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Whether the use of complexity research will fundamentally improve firm
performance will depend on the effect on success derived from its application.
Duncan A. Robertson (2004)

Service performance is considered an essential determinant of successful business
relationships. It affects the customer’s repurchase intentions and, therefore, the continuity of
the relationship between the service provider and the customer. Yet, due to the complexity of
B2B relationships, service performance is a multi-faceted issue. It includes at least three
crucial aspects: competence-based, expressive, and collaborative performance. The present
paper investigates the effects of these dimensions on the buyer-supplier relationship and
analyzes their mediated impact on customer repurchasing intentions. In so doing, we establish
a structural equation model and test multiple hypotheses with a sample of 141 purchasing
professionals from 23 countries. The findings indicate that expressive and collaborative service
performance are more significant determinants of successful business relationships and
influence business relationship continuity more than competence-based service performance.
Also, relationship performance was found to fully mediate the links between expressive and
collaborative service performance with customer repurchase intentions. The study
underscores that service providers can ensure business continuity with their customers by
investing in expressive and collaborative service performance.

1. Introduction
Perception of past service performance plays a pivotal
role in customers’ repurchase intentions of B2B
services. Previous research has shown that customers
are more likely to continue business with a service
provider they perceive favorably (Hennig-Thurau et al.,
2002; Shamsollahi et al., 2020), and that customers’
positive perceptions of the service link to stronger
customer repurchasing intentions, either directly (Roy
& Butaney, 2014) or through buyer-perceived value
(Aitken & Paton, 2016). Hence, a positive customer
perception of service performance is vital for the
sustainable business of service providers. It is especially
important for complex B2B services that are difficult to
evaluate (Briggs & Grisaffe, 2010).

along with customer repurchase intentions. Most
empirical studies examining service performance and
repurchase intentions are conducted in the business-toconsumer (B2C) context (for example, Antwi, 2021),
emphasizing consumer services, retail, hospitality, or
online commerce (Tandon et al., 2017). Nevertheless,
some studies demonstrate the impact of service
performance on the buyer-supplier relationship in the
B2B and industrial services context (Doney & Cannon,
1997; Homburg & Garbe, 1999). However, a need
remains to analyze further the factors influencing B2B
service contract renewal because the linkages between
service performance, relationship performance, and
customers’ purchasing continuity intentions in
relational B2B service exchanges constitute a complex
setting for purchasing decisions (Bolton et al., 2006).

This study focuses on the impact of service
performance on provider-customer relationships,

Service providers need to manage their service
performance in several areas. First, because customers

Technology Innovation Management Review

May 2021 (Volume 11, Issue 5)

The Effects of Competence-Based, Expressive and Collaborative Service
Performance on the B2B Service Relationship Wenting Zou, Saara A. Brax, Risto Rajala
are significant contributors to the service process in B2B
services, and the element of co-creation is salient,
collaborative performance has a crucial role in the
service process and can significantly influence the
service relationship. Second, many industrial and B2B
services are sophisticated services that require
specialized capabilities and competent performance
from the providers. Third, successful services
characterize expressive performance, which implies the
parties’ satisfaction with their interaction throughout
the service activities, both on psychological and
emotional levels. Further investigation of the
complexity of service performance is needed to
understand how the different aspects of service
performance contribute to the continuity of B2B
business relationships.
The following research question was posed for the
study: How do service performance and business
relationship performance affect service contract renewal?
We studied this question by examining the
interrelationships between service performance,
relationship performance, and customer repurchase
intentions through a structural equation modeling
(SEM) approach. In the research model, service
performance was divided into three dimensions:
competence-based, expressive, and collaborative
service performance. Hypotheses were tested by
analyzing a sample of responses from 141 purchasing
professionals in 23 countries. A survey questionnaire
was developed and carefully tested to collect the data.
The study contributes to the service literature by
analyzing the influences of three dimensions of B2B
service performance on the business relationship and
customers’ repurchase intentions.

2. Theory and hypotheses
2.1 Relationship continuity – repurchase intentions
Customer repurchase intention (or likelihood-to-renew
the relationship) is often considered as the eventually
positive outcome of the supplier and buyer relationship
(Shamsollahi et al., 2020). In this sense, repurchasing
intentions refer to the buyer’s intent to purchase the
same or additional services from the same provider, and
thus continue the relationship. It can also reflect the
buyer’s reluctance to switch suppliers. Repurchasing
intentions often consist of contract renewals and
increased patronage, typically developing into a longterm business relationship (Cannon & Homburg, 2001).
In B2B services, a long-term relationship between
buyers and service providers facilitates collaborative

innovation for the benefit of both parties.
2.2 Relationship performance
Relationship performance reflects the customer’s
perception of the buyer and supplier relationship
(Palmatier et al., 2007). In B2B contexts, the service
complexity, long time horizon of delivery, and
unfamiliarity of outcomes, increase uncertainties for
buying companies (Huo et al., 2016). A good interorganizational relationship between the buyer and
service supplier increases mutual understanding and
facilitates adaptations during the service process,
decreasing buyer-perceived uncertainty (Roehrich &
Lewis, 2014). Although relationship performance is a
composite construct that includes several different
perspectives, researchers have identified that trust,
satisfaction, and commitment form the critical
dimensions of relationship performance (Morgan &
Hunt, 1994; Barry & Doney, 2011). In the following,
these components are elaborated in more detail.

Trust in B2B settings refers to the belief of a party that

its needs can be met by the actions of another
organization (Doney et al., 2007). Hence, trust is a
crucial
determinant
of
successful
business
relationships. The complexity of B2B services and
relational exchange makes trust even more critical
because it reduces customer-perceived risks during
service interaction (Doney et al., 2007).

Satisfaction

has been defined as the buyer’s positive
affective state in a business relationship resulting from
the appraisal of their relationship with the supplier
(Selviaridis & Spring, 2007). Smeltzer and Ogden (2002)
suggest that it reflects an evaluation of the supplier’s
overall performance, considering all service episodes
instead of focusing on a single transaction. In B2B
service exchanges, the process-based and long-term
collaboration orientations between the two parties
mean that a satisfactory business relationship is critical.

Commitment

refers to the buyer’s perception of the
provider’s willingness to maintain a stable relationship
in the long run. Different dimensions of commitment,
including affective and calculative commitment (Briggs
& Grisaffe, 2010; Stauss et al., 2010), exist due to various
motivations to continue the relationship. Affective
commitment is the desire to maintain the relationship
because the buyer has positive feelings for the supplier
and may experience a sense of belonging and loyalty in
the relationship (Morgan & Hunt, 1994). A buyer’s
calculative commitment implies the need for
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relationship continuity, for example, due to substantial
switching costs or termination costs associated with
leaving the relationship (Stauss et al., 2010). Hence,
commitment is critical to organizational buying
behaviour in relational exchanges. Existing studies show
that the buyer’s trust in a service provider and
satisfaction in the relationship positively influence the
buyer’s service repurchase intentions (Zeithaml et al.,
1996; Doney & Cannon, 1997; Eggert & Ulaga, 2002).
Studies have shown a strong positive correlation
between buyer-perceived commitment and relationship
continuity (Morgan & Hunt, 1994). Hence, we
hypothesize:

H1: Relationship performance has a positive direct effect
on customer repurchase intentions.

2.3 Service performance
Customer-perceived service performance is connected
with value-creating practices between customers and
service providers. Because customers subjectively
determine the value of a service based on their
experience, customer perception of service performance
is key to understanding and measuring the value
realized through a service (Vargo & Lusch, 2011;
Kohtamäki & Rajala, 2016). In supply chain management
research, service performance is commonly evaluated
instead of service quality (Stank et al., 2003; Briggs &
Grisaffe, 2010). The dimensions of service performance
are based on service quality conceptualizations by
Parasuraman et al. (1985) and Grönroos (1984), which
include the technical outcomes of a service and its
functional processes. The complexity of B2B services
requires the assessment and management of multiple
parameters to ensure effective service delivery. Hence,
we identify three service performance dimensions:
competence-based service performance, expressive
service performance, and collaborative service
performance, which separately examine these
dimensions’ effects. Understanding these dimensions of
service performance helps providers allocate their
resources effectively and clarifies decision-making
related to purchasing business services (Arnott et al.,
2007; Briggs & Grisaffe, 2010). The following section
elaborates on each dimension.
2.3.1 Competence-based service performance
Competence-based service performance refers to the
outcome-achievement of a service grounded on
Grönroos’ (1984) widely used concept of “technical
service quality”. Essentially, it describes “what” the
customer gains from interacting with the service

provider (for example, service-need fit, conformance to
specifications, and reliability of operations) (Arnott et
al., 2007). Thus, competence-based service performance
extends the outcome-focused technical quality concept
with service reliability, defined as accurate and reliable
delivery of the promised service outcome (Johnston et
al., 2004).
The competence-based service performance dimension
focuses on activities that constitute the provider’s core
services (Lindberg & Nordin, 2008). Here, expectations
are either based on predefined and formally agreed
performance criteria or guided by less formal
descriptions of the service offering that facilitate the
buying decision, since the core service is the reason that
initiates the service exchange. Buyers can therefore
often measure competence-based service performance
based on this fact. In B2B service contexts, measuring
competence-based service performance requires buyers
to assess the service reliability in terms of how well the
service outcome conforms to expectations (Beltagui &
Candi, 2018).
When business customers receive the expected service,
the logical outcome is a good inter-organizational
relationship between the customer and provider. The
literature documents corresponding relationships
between expected service outcomes and the three
dimensions of relationship performance: trust,
satisfaction, and commitment. Prior studies have
identified that expected outcomes lead to the buying
organization’s trust in the service provider (Homburg &
Garbe, 1999). Moreover, previous studies have proven
that the outcome-related performance of services
positively influences customer satisfaction (Homburg &
Garbe, 1999; Roy & Butaney, 2014) and can lead to a
buyer’s commitment to the business relationship
(Chumpitaz Caceres & Paparoidamis, 2007). These
considerations lead to the following hypothesis:

H2:

Competence-based service performance positively
influences relationship performance.
2.3.2 Expressive service performance
Expressive service performance concerns the customer’s
affective reaction to a service. It demonstrates that the
service process has characteristics that convey
something to the customer on a psychological or
emotional level and evokes affective responses (Beltagui
& Candi, 2018). Although these reactions include a
subjective component, they reflect the customers’
experiences of interactions with the provider, thereby
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essentially contributing to the broader perception of the
service by the customer (Doney et al., 2007).
The affective and experience-centric dimensions of
service performance have been captured in various
forms in the classical service assessment frameworks,
including the SERVQUAL instrument (Parasuraman et
al., 1985). The SERVQUAL instrument addresses the
service experience with five dimensions: tangibility,
reliability, responsiveness, empathy, and assurance.
Expressive service performance captures three of them responsiveness, empathy, and assurance, which
represent functional service quality as identified by
Grönroos (1984). Hence, expressive performance also
covers the service provider’s support for the customer
(Grönroos, 1984; Chumpitaz Caceres & Paparoidamis,
2007).
Researchers have found positive links between
expressive service performance, customer trust, and
satisfaction in the relationship (Morgan & Hunt, 1994;
Doney et al., 2007). In a study of industrial services,
Homburg and Garbe (1999) illustrate that a customer’s
trust, satisfaction, and perceived commitment are all
positively
affected
by
expressive
performance
(operationalizes as “process-related quality”). These
arguments on expressive service performance give rise
to the following hypothesis:

H3: Expressive service performance positively influences

relationship between parties with common goals (Guo &
Ng, 2011). More precisely, transparent information
exchange (De Vries et al., 2014) can increase trust and
reduce information asymmetry between parties. Yet, the
literature review by Oertzen et al. (2018) pointed out that
the ways and intensity of sharing and co-creation vary
between different types of service offerings and across
service life-cycles. Also, a provider’s flexibility that
facilitates adaptating to unforeseeable situations and
promotes a measured approach to problem-solving can
increase customer-perceived commitment to the
relationship (Guo & Ng, 2011). Hence, we hypothesize
that collaborative service performance, in general,
contributes to relationship performance as follows:

H3:

Collaborative service performance
influences relationship performance.

positively

The main argument for distinguishing between
competence-based, expressive, and collaborative
performance is that assessments of service performance
can emphasize outcomes, affection, or cooperation.
Research of B2C services demonstrates that service
performance is directly linked with customer repurchase
intentions (Bolton et al., 2006). Good collaborative
buyer-supplier relationships are crucial, particularly in
complex services, which are co-designed and produced
jointly. According to Caruana (2002), the link between
service performance and repurchase intentions is fully
mediated by customer satisfaction.

relationship performance.

2.3.3 Collaborative service performance
Collaborative service performance is the customerperceived performance of collaborating with the service
provider during a service exchange, which involves
activities and exchange of information to achieve a
targeted performance level. In B2B contexts, services are
generally co-created through interactions between
buyers and suppliers, which requires close collaboration
to design, develop, and deliver services (Vargo & Lusch,
2011). Recent empirical studies highlight information
sharing as the foundation of cooperation between
buyers and suppliers to improve performance (Barratt,
2004). Collaborative performance of B2B services is often
estimated by the information sharing, flexibility, and
cooperative attitude of suppliers towards the contract
(Barratt, 2004; Guo & Ng, 2011).
One of the foundational arguments in the servicedominant perspective (Vargo & Lusch, 2011) is that all
services are co-created. Collaboration fosters a

Conversely, if the buyer perceives the underlying
relationship as poorly performing, it is unlikely that a
repurchasing decision will be made. Briggs & Grisaffe
(2010) conclude that customer trust mediates the
influence of service performance on behavioral
intentions in B2B contexts. Their findings suggest that
service performance has only an indirect impact on B2B
repurchase intentions. Hence, it is reasonable to assume
that relationship performance mediates the effect of
service
performance
on
customer
repurchase
intentions.
In this study, we examine the outcome-achievement,
affective and collaborative aspects of service
performance. Undeniably, the relational aspects of
service performance are accentuated in long-term
collaboration. Thus, we hypothesize that the
contributions of all three dimensions of service
performance to customer repurchase intentions will be
fully mediated by relationship performance.
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Figure 1. Research Model
H5:

Relationship performance fully mediates the
positive relationship between competence-based
service performance and customer repurchase
intentions.

H6:

Relationship performance fully mediates the
positive relationship between expressive service
performance and customer repurchase intention.

H7:

Relationship performance fully mediates the
positive relationship between collaborative service
performance and customer repurchase intention.
The relationships hypothesized above are presented in
Figure 1.

3. Research method
3.1 Sample and data collection
The sampling frame of the present study entailed
service purchasing professionals whose jobs involve
buying business services. We invited respondents from
several countries, industries, levels, and functions for a
comprehensive analysis of the phenomenon. As the
world’s largest professional network (Bonsón &
Bednárová, 2013), we utilized LinkedIn to identify
purchasing professionals as potential respondents for
the study. LinkedIn focuses on professional content
produces informative individual and organizational
profiles, which can be used to identify experts in
producing research data (Maramwidze-Merrison, 2016).
We selected special interest groups of purchasing
professionals to share their experiences, expertise, and
knowledge in a supportive learning environment. These

groups were considered as an effective way to approach
professionals experienced in purchasing B2B services.
LinkedIn's private special interest groups for
professional purchasing were used to establish the
contact list we used to gain a customer-perceived view
of service performance, and its effects on repurchasing.
These groups are professional interest groups in which
members share information and discuss topical issues
in professional purchasing. Membership in the special
interest group requires an application and is controlled
by the group owner, thus improving the quality of
sampling over other social media. The two largest
international purchasing private groups were selected
as the contact database: Purchasing & Materials
Management
(https://www.linkedin.com/groups/156598)
and
Purchasing & Global Supply Chain Professionals
(https://www.linkedin.com/groups/50589).
For the initial contact list, we randomly selected a
sample of 1,000 individuals from the lists of members of
these two groups. We used several techniques to search
e-mail addresses, including Google Search and
company websites. If a person’s contact information
was not found on the internet, it was replaced by
someone else from these groups. The contact list
included 1,000 individuals from 46 countries. This was
thus not an entirely random sample, which is a
limitation of the study. However, due to the multiindustry context and the large size of the forum groups,
we concluded that the members would not likely be
more connected than people typically are in an
industry.
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We sent potential respondents an e-mail message,
including a cover letter and the link to our web survey.
Two reminder invitations were sent during our data
collection phase. Of the 1,000 prospective informants,
48 were not able to receive surveys due to incorrect or
outdated contact information. 55 respondents asked to
be removed from the sample (either because they were
no longer responsible for service purchasing or because
they declined to participate), leaving an effective sample
of 897 individuals. During the data collection period
between August to October 2015, 141 usable responses
from 23 countries were received, for an effective
response rate of 15.7 . This falls within the range from
6 to 16 which Dillman (2000) considers acceptable
for international internet surveys. Most of the
respondents had approximately ten years of purchasing
experience in organizations.
3.2 Survey development and measures
Survey items used in this study were derived from
measures represented in the literature and then refined
through a series of pre-tests. The questionnaire was
tested by a marketing researcher specialized in
questionnaire design and with a sample of 18
professionals representing purchasing and business
functions in public, private, and non-profit
organizations. These organizations cover several
industries containing utilities, information services,
manufacturing, and educational services.
All constructs were measured with the typical reflective
view of construct specification. From the original 24item instruments, two items were removed based on
construct reliability and validity tests. All items were
measured using 5-point Likert scales with anchors of (1)
strongly disagree to (5) strongly agree, as summarized in
Table 1. The respondents were asked to evaluate their
most recent purchase. Thus, the responses measure
different areas of service performance and relationship
performance in a single, dyadic business relationship in
their responses with a specific B2B service provider
company.

relationships (Tables 2 and 3). First, we estimated items
by confirmatory factor analysis, using Stata/MP 13 with
maximum likelihood estimation. All items met the
criterion for standardized factor loadings (above 0.5) as
suggested by Bagozzi & Yi (1988). We tested the
reliability of the measurement using Cronbach’s . All of
Cronbach’s
coefficients exceed 0.7 (Table 3), which
provides reliability (Fornell & Larcker, 1981).
Furthermore, the average variance extracted (AVE) for
each construct was above 0.5, which supports
convergent validity as recommended by Fornell &
Larcker (1981). The AVE for each construct was higher
than the squared correlation between all pairs involving
the construct, providing discriminant validity (Fornell &
Larcker, 1981), shown in Table 3. Consequently, all of
the constructs demonstrate good reliability and validity.

4. Results
4.1 Description of respondents
The sample consisted of experts in service purchasing
within companies across a wide range of industries.
Table 4 shows the sample’s demographic properties.
The respondents covered 17 out of 18 industries in our
sampling frame (except the arts, entertainment and
recreation industry), which follows the North American
Industry Classification System (NAICS) (United States
Census Bureau, 2014). Also, as illustrated in Table 4, 121
respondents represented the purchasing function, while
20 respondents represented other functions, but had
strong interest in purchasing. Most of the 121
respondents that represented the purchasing function
in their organizations were middle- or senior-level
managers. The average experience of purchasing
function respondents was 12.8 years, with 13.8 years for
those in other functions. The respondents’ extensive
experience in B2B purchasing in many industries and
countries made their responses both valuable and
relevant to the survey.

We chose structural equation modeling (SEM) to test
the research model. Following Hair et al. (2006), our
sample size made SEM a feasible method to test the
hypotheses.

4.2 Results of hypotheses testing
The hypotheses were tested by SEM and with three
structural equation models. Model 1 was established to
test H1-H4. Models 1, 2, and 3 together were estimated
to test the fully mediated influences H5-H7. The results
of the modeling estimations and associated fit statistics
are demonstrated in Table 5.

3.3 Measurement reliability and validity
As suggested by Anderson & Gerbing (1988), we
conducted a procedure for scale development before
estimating the structural path to test hypothesized

Based on the results of model 1, H1-H4 were supported.
Strong support was shown for the positive impact of
relationship performance on customer repurchase
intentions, thereby supporting H1 ( =0.75, p<0.001).

Technology Innovation Management Review

May 2021 (Volume 11, Issue 5)

The Effects of Competence-Based, Expressive and Collaborative Service
Performance on the B2B Service Relationship Wenting Zou, Saara A. Brax, Risto Rajala
Table 1. Measurement Scales
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Table 1. Measurement Scales (cont'd)

Table 2. Constructs and Measurement Items

Furthermore, all three dimensions of service
performance had significant positive impacts on
relationship performance, which supports H1 ( =0.16,
p<0.01), H2 ( =0.23, p<0.01), and H3 ( =0.30, p<0.001)
respectively. According to the Chow test (Chow, 1960),
the independent variable with a greater coefficient also
has greater impacts on the dependent variable. Based
on the coefficients, collaborative service performance
plays a greater role in relationship performance than
competence-based service performance and expressive
service performance.
To test H5-H7, involving the mediated influences of

three dimensions of service performance on customer
repurchase intentions, an adapted version of Baron and
Kenny (1986) procedure was applied following Briggs
and Grisaffe (2010). Four conditions are required to
support full mediation. First, the independent variable
must significantly affect the mediator. Second, the
mediator must significantly affect the dependent
variable. Third, the independent variable must
significantly influence the dependent variable when the
mediator is removed from the model. Last, for full
mediation to be supported, the direct path from the
independent variable to the dependent variable must
become non-significant when the mediator is returned
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Table 3. Discriminant Validity Test from Average Variance Extracted

Note: �p<0.05, ��p<0.01
The bold diagonal entries show the average variance extracted by the construct, while the off-diagonal entries
show the squared correlation between constructs. Source: Fornell & Larcker (1981)
to the model. Therefore, model 1 was estimated to test
the first two conditions, model 2 was estimated to test
the third condition, and model 3 was estimated to test
the final condition.
In model 2, the direct effect of competence-based
service performance on repurchase intentions was not
significant ( =0.07, p>0.05). Therefore, it did not meet
the third condition of full mediation, rejecting H5. In
terms of H6, all four conditions were supported. Model
1 demonstrated that expressive service performance has
significant impacts on relationship performance and
that relationship performance has significant impacts
on customer repurchase intentions. Model 2 confirmed
that the direct path from expressive service performance
to customer repurchase intentions is significant and
positive ( =0.11, p<0.05), when the path from
relationship performance to repurchase intentions is
constrained to be zero, supporting the third condition.
Our analysis of the Model 3 revealed that the direct path
from expressive service performance to repurchase
intentions becomes non-significant ( =0.05, p>0.05)
when the influences of relationship performance were
inserted back into the model. These findings confirm
that relationship performance fully mediates the
relationship between expressive service performance
and customer repurchase intentions, confirming H6. As
for H7, all four conditions were also supported. Model 1
represented that the first two conditions were met.
Model 2 confirmed that the direct path from
collaborative service performance to customer

repurchase intentions is significant and positive ( =0.36,
p<0.01), when the path from relationship performance
to repurchase intentions is constrained to be zero,
supporting the third condition. Model 3 found that the
direct path from collaborative service performance to
repurchase intentions becomes non-significant ( =0.15,
p>0.05) when the influences of relationship
performance were inserted back into the model.
Collectively, these findings confirm that relationship
performance fully mediates the relationship between
collaborative service performance and customer
repurchase intentions, confirming H7.

5. Discussion and Conclusions
Extending the explanatory power of service
performance theories beyond their original B2C service
contexts into analyzing the B2B services calls for further
investigations that consider the combined effects of
various service dimensions on service performance in
the customer-provider relationship, and ultimately, on
customers’ repurchase intentions. This study is among
the first to examine how both service performance and
relationship
performance
influence
repurchase
intentions in B2B services. The data covers a wide range
of industries, thereby supplementing the pre-existing
studies that have focused on specific sectors and phases
in buyer decision making (Bolton et al., 2006).
5.1 Theoretical implications
Empirical
research
examining
buyer-supplier
relationship performance in B2B contexts has often
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Table 4. Descriptive statistics of the sample

considered service performance as an aggregate
construct (Arnott et al., 2007; Briggs & Grisaffe, 2010). By
investigating the three dimensions of service
performance - competence-based, expressive, and
collaborative - this study found that all three
dimensions directly impact relationship performance.
This finding demonstrates that the service outcome, the
customer’s affective reactions, and the collaboration
between the customer and their provider during service
exchanges are essential in business service exchanges.
Compared
with
competence-based
service
performance, expressive and collaborative service
performance have more substantial effects on business
relationships, emphasizing the importance of the
service experience as a critical determinant in building

inter-organizational relationships. This is consistent
with previous studies which demonstrate the value of
investing in “soft” services (Chatterjee, 2017).
This result contradicts the finding by Chumpitaz
Caceres & Paparoidamis (2007), which indicated a
greater effect of the technical service quality on the
relationship satisfaction as compared with the
functional service quality. Potential explanations for this
include that the complexity of services in the current
study might be higher than previously studied, as the
growing trend of purchasing business services has
become more complex in the markets (Selviaridis et al.,
2013). Complexity arises from the diversity of
interaction between parties involved in the service
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delivery, uncertainties of the situation in which the
service takes place, and difficulties in evaluating service
outcomes (Zou et al., 2018). The increasing level of
services complexity is reflected in the supporting
processes and resources required, which eventually
increases complexity in contemporary business
relationships. This indicates a growing importance for
collaborative service performance in complex B2B
services.

Moreover, the analysis provides an empirical
explanation for the supplier selection and continuance
rationale of purchasing business services. Similar
implications were provided in an earlier study by
Lindberg & Nordin (2008), who demonstrated that the
choice of service provider involving complex services is
based on “soft” factors, such as the supplier’s
responsiveness, flexibility, creativity, and ability to cooperate. These factors are consistent with expressive

Table 5. Standardized Estimates and Fit Indices for Structural Equation Modeling
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and collaborative service performance in this study.
Purchasing complex services require continuous
interaction and flexibility between the parties, which
thus implies the importance of “soft” criteria in supplier
selection criteria.
Our analysis revealed that the link between expressive
service performance and customer repurchase
intentions is fully mediated by relationship
performance. Compared with prior findings in B2C
contexts, the B2B context appeared to weaken the direct
influence of expressive service performance on
customer repurchase intentions, while strengthening
the indirect impact by generating a mediating role for
relationship performance. Customer repurchase
intentions depend on the relationship with service
providers, rather than emanating directly from
expressive service performance. The study also
confirmed that relationship performance mediates the
relationship between collaborative service performance
and customer repurchase intentions. This implies that
good inter-organizational relationships are “order
qualifiers” for repurchase intentions, whereas strong
collaborative service performance represents a potential
“order winner”.
The recent megatrends in business, such as business
process outsourcing (Handley & Benton Jr., 2009),
servitization of product-based businesses (Rajala et al.,
2019), the increasing complexity of product services
systems (PSS), and the emergence of digital platforms
for business, have led to the proliferation and spreading
of B2B services beyond traditional service sectors.
Service performance has been considered a key
contributor to business continuity (Zeithaml et al.,
1996), warranting further considerations due to
complexity increases to B2B services in recent years
(Zou et al., 2018).
The present study adds to current knowledge by having
identified and analyzed the influence of three
dimensions of service performance on relationship
performance and customer repurchase intentions in
B2B contexts. Expressive and collaborative service
performance were shown to be the dominant
determinants
for
successful
buyer-supplier
relationships.
These
performance
dimensions
ultimately translate into customer repurchase
intentions through the mediating role of relationship
performance. Hence, despite the quite mature
discussion on service performance in the literature, this
study increases understanding about the determinants

of service purchasing decisions in B2B contexts.
5.2 Managerial implications
This study offers three practical implications for B2B
service exchanges. First, the results suggest that
investing in expressive and collaborative service
performance is likely to pay off for business continuity.
Here, the use of design tools to focus on customer
emotions during service delivery (Beltagui & Candi,
2018) and improve information flow between parties
(Barratt, 2004) could be helpful. To cultivate good
business relationships with customers, service providers
should train service employees on how to deliver
services. Service managers can develop ways of
interacting with customers to understand their needs
better and to monitor and adapt to changes in service
delivery.
Second, the impact of mediation implies that
relationship performance is indispensable to reap the
results from good service performance as a way of
maintaining long-term business continuity. This
provides strategic guidance for service companies to
allocate their resources to both service improvements
and relationship management, while ensuring that their
companies’ service strategies are not solely based on
principles that apply to B2C contexts.
Finally,
the
findings
have
implications
for
organizational buyers. If a purchasing organization
desires long-term partnerships with their service
provider, especially in complex services, purchasing
managers should give more weight to “soft” indicators.
Although “soft” criteria may seem particularly difficult
to evaluate, buyers can assess provider capabilities
based on references and feedback from previous
customers.
5.3 Limitations and avenues for future research
While the findings are robust, the study has certain
limitations that suggest a direction for future research.
First, in survey development, the wording and
contextual fit of the scale items were examined in
interviews and pre-tests. Given that the questionnaire
was administered globally, purchasing professionals in
different countries might have interpreted the
behaviour-related questions differently. Therefore,
studies in a global research context should invite people
from different countries to further test the
questionnaire.
Second, due to the type of dataset, the results need to be
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interpreted with caution. Although the 1,000 people on
the contact list were randomly selected from two
purchasing groups on LinkedIn, membership in these
purchasing groups are not random. The collected data
covered 17 industries from 23 countries, though the
distribution of sectors was not equally represented,
making generalizability across all industries uncertain.
Future studies should examine the research model
using a larger and more comprehensive sample,
including more equal distribution of various sectors and
countries. This would also allow further comparison of
results from multiple industries, thereby improving our
understanding of making service repurchasing
decisions in different organizations.
Finally, future research should introduce control
variables into the research model. Variables such as
company size and age of relationship may be necessary
for B2B service contexts and could help eliminate or
explain other possible effects on customer intentions.
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