the satisfaction of the relationship, is the affective or emotional state of a retailer towards a relationship. Satisfaction occurs when a customer's expectations are met or exceeded. The key to achieving customer satisfaction is to understand customer expectations. Expectations are a mix of personal needs and customer experience, word of mouth and marketing communications. If customers are not satisfied, it is likely that they will spread negative comments about that provider, which can damage potential customers of the provider. Satisfaction in a relationship between a supplier and a reseller is created after the transaction. To make an enduring association with a retailer, a provider must spotlight on giving an abnormal state of fulfillment after the exchange to make more exchanges with that retailer later on. To accomplish consumer loyalty, an organization must perceive client desires and discernments. By recognizing this, an organization can change its items into the quality that the client expects and, thusly, accomplish fulfillment. In light of this, it is fundamental to influence estimations about fulfillment and that if an organization to can quantify fulfillment, at that point it very well may be overseen.
Reciprocity 
Reciprocity can be described as a dimension of a business relationship and this dimension makes it possible that two parts exchange favors. Reciprocity means that both parts will be likely independent of each other and have mutual benefits of the cooperation. Reciprocity is a commitment for partners to return what they host got from different gatherings. Relationship advertising has turned into the picked approach for firms when needing to create equal and important long-haul associations with clients. a cozy connection between a provider and a client requires corresponding comprehension. Reciprocity more often than not can be connected when there is a trade of endowments or administrations yet in addition with respect to concessions. On the off chance that one gathering is asking for something that the other party isn't willing to acknowledge, at that point a bringing down of that demand can make the other party feel more obliged to acknowledge the new offer. In a respond conduct parties compensate each other's liberality and rebuffs pioneering conduct. The conduct that one gathering gets can be relied upon to be given back possibly it is sure or negative.

Commitment 
[bookmark: _Hlk527008387]Commitment is another major mediator that influence the correlation between supplier & distributors. Commitment occurs when there are requirements for maintaining long-term relationships. When you want to continue a relationship with a partner, it is called commitment. Commitments involves weakness and that qualities of trust are essential for the relationship to be submitted. There is impact of responsibility with regards to accomplishing client reliability. In the event that clients feel that the provider is resolved to fulfill their necessities then that prompts higher dependability for that provider. Duty by and large prompts upgraded viability and productivity in showcasing connections since responsibility demonstrates readiness to coordinate, brings down the propensity to leave the relationship and predicts consistent assent and concession. A provider's drives and interests in a client likely will broaden the connection between the gatherings.

Collaboration
[bookmark: _Hlk527008444]A growing number of consumer products manufacturers and retailers are working together to improve their performance. This collaboration, through partnering on initiatives that go beyond day-to-day activities and are aimed at providing significant long-term value to both parties, is a good alternative to price-based (and sometimes antagonistic) supplier-retailer relationships.

Transparency improves collaboration and makes retailers more valuable to manufacturers by reducing the risk of disintermediation, a common concern among retailers. Disintermediation is when producers go directly to the end user, without going through a traditional retailer.

Transparency has other advantages. The exchange of operational information allows both parties to obtain higher margins, to reach the market more quickly, increase competition and connect the sales force to the market and reduce distribution costs.

If done well, transparency in the supplier-retailer relationship can change the game. It can allow retailers to go beyond storage and storage to provide a full continuum of services, such as sales, customer support, repairs, spare parts, multilingual support, etc. These additional features make retailers more valuable to manufacturers and can enable them to reduce profits. Close collaboration, assisted by transparency, also improves the long-term profitability of retailers and reduces the risk of disintermediation. The greater the value and the competition that resellers offer to producers, the more mutual the exchange of information will be. Ultimately, transparency enhances the value proposition of retailers.















Study Variables
Among the factors mentioned above I am selecting three major factors- supplier-retailers trust, commitment & collaboration as the independent variables for this report and how do these factors impact business performance which is the dependent variable.


Figure 1: Study variables


Impact of Supplier-Retailer Trust, Commitment & Collaboration on Firm’s Business Performance

Business Performance
In general, the concept of performance describes how individuals and groups come to a conclusion to achieve a goal. The notion of business performance is demonstrated through the fulfillment of tasks by important employees of an organization. This explains why organizational success is directly proportional to the collective performance of employees. Business performance describes the level of fulfilled tasks of the business’s aims or targets as determined by outputs obtained at the end of a particular business period. Furthermore, the company's performance can be measured through subjective or objective scales. However, in most of the previous studies, both subjective and objective methods are used in combinations to compensate for the deficiencies of both methods. It has become evident that, although profitability, sales and market share are the criteria most used in subjective measures, Return on Asset (ROA) and Return on Earnings (ROE) are the most used in the objective method. While researchers and experts have developed numerous approaches to measure business performance, there is no solitary commonly valid method that can be useful in all contexts. Besides, as referred to by a few savvy people, the responsibility, trust and collaboration among purchasers and providers can upgrade production network execution, which thusly will prompt business results. 

Buyer-Supplier Commitment 
Commitment has been viewed as a vital and significant factor that contributes to strengthening buyer supplier relationships. Commitment is defined as the belief and aim to continue with a relationship that one may see as valuable. Retailer-supplier commitment has been regarded as a main construct in defining long-term business relationships in a business-to-business (B2B) setting. Additionally, the capacities of organizations to achieve the required levels of execution looked for is accomplished through their readiness to include in viable and worthy duty with their colleagues. This focuses to the imperative job and noteworthiness that retailer-provider duty has in guaranteeing firms' sound activities which may finish up in execution change. In view of the fundamentals of B2B connections, delight among gatherings has been set up as a driver to long haul introduction, unwaveringness and relationship responsibility between colleagues. The preparation of purchasers to commit to their associations with providers impacts making trust in their affiliations, which decides the key job that purchaser provider responsibility practices in the execution of organizations. Organizations that participate in submitted connections have better execution through their common want and tendency to share delicate and key exclusive data, which are critical in the well-working of their inventory network exercises. What's more, abnormal amounts of duty among organizations give fundamentally to creating shared trust. This outcomes in the shared trade of fundamental data and an information base, the two of which are critical in empowering business' advancement.

Buyer-Supplier Trust 
Trust is defined as the confidence or belief that exchange partners have in each other’s dependability and honesty. Belief and confidence in the reliability and goodwill of a business partner are fundamental characteristics of trust. Trust between buyers and suppliers arouses the performance of buyers and suppliers. Trust has also been defined as the support of interpersonal and inter-organizational associations. Trust is important in the ability of organizations to build and develop strong cooperation between buyers and suppliers. Through trust, greater competences are created within the company, which leads to a reduction in costs, which in turn activates the efficiency of the supply chain. According to intellectuals, the relationships between buyers and suppliers that are categorized by a flow of good and uninterrupted flow of quality information incline to determine the formation of appropriate trust behavior between the parties involved. Furthermore, it has been discovered that trust is an indispensable element to guarantee the commitment in the environments of the buyer and of the suppliers. Therefore, the trust of the buyer and the supplier is important in the efforts of each company to get the supply chain operations performed smoothly.

Buyer-Supplier Cooperation 
The cooperation between the buyer and the supplier is the set of communal activities amongst business associates or organizations with the aim of achieving common objectives and setting objectives that could not be achieved. Cooperation between supply chain partners is very important to their capability to work synergistically to achieve optimal business performance. The strong cooperative efforts of the commercial parties make a significant contribution to producing better results in terms of data exchange, as well as adequate and problem-solving solutions. The commitment of the relationship between buyers and suppliers is fundamental for creating and upholding cooperation between companies. Cooperation between the buyer and the supplier has also been recognized as an vital antecedent to trust between organizations. Furthermore, cooperation between buyers and suppliers is a direct engine for the organization's performance. Furthermore, effective and efficient cooperation between members of the supply chain has been acknowledged as essential to achieve the mandatory level of supply chain performance. For instance, when a supplier is stressed to meet the buyer's requirements, the buyer can help him through the launch of a supplier development program that enables him to meet the buyer's needs. Thus, it appears that buyer-supplier cooperation is a key factor in enabling and contributing to the proper functioning of any company's supply chain.







C H A P T E R - 5
Findings & Analysis


Findings and analysis
Population and sample for the study
All employees of the company who are working in the corporate office have been selected as the population for my study. Among the population about 30 respondents are selected as the sample for my study as they were most suitable in this case. All the respondents are engaged in work with the company for a good period of time some of them are involved in work here from very beginning.
Measurement 
As I mentioned earlier the data was collected from a questionnaire which was then used for the measurement of the study variables. The questionnaire contains twenty different questions divided into four separate sections as per the study variables. Each question inclined with a five points Likert Scale anchored with (1) Strongly Agree to (5) Strongly disagree point. The questionnaire used for this study is given below.

[bookmark: _Toc526834946]Table 1: Measurement for supplier business management performance including relational and financial benefit
	Perf 1
	Our performance with the intermediaries in relation to achieving mutual trust is high

	Perf 2
	Our performance with the intermediaries in relation to achieving information sharing is intensive

	Perf 3
	Our performance with the intermediaries in relation to achieving a reputation of fairness is notable

	Perf 4
	Our performance with the intermediaries in relation to achieving investments into the relationship is high

	Perf 5
	Our performance with the intermediaries in relation to maintaining long-term relationship is promising

	Perf 6
	Our performance with the intermediaries in relation to reducing conflicts is adequate

	Perf 7
	Our performance with the intermediaries in relation to meeting sales targets and objectives is outstanding



[bookmark: _Toc526834947]Table 2: Measurement for Supplier Commitment
	SC 1
	Our intermediaries have a strong sense of loyalty to our company 

	SC 2
	We expect our intermediaries to be working with us a long time

	SC 3
	Our intermediaries are willing to make long-term investments to help our company 

	SC 4
	Our intermediaries   are really committed to developing a working relationship with our company

	SC 5
	Our intermediaries   see this relationship as a long-term alliance



[bookmark: _Toc526834948]Table 3: Measurement for Supplier trust
	ST 1
	Our intermediaries   have been truthful in dealing with our company.

	ST 2
	Promises made by Our intermediaries   are reliable.

	ST 3
	Our intermediaries   are knowledgeable about the product.

	ST 4
	Our intermediaries    have problems in understanding our position. (R)



[bookmark: _Toc526834949]Table 4: Measurement for Supplier cooperation
	SCO  1
	Our relationship with Our intermediaries    is better described as a cooperative effort than an adversarial one.

	SCO 2
	We work together to achieve our common goals. 

	SCO 3
	The cooperation between us in this relationship is effective. 

	SCO 4
	We are concerned about the success of each other.



Data collection procedure
Data was collected from about thirty permanent employees of M.M. Ispahani Ltd. I went to them one by one and given them a hard copy of the questionnaire and requested them to fill it. After a while I went to them again to collect all the copies. 
Data Analysis
All data are collected from the questionnaire. Each question of the questionnaire confined with a five-point Likert scale to generate responses. The responses are then put into MS Excel to generate means and the graphs that were necessary for analyzing and comparing the study variables mentioned in this report. The qualitative method was used for data analysis as the number of respondents was very limited, though it helped to get better insights and obtain accurate and reliable results.

Findings


This particular graph is generated from the data that was collected through the questionnaires. It clearly shows that Ispahani has gained an above average score for each study variable that indicates that they are successful in making a good relationship with their retailers which has helped them to maintain increasing business performance.
Discussion
After generating means of each questions of the questionnaire I have found that Ispahani’s business performance is outstanding as the maintain a relationship that is built on trust commitment and cooperation with their retailers. 

While measuring Ispahani’s business management performance including relational and financial benefits I have found that their performance with the retailers in relation to achieving mutual trust is high. In relation to achieving information sharing they maintain an intensive performance with retailers. They have also maintained a noteworthy performance with retailers in relation to achieving a reputation of fairness. Their performance with retailers in relation to achieving investments into the relationship is satisfactory. They try to maintain long term relationship with their retailers. However, some of the respondents have not strongly agreed that their performance is not adequate enough to reduce conflicts with retailers. The relationship is outstanding for meeting sales target and objectives.

While measuring the commitment of ispahani with their retailers I have found that retailers have a strong sense of loyalty to the company. Ispahani always wants to work with retailer for a longer period of time. Retailers are willing to make long-term investment to help the company and are committed in developing a working relationship with the company. They also see this relationship as a long-term alliance. 

When I tried to find out that how much trust there is between Ispahani and its retailers I noticed that a few respondents do not fully disagree that their retailers have problems in understanding their position. Other than that, it was evident that retailers are very truthful dealing with them and they make reliable promises to the company. Retailers are also knowledgeable about their products.

Lastly after measuring Ispahani’s cooperation with its retailers the conclusion that I want to draw the cooperation in the relationship is very effective. The relationship corresponds to a cooperative effort unlike an adversarial effort. Both parties work together towards their common goals and concerned about success of each other.











Conclusion

As with customer relationship management, supplier relationship management (SRM) is vitally important. It consists of behaviors that promote a positive and productive relationship between a company and its business partners. Furthermore, SRM seeks to build trust, consolidate rules and expectations and establish limits.

SRM helps companies get to know their customers. supplier relationship management program can eliminate significant costs. SRM allows companies to be more efficient by organizing and automating some aspects of the business. Effective Supplier relationship management allows a brand to induce customer loyalty, which in turn translates into repeated sales for the company. Strong supplier relationships can play an important role in gathering insightful, reliable and timely response from them. A successful relationship between the supplier and the retailer leads to timely payments from retailers.

Ispahani has gained an above average score for each study variable (Supplier trust, commitment, collaboration and business performance) that indicates that they are successful in making a good relationship with their retailers which has helped them to maintain increasing business performance.
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Appendix
Questionnaire used for the survey:
	Strongly disagree= 1; Disagree= 2; Average= 3; Agree= 4; Strongly agree=5

	Measurement for supplier business management performance including relational and financial benefits

	1
	Our performance with the intermediaries in relation to achieving mutual trust is high
	1
	2
	3
	4
	5

	2
	Our performance with the intermediaries in relation to achieving information sharing is intensive
	1
	2
	3
	4
	5

	3
	Our performance with the intermediaries in relation to achieving a reputation of fairness is notable
	1
	2
	3
	4
	5

	4
	Our performance with the intermediaries in relation to achieving investments into the relationship is high
	1
	2
	3
	4
	5

	5
	Our performance with the intermediaries in relation to maintaining long-term relationship is promising
	1
	2
	3
	4
	5

	6
	Our performance with the intermediaries in relation to reducing conflicts is adequate
	1
	2
	3
	4
	5

	7
	Our performance with the intermediaries in relation to meeting sales targets and objectives is outstanding
	1
	2
	3
	4
	5

	Measurement for Supplier Commitment

	8
	Our intermediaries have a strong sense of loyalty to our company 
	1
	2
	3
	4
	5

	9
	We expect our intermediaries to be working with us a long time
	1
	2
	3
	4
	5

	10
	Our intermediaries  are willing to make long-term investments to help our company 
	1
	2
	3
	4
	5

	11
	Our intermediaries   are really committed to developing a working relationship with our company
	1
	2
	3
	4
	5

	12
	Our intermediaries   see this relationship as a long-term alliance
	1
	2
	3
	4
	5

	Measurement for Supplier trust 

	13
	Our intermediaries   have been truthful in dealing with our company.
	1
	2
	3
	4
	5

	14
	Promises made by Our intermediaries   are reliable.
	1
	2
	3
	4
	5

	15
	Our intermediaries   are knowledgeable about the product.
	1
	2
	3
	4
	5

	16
	Our intermediaries    have problems in understanding our position. (R)
	1
	2
	3
	4
	5

	Measurement for Supplier cooperation

	17
	Our relationship with Our intermediaries    is better described as a cooperative effort than an adversarial one.
	1
	2
	3
	4
	5

	18
	We work together to achieve our common goals. 
	1
	2
	3
	4
	5

	19
	The cooperation between us in this relationship is effective. 
	1
	2
	3
	4
	5

	20
	We are concerned about the success of each other.
	1
	2
	3
	4
	5




Business Performance


Buyer-Supplier Commitment


Buyer-Supplier Trust 


Buyer-Supplier Cooperation


Means of Study Variables
AV_Perf	AV_SC	AV_ST	AV_SCO	3.7755102040816313	3.8357142857142863	3.6607142857142856	3.9553571428571428	
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