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Abstract:

Depending on the concept that suppliers must be considered as partners,
_it is essential to build a strong relationship between suppliers and users
(customers) especially in industrial sector. The uniqueness of this study is
that it covers the causes and motivations to build up those relations. This
study focuses on the affective factors leading to a successful and
continuous relation. The data used in this study were collected from 92
companies as buyers and suppliers in some specific industries.
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