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Abstract 
 

Trust is an integral part in a supplier-buyer relationship. Especially in highly 

technological industries like the automotive- and aerospace industry this topic is of great 

importance. However, in contrast to the factors affecting the trust building process, which 

are researched very well, trust deterioration, its indicators, and counteractions to prevent 

trust deterioration were overlooked so far.  

The purpose of this study is to categorize different factors for trust as well as to contribute 

knowledge to trust deterioration by finding indicators and counteractions to prevent this. 

The study is partly based on the model of perceived trustworthiness and its three 

dimensions by Mayer, Davis and Schoorman (1995). One aim of this thesis is to proof if 

all three dimensions still fit within both industries. Furthermore, a deductive research 

approach was used in order to research the suppliers’ perspective in both industries 

regarding trust and indicators as well as counteractions of trust deterioration.  

Our findings show that the dimensions’ ability and integrity from Mayer, Davis and 

Schoorman (1995) are still important to build trust. Furthermore, the study contributes to 

the not existing research by exploring several indicators of trust deterioration as well as 

highlighting three counteractions to prevent trust deterioration. Consequently, a trust 

deterioration framework is given to show the general connection between trust and 

indicators as well as counteraction of trust deterioration. 
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1. Introduction 

_____________________________________________________________________________________ 

The first chapter presents the background, the problem discussion, the purpose, and the 

research questions of the thesis. Furthermore, delimitations and the structure of the thesis 

are given. 

______________________________________________________________________ 

1.1 Background 

Supply chain management, especially the increasing focus on purchasing flows and 

supplier relationships, is getting more important in recent years. The globalization of 

competition means that, apart from ensuring their own successful operation, firms which 

want to stay in the market have to establish highly responsive supply chains, with up-, 

mid-, and downstream partners. How to best improve corporate supply chain management 

capabilities in order to improve the overall supply chain performance has therefore 

become an important issue in corporate management (Park, Lee and Yoo, 2005; White, 

Daniel and Mohdzain, 2005). In light of the economic globalization, international 

activities of a company have developed to become a critical success factor (Tseng et al., 

2007).  

Towards the end of 1990s, original equipment manufacturers (OEMs) within different 

industries began to see that their long-established supply chain was falling apart. 

Suppliers started to sell their products to the buyers’ customers directly – this 

phenomenon is also called “supply chain disintermediation” - which directly affected the 

whole supply chain within the industry. One reason for this development was that the 

OEMs ignored long-term relationships and co-prosperity more and more. The fact of 

increased outsourcing along with enlarged reliance on suppliers strengthened the position 

of the suppliers, so that OEMs needed to re-think their supplier relationship strategy 

(Rossetti and Choi, 2005). With the globalization of markets and operations, enterprises 

are facing a more competitive environment, and they realized working independently is 

no longer an option for them to survive (Meixell and Gargeya, 2005). 

In recent years, many organizations have directed considerable attention towards the 

development of their supply chain relationships. Firms were in the process of developing 

their logistics operations by the usage of other supply chain participants and professional 
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facilitators (Sohail and Sohal, 2003). Morton et al. (2006) carried out a case study within 

the aerospace industry regarding the improvement of performance through relationship 

management. They observed that companies wishing to be successful in the market need 

to differentiate themselves from competitors, which is transferable to other industries as 

well. As a result, competitiveness requires the consideration of all channels in the supply 

chain (Gong, 2008). The finding of Gong from 2008 is underlined by the finding of Choi 

and Hartley (1996) who found out that a supplier-buyer relationship built on a long-term 

relationship creates one of the strongest barriers to enter the available supply chain for 

competitors. As part of a well-managed and strong supply chain the relationship will have 

a lasting effect on the competitiveness of the entire supply chain. Grant (1996) found out 

that a firm’s knowledge has become a very important strategic resource to have a chance 

to survive in an increasingly turbulent economic environment. Due to the fact that no 

company can have all the know-how needed in-house, a business relationship with 

suppliers is implacable. Especially firms in technological intensive industries need to rely 

on their partners in the supply chain to get access to the knowledge they need and which 

is not available in-house.  

While in the past most suppliers were simply considered as subcontractors, they are now 

asked to become active participants in the supply chain (Rebolledo and Nollet, 2011). 

Successful and long-term partnerships require trust as a key element. However, trust, 

which is needed to cooperate in a successful way, needs to be built over a longer period 

of time. Cuganesan (2007) argued that trust takes time, is usually established through 

different phases, and requires open communication between the different parties. Podolny 

and Baron (1997) described that people must have trust in each other before they start to 

share knowledge, which is needed to differentiate from competitors. Consequently, the 

issue of developing trust together with suppliers is a challenge that all firms have to face.  

According to Zaheer, McEvily and Perrone (1998 b) trust entails risk and the possibility 

of treachery. Nevertheless, Baier (1986) mentioned that trust should be seen as a vital 

element in well-functioning organizations and thus is necessary for effective cooperation 

and communication. Once trust has been developed, it is important to keep the trust level 

high, so that both parties will have the best individual advantages. When trust decreases, 

which is also called trust deterioration, the costs of doing business increase. Trust 

deterioration should not be mixed up with loss of trust, which means that trust is gone 

immediately compared with a gradual decline. People have to take part in self-protective 
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actions and continually make provisions for the possibility of opportunistic behavior on 

the part of others (Limerick and Cunnington, 1993). Tyler and Kramer (1996, pp.3-4) 

went one step further and argued that in the absence of trust, "people are increasingly 

unwilling to take risks, demand greater protections against the possibility of betrayal, and 

increasingly insist on costly sanctioning mechanisms to defend their interests". It is 

therefore supposed that trust deterioration could cause a competitive disadvantage or the 

termination of a business relationship between a supplier and a buyer.  

A deeper understanding of trust deterioration and its indicators as well as actions to 

prevent trust deterioration can increase or stabilize the supplier-buyer relationship. 

1.2 Research Problem 
As outlined in the background section, the interest in trust and stable long-term supplier-

buyer relationships is still given. Despite the huge amount of literature in that field, there 

are still many areas of trust left which are either unexplored or unresolved. As an article 

from 2007 published in Industrial Marketing and Management noted: “Despite the 

increased interest among the academics, the theory of trust is still developing.” (Seppanen 

et al., 2007, p. 249).  

As aforementioned, trust can be seen as vital element (Baier, 1986) and companies know 

that trust is a significant success factor in a business relationship. The connection between 

trust and risk taking is known just as the risk of losing trust and possible consequences as 

mentioned above. However, indicators of trust deterioration and the consequences are 

often underestimated. Until now, scholars have generally missed to analyze the indicators 

of trust deterioration as well as to develop possible actions to prevent trust deterioration. 

Therefore, the focus on this thesis is to overcome these gaps in the literature as well as 

providing a deeper understanding of trust deterioration and how to prevent it. 

 

In order to recognize indicators of trust deterioration it is important to know the factors 

of perceived trustworthiness in a supplier-buyer relationship. A model which specifically 

discusses these issues was created and developed by Mayer, Davis and Schoorman (1995) 

and will serve as a basis for this thesis. 

1.3 Research Purpose and Research Questions 
Since the level of research regarding trust deterioration is low, the purpose of the thesis 

is to make the following contribution: by looking at the three dimensions of perceived 
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trustworthiness by Mayer, Davis and Schoorman (1995), we prove how the factors of the 

model fit within the German automotive and aerospace industry. We then check if any 

adjustments to the dimensions have to be made. In addition, we analyze indicators of trust 

deterioration as well as possible counteractions. 

The examination of the named and described field is also of major interest for the two 

industries because a deeper understanding would help to develop stronger business 

relationships and thus a stronger supply chain with a higher competitiveness. It will also 

provide the possibility for both parties to improve their position in negotiation rounds 

against the background of the indicators of trust deterioration and how to solve a potential 

issue. Due to our experiences from the buyer perspective, only suppliers were interviewed 

to guarantee the supplier perspective as well as a learning effect for the buyers in the 

industries. 

Along with the actual literature available the discussion above leads to the research 

questions of this thesis, which are:  

RQ 1: How do the three dimensions of perceived trustworthiness by Mayer, Davis and 

Schoorman (1995) fit within the German automotive and aerospace industry? 
RQ 2: What are indicators of trust deterioration? 
RQ 3: What actions can be implemented to prevent trust deterioration? 

1.4 Delimitations 
Due to the time constraints and wide scope of the research topic, delimitations are 

necessary. Firstly, the research concentrates on the three main dimensions of Mayer, 

Davis and Schoorman (1995) and whether they fit within the German automotive and 

aerospace industry. The model of the named authors will not be analyzed. The research 

sample is limited to 10 suppliers from the automotive and 10 suppliers from the aerospace 

industry. Due to the fact that we have worked for two OEMs from the named industries, 

the findings might be specifically related to these companies depending on the experience 

the suppliers have with customers from these industries in general. Nevertheless, the 

named facts create space for further research. Finally, we were obliged to sign a 

confidentiality agreement with the participants of the empirical study and therefore the 

names and any other identifying information about the participants had to be treated with 

completely confidentiality – thus all data is anonymous.  
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1.5 Structure 

This thesis is structured as follows. Section 2 displays the frame of reference to build a 

foundation for the research of this thesis. Chapter 3 describes the theoretical framework, 

which implies the research philosophy, information regarding the literature review, the 

research approach, the research method, the data collection and analysis as well as the 

thesis quality and trustworthiness including our ethical behavior. Following that, the 

empirical findings of both industries will be presented in chapter 4. Chapter 5 contains a 

clear structured analysis of the results of the research including the answers of the 

research questions as well as the purpose and a final section, in which a framework will 

be presented. Finally, the thesis finishes with the conclusion, limitations and further 

research recommendations of the study in chapter 6. 
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2. Frame of Reference 

_____________________________________________________________________________________ 

This chapter presents the frame of reference for the thesis and should be used in order to 

throw light on the reviewed literature focusing on a definition of trust and trust in 

supplier-buyer relationships as well as trust across cultures and the mentioned industries. 

The chapter concludes with a review of trust development along with an analysis of the 

three dimensions of perceived trustworthiness by Mayer, Davis and Schoorman (1995). 

______________________________________________________________________ 

2.1 Trust 
Trust is a valuable and important contributor to many forms of exchange. It enables long-

term relationships between firms (Ganesan, 1994; Ring and Van de Ven, 1992) and is 

also valuable for the success of strategic alliances (Browning, Beyer and Shetler, 1995; 

Gulati, 1995). Furthermore, trust is a significant predictor between a successful and 

unsuccessful partnership (Mohr and Spekman, 1994). Cuganesan (2007) added that trust 

in business environments is often described as comprising positive expectations about the 

intention or behavior of other parties in situations where vulnerability and risk is involved. 

Historically, companies have been willing to share information, such as calculated 

forecasts, tactical as well as strategic information that have been kept internally before. 

However, in order to establish long-term relationships and a trustworthy climate, 

companies need to share information extensively on a more strategic level (Fawcett, 

Magnan and Williams, 2004). 

2.1.1 Definitions and Types of Trust 

A lot of research on trust has been done and conducted in the last stages of the 20th 

century. Therefore, many definitions, which are still relevant and used in many ways 

today, were established at that time. The definitions are very diverse and show that trust 

is a very complex topic itself. 

 

In the current literature, a lot of different definitions of trust are available. For example, 

Anderson and Weitz (1989) defined trust as the belief of one party that it’s needs will be 

fulfilled now and in the future through actions undertaken by the other party. Hosmer 

(1995) argued that trust can be defined as a compromise of two distinct measures: 
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dependability and benevolence. More specific, dependability describes the reliability of 

a relationship partner, whereas benevolence serves as an assessment of the partner’s moral 

values, as measured by a willingness to protect the interest and well-being of that partner. 

Five years later McCutcheon and Stuart (2000, p. 291) defined trust as “the belief that the 

other party will act in the firm’s best interest in circumstances where that other party could 

take advantage or act opportunistically to gain at the firm’s expense”.  

The differences and diversity among existing definitions show that trust is essentially 

multi-dimensional (Levin and Cross, 2004) and not easy to develop. Trust influences the 

result of a supplier-buyer cooperation greatly because it saves transaction costs, facilitates 

suppliers’ investments in relation-specific assets, and motivates suppliers to share private 

information with buyers (Yu and Liao, 2008). 

For this thesis the most appropriate definition is also one of the most used definitions in 

the literature from Mayer, Davis and Schoorman (1995). According to their study, trust 

is defined as the willingness of a party (the trustor) to be vulnerable to the actions of 

another party (the trustee) based on the expectation that the trustee will perform a 

particular action important to the trustor, irrespective of the ability to monitor and control 

the other party. The adequacy of the named definition is underlined by the fact that in 

both industries the trustor and the trustee rely on each other. Most of the suppliers produce 

such specific products that the number of buyers is limited and vice versa. Consequently, 

both parties need to trust each other and both parties play a significant role in the 

relationship as described in the definition. 

In relation to the definition, it is important to know that a person who trusts another one 

is called trustor. The one who gets and receives trust from another one is called trustee. 

Furthermore, it is also important to differentiate between different types of trust. As many 

different definitions of trust exist in the literature, several different classifications of trust 

exist as well – especially in relation to trust in business relationships. Jarvenpaa and Tiller 

(2001) differentiated between institution-based trust and interpersonal trust. Lewicki and 

Wiethoff (2000) went further and differentiated trust from the perspective of the 

interaction between trust and conflict into professional based and interpersonal based 

relationships. They argued that when relationships break down, conflicts may arise 

among different parties and layers of the whole supply chain because relationships rely 

strongly on different levels of trust. 
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2.1.2 Trust in a buyer-supplier relationship 

In a supply chain, companies are linked together in one network. Scholars have different 

opinions regarding the development of trust in a buyer-supplier relationship. Ring and 

van de Ven (1992) stated that inter-organizational trust develops and emerges as the 

overriding driver of exchange performance, negotiation and conflict. Zaheer, McEvily 

and Perrone (1998 a) on the other hand proposed that the behavior of the people involved 

and their interactions with each other promote or inhibit trust in a buyer-supplier 

relationship. This leads to the fact that trust is a psychological state after all and can also 

be described as a positive attitude towards the partner as well as the confidence that the 

partner will perform according to terms of an agreement or mutual understanding 

(Nguyen and Rose, 2009). 

Therefore, the question arises how this psychological state or willingness is created? In 

the literature much of the debate is about conceptualization and antecedents of trust. 

The causes of trust can be categorized into three groups, which are contextual factors, 

past experience and individual attributes (Nguyen and Rose, 2009). 

In case of contextual factors, two key factors of trust are culture and institutions. 

According to some researchers (Fukuayma, 1995; Dore, 1987), trust between firms is 

influenced by societal culture. They differentiated between “high trust”, where firms tend 

to trust their partners more and “low trust” societies. Other scholars proposed the level of 

institutional development as another factor of trust. The absence of institutional 

development leads firms to do business with only trusted partners and therefore increases 

the need for interfirm trust (Peng and Heath, 1996; Redding, 1990). 

The second factor is the past experiences managers have gained, such as positive past 

experiences with partners, partner reputation and size, contact person’s likeability or 

shared values. Due to these facts, they tend to build trust faster and more frequently 

(Doney and Cannon, 1997; Lewicki and Bunker, 1995). 

Finally, trust can result from individual attributes of the trustor. Trust between managers 

of partner firms tend to enhance if the contact persons have a naturally high propensity to 

trust or likeability (Mayer, Davis and Schoorman, 1995; Donney and Cannon, 1997).  

Moreover, trust is reciprocal by nature. Building trust is a mutual learning process 

between the partners in a business relationship. On the one hand, managers can actively 

learn about their partners’ ability, benevolence and integrity (Mayer, Davis and 

Schoorman, 1995). But on the other hand, managers can also demonstrate trustworthy 
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behaviors to the partners in a relationship. In a buyer-supplier relationship trust is built 

by exchange performance, the negotiations and conflict resolution (Bell, Oppenheimer 

and Bastien, 2002). Eventually trust is perception based and requires interaction to be 

developed. Even though firms can have an inclination of trust, in the end, people and 

individuals trust, not the cooperations theirselves (Zaheer, McEvily and Perrone, 1998 a). 

2.1.3 Trust deterioration 
Trust deterioration is a huge unexplored field of study in which almost no literature or 

articles exists regarding this topic. The only article having trust deterioration in its title is 

the one from Bell, Oppenheimer and Bastien (2002), which is called “Trust deterioration 

in an international buyer-supplier relationship”. They argued if certain factors or 

problems occur, trust will decrease in a relationship. One of their findings was that the 

three dimensions of Mayer, Davis and Schoorman (1995) can contribute to deterioration 

of trust. Once the deterioration took place and the relationship was sensitized, suppliers 

reported many incidents of trust violation. This shows, that once trust deterioration is in 

place, it is difficult to reverse it.  

Trust deterioration should not be mixed up with distrust, which can be defined as an 

attitude of one party in the relationship that the other party will not respond by benevolent 

and competent behavior or will even act in a malicious way and / or disregard common 

values and norms (Connelly et al., 2012). Trust deterioration can be seen as the process 

from a trust situation between two parties to distrust, which can lead to the already 

mentioned possible disadvantages in a supplier-buyer relationship. In other words, the 

term trust deterioration includes the gradual decline of a trustful relationship, which of 

course is connected to more than one situation in which trust deteriorates between both 

parties. With this background it is more than clear that the term “trust deterioration” is 

not really integrated in the actual academic literature and thus in the society to recognize 

the difference appropriately. Consequently, a huge gap in the literature is identified and 

we us our thesis to close the recognized gap partly. 

2.2  Trust across cultures 

Over the years, researchers have offered many different definitions of cultures. The 

sociologists Namenwirth and Weber (1987, p. 8) defined it as a “system of ideas” that 

offers a “design for living”. Hall and Hall (1990) followed another approach and viewed 

culture as a system for creating, sending, storing, and processing information. According 
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to an often cited definition by Hofstede (1991, p. 5), culture is “the collective 

programming of the mind, which distinguishes the members of one group from another.” 

Hill (1997, p. 67) defined culture as “a system of values and norms that are shared among 

a group of people and that when taken together constitute a design for living.” These 

definitions include two aspects, which are relevant in the context of this research. First, 

culture is not a direct linkage to country borders or ethnic groups (Steenkamp 2001) but 

refers to any form of social environment that shares common values. Second, shared 

cultural values influence people’s cognitions. Cross-cultural research shows that shared 

cultural values lead to shared behavioral patterns, because they similarly influence the 

underlying cognitive constructs (Triandis, 1972). However, it is important to note that 

with an increase of economic integration cultural boundaries between nations decrease 

more and more, and there may be significant cultural differences within individual 

countries (Fukuyama, 1995).  

 

Like societies differ from one another, trust is sensitive to culture, and ignoring cultural 

differences for example can generate breakdowns of trust in trade relations and frictions 

in the markets (Knight, Holdsworth and Mather, 2007). A common culture between 

transaction partners is a significant trust criterion (Fritz and Canavari, 2008). While 

technologies and methods change at an ever-increasing pace, cultural values are very 

stable across time (Hofstede and Hofstede, 2005). Researchers have barely begun to 

analyze the idea that trust may differ across cultures. They present major challenges of 

trust within different cultures, such as challenges in international management areas, 

market entries, foreign acquisitions, or the management of foreign subsidiaries, 

customers, and employees (Zaheer and Zaheer, 2005). 

 

Several authors are using different methodologies and approaches, showing that Europe 

is a very culturally heterogeneous part of the world (House et al., 2004; Minkov, 2007). 

Hofstede and Hofstede (2005) introduced five dimensions in which national cultures vary. 

At this stage we renounce to describe each dimension in detail due to the fact that this 

would not fit to the main purpose of this research. 

More important is, that people in Europe do not usually enter into business with 

completely unknown partners. People like to have some guarantee about the 

trustworthiness of their transaction partners and this trust is often based on “knowing” the 
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partner, or at least the partner’s character or image. Anonymity between trade partners in 

today’s world of large organizations may be part of the problem of lack of trust. However, 

there is an important cultural gradient across Europe that roughly divides the Northwest 

(Anglo, Scandinavian and Germanic countries) from the Southeast (Latin and Slavic 

countries). For example, in the Northwest, the cultural configuration is characterized by 

individualism, small power distance and uncertainty tolerance. This leads to flexible, 

market-based trade relationships (Hofstede, G. et al., 2010). 

Knowing these mentioned findings will help us to carry out our research for the German 

automotive and aerospace industry. Both supplier-buyer relationships are within 

Germany – cultural differences related to trust between the different parties are 

unexpected but may occur. Furthermore, even though researchers found that people in 

Germanic countries are similar according to trust and culture, companies from different 

industries may differ in their behavior within the same country.  

2.3 Development of Trust 
In order to understand the process of trust development in an easier way, it is important 

to keep in mind that the one who trusts another one is called trustor. The one who gets 

trust from another one is called trustee (Mayer, Davis and Schoorman, 1995). Trust is a 

multilevel phenomenon that exists at personal, organizational, inter-organizational, and 

even international levels. Researchers like Ring and van de Ven (1994) believed that trust 

is a main element in cooperative relationships. According to Mayer, Davis and 

Schoorman (1995) perceived trustworthiness is a key element of trust and important for 

trust development. Researchers from diverse fields agree that trust develops through 

frequent social interactions that enable people to update their opinion about the 

trustworthiness of others (Mayer, Davis and Schoorman, 1995; McAllister, 1995; 

Sheppard and Sherman, 1998). At this stage it is important to mention that even though 

different ways of developing trust exist, the opposite of those processes cannot be directly 

linked to indicators of trust deterioration due to the fact that something can only 

deteriorate after being developed.  

Lindskold (1978) found out that the development of trust relies on the formation of a 

trustor's expectations about the motives and behaviors of a trustee. Therefore, five trust 

development processes could be identified and will be described briefly. Trust primarily 

involves a calculative process, as when an individual or organization calculates the costs 
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or rewards of another party cheating or staying in the relationship. The prediction process 

of developing trust relies on one party’s ability to forecast another party’s behavior. Due 

to the fact that trust needs an assessment of the other party’s credibility and benevolence, 

one party must have information about the other party’s past behaviors and promises. 

Frequent interaction enables the party to interpret prior outcomes better, providing a basis 

for assessing predictability (Lindskold, 1978). For example, through repeatedly making 

and complying promises, a salesperson develops the confidence of a buying firm (Swan 

and Nolan 1985). The capability process includes defining another party’s ability to meet 

its obligations, thereby focusing primarily on the credibility component of trust. For 

example, a salesperson promises the customer quick delivery, despite a supply being on 

allocation due to shortages. Yet, if the customer doubts whether the salesperson has the 

influence needed to move its order up in the line, the customer will be unwilling to trust 

the salesperson’s word. Trust also arises through interpretation and assessment of the 

other party’s motives. Using the intentionality process, the trustor interprets the words, 

behaviors and attempts to decide its intentions in exchange. People or groups motivated 

to help will be more trusted than those suspected of harboring unequal intentions 

(Lindskold, 1978). The fifth and final process of developing trust is the transference 

process. Strub and Priest (1976, p.399) described the “extension pattern” of gaining trust 

as using a “third party’s definition of another as a basis for defining that other as 

trustworthy.” This submits that trust can be conveyed from one trusted “proof source” to 

another person or group with which the trustor has little or no direct experience (Strub 

and Priest, 1976). At this stage it is important to mention that the named five steps are 

only used as a basis within this thesis to understand the concept of Mayer, Davis and 

Schoorman in an easier way. This is equal for the following concepts. 

In 1992, Sako detected three different reasons for being able to develop trust, meaning 

different reasons for being able to expect that another one will behave in a reciprocally 

acceptable manner. Firstly, because of contractual agreements that binds the parties in the 

relationship. Secondly, because of a belief in the competencies of the people being 

involved and thirdly, because of a belief in the goodwill of those involved. This is very 

similar to the model developed by Shapiro, Sheppard and Cheraskin (1992), which 

differentiates between deterrence-based trust, knowledge-based trust and identification-

based trust.  



 

 
 

13 

Other researchers have concentrated on trust-building when there is time pressure. For 

example, Meyerson, Weick, and Kramer (1996) argued that in temporary groups, working 

on short-lived complex projects that require the specialist skills of relative strangers, trust 

needs to form very quickly if the group wants to make any progress at all. They point out 

that this “swift trust” has unusual characteristics and therefore its development is driven 

more by the context of the projects than by personalities or interpersonal relations. Thus 

swift trust is a pragmatic strategy for getting on with the job but not to develop a long-

term relationship build on a good level of trust, which is of higher interest for sustainable 

supplier-buyer relationships. 

As we have seen in the subsection about the definition of trust, trust is defined in many 

different ways. Nevertheless, all definitions and understandings within the literature have 

similarities or at least two issues seem central and consistent: first, that trust is about 

dealing with risk and uncertainty, and second, that trust is about accepting vulnerability. 

Luhmann (1988, p. 103) used these similarities and argued that trust occurs in situations 

of risk and uncertainty: “a system requires trust as an input condition in order to stimulate 

supportive activities in situations of uncertainty or risk”. Thus, Luhmann saw trust as a 

mechanism that allows individuals to subjectively assess whether or not to expose 

themselves to situations where the possible damage may outweigh the advantage. This 

attitude develops where individuals choose to accept vulnerability to others. In other 

words, to trust someone there must be a situation of uncertainty in which an element of 

perceived risk on the trustee’s part is available: “the willingness of a party to be vulnerable 

to the actions of another party based on the expectation that the other will perform a 

particular action important to the trustor, irrespective of the ability to monitor or control 

that other party” (Mayer, Davis and Schoorman, 1995, p. 172). 

Mayer, Davis and Schoorman (1995) as well as other researchers (Ring and van de Ven, 

1994; Shapiro, Sheppard and Cheraskin, 1992) also pointed out that trust development is 

most often portrayed as an individual’s process of learning about the trustworthiness of 

others by interacting with them over time. As described above many different models 

clarify the processes that are fundamental to trust development, but they do not jointly 

address both the cognitive and the affective influences of social group membership on 

trust. Both perceived trustworthiness and interpersonal affect, however, have been 

suggested to influence how trust develops (Mayer, Davis and Schoorman, 1995; 

McAllister, 1995). 
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Mayer, Davis and Schoorman (1995) developed three factors of perceived 

trustworthiness, which are significant to have high level long-term supplier-buyer 

relationships. The trust model and its three factors of perceived trustworthiness build the 

basis for the present research and will be described in more detail in the next subsection. 

2.4 The Integrative Trust Model 

Mayer, Davis and Schoorman developed their integrative trust model in 1995. All three 

are recognized researchers and they had the idea to combine trust and risk management 

within organizations and display the results in a model.  

The model is most relevant and appropriate for this thesis because the authors were able 

to summarize a variety of trust factors into three factors of perceived trustworthiness, 

which will be described later. Despite the already simplified collection of trust factors, 

another reason to use this model is the acceptance of this model in the current literature. 

In addition, it is the only model we found involving two specific parties related to trust 

and risk taking: a trusting party (trustor) and a party to be trusted (trustee). Due to that, 

the model is very interesting for our chosen industries because the cooperation between 

the OEM’s and their suppliers is exactly on the same basis. 

 

The definition of trust suggested in their research is the willingness of one party to be 

vulnerable to the actions of another party based on the expectations that the other will 

perform a specific action important to the trustor (Mayer, Davis and Schoorman, 1995). 

This definition goes hand in hand with the one of Gambetta (1988), with the critical 

addition of vulnerability. Being vulnerable (Zand, 1972) implies that there is something 

of importance to be lost. Making yourself susceptible is taking risk. Trust is not taking 

risk per se, but rather it is a willingness to take risk (Mayer, Davis and Schoorman 1995). 

Thus, the model is designed to concentrate on trust in an organizational setting involving 

two specific parties: a trusting party (trustor) and a party to be trusted (trustee) (Driscoll, 

1978). The model explicitly includes factors about both the trustor and the trustee, which 

previous models have ignored (Mayer, Davis and Schoorman 1995). Figure 1 shows the 

original trust model by Mayer, Davis and Schoorman (1995).  
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Figure 1 Integrative trust model by Mayer, Davis and Schoorman (1995) 

Considered are the characteristics of both the trustor and the trustee – these will now be 

described briefly. 

One factor that will affect the trust one party has for another involves attributes of the 

trustor. Some parties are more likely to trust than others. Numerous authors have viewed 

trust from the perspective of an individual’s general willingness to trust others. One of 

the early trust theorists was Rotter (1967, p.651), who defined interpersonal trust “as an 

expectancy held by an individual or a group that the word, promise, verbal or written 

statement of another individual or group can be relied upon.” Several other authors have 

debated trust in similar ways. Dasgupta’s (1988, p.53) understanding of trust included 

generalized expectations of others, for example: “Can I trust people to come to my rescue 

if I am about to drown?” 

Mayer, Davis and Schoorman (1995) viewed trust as an attribute that leads to a 

generalized expectation about the trustworthiness of others. In the described model this 

attribute is referred to the propensity to trust. Propensity to trust is proposed to be stable 

and individuals differ in their propensity to trust. Propensity will influence how much 

trust one has for a trustee before more information and experience on that particular party 

are available.  

 

On the other hand, to understand why a given party will have a greater or lesser amount 

of trust for another party, one approach is to consider attributes of the trustee (Mayer, 

Davis and Schoorman, 1995). Ring and van de Ven (1994) argued that due to the risk in 

transactions, managers must concern themselves with the trustworthiness of the other 
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party. A number of authors have considered why a party will be judged as trustworthy. 

Hovland, Janis, and Kelley (1953) are some of the earliest researchers concentrating on 

characteristics of the trustee in the famous Yale studies on communication and attitude 

change. According to these researchers, credibility was affected by two factors: expertise 

and trustworthiness. Trustworthiness was assessed as the motivation to lie and if the 

trustee had something to gain by lying, he or she would be seen as less trustworthy. Good 

(1988) recommended that trust is based on expectations of how another person will act, 

based on that person's current and previous claims.  

There is a lot of acceptance in the literature on that characteristics and actions of the 

trustee will lead that person to be more or less trusted. These characteristics are important 

to understand why some parties are more trusted than others (Mayer, Davis and 

Schoorman, 1995). Circumstances that lead to trust have been analyzed repeatedly in 

literature. Some authors identified just one trustee characteristic that is responsible for 

trust, whereas other authors outlined 10 or more. Mayer, Davis and Schoorman (1995) 

reviewed all literature available and factors related to trustworthiness. Even though a 

number of factors have been found, the researchers decided to concentrate on the three 

characteristics of a trustee most often used, which are: ability, integrity, and benevolence. 

The named factors will be described in detail in the next subsections.  

2.4.1 Ability 

According to the findings within the literature along with the review by Mayer, Davis and 

Schoorman (1995), they defined ability as that group of skills, competencies, and 

characteristics that enable a party to have influence within some specific field. The field 

of the ability is specific due to the fact that the trustee may be very competent in some 

technical area, in which the trustor has no or not much experience. Although the trustee 

may not have more experience than in this specific area, the trustor can trust the trustee. 

Thus, trust is domain specific (Zand, 1972). A number of researchers have discussed 

similar constructs and have used synonyms, such as “competence”. In the Yale studies 

described before, skills were identified as a critical characteristic of the trustee. Gabarro 

(1978) identified nine bases of trust, including functional / specific competence, 

interpersonal competence, business sense, and judgment. All of these are comparable to 

ability in the mentioned model.  
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2.4.2 Integrity 

The second factor of trustworthiness is integrity. The relationship between integrity and 

trust includes the trustor's awareness that the trustee follows a set of principles that the 

trustor finds acceptable (Mayer, Davis and Schoorman, 1995). McFall (1987) explained 

why both the adherence and acceptability of the principles are important. She proposed 

that following a set of principles defines personal integrity. However, if that set of 

principles is not considered as acceptable by the trustor, the trustee would not be assumed 

to have integrity. The matter of acceptability excludes the argument that a party who is 

committed solely to the principle of profit seeking at all costs would be judged highly in 

integrity – unless this principle is acceptable to the trustor. Such cases as the consistency 

of the party's past actions, credible communications about the trustee from other parties, 

belief that the trustee has a strong sense of justice, and the extent to which the party's 

actions are consistent with his or her words all affect the degree to which the party is 

judged to have integrity (McFall, 1987). Integrity or comparable constructs have been 

discussed as antecedent to trust by a number of researchers. For example, Butler (1991) 

included consistency, integrity, and fairness as requirements of trust. Gabarro (1978) 

mentioned that one of the three bases of trust named by his interviewees was character, 

which includes integrity. As described and argued the inclusion of integrity in the 

described model is well grounded in previous approaches to trust (Mayer, Davis and 

Schoorman, 1995). 

2.4.3 Benevolence 

The third and last factor of trustworthiness by Mayer, Davis and Schoorman (1995) is 

benevolence, which is the extent to which a trustee is believed to want to do good in favor 

of the trustor, separately from an egocentric profit motive. Benevolence suggests that the 

trustee has some specific connection to the trustor. An example of this connection would 

be the relationship between a mentor (trustee) and a protégé (trustor). The mentor wants 

to help the protégé, even though the mentor is not required to be helpful and there is no 

extrinsic compensation for the mentor. Benevolence is the awareness of a positive 

orientation of a trustee towards a trustor. A number of researchers have included 

characteristics similar to benevolence as a basis of trust. For example, Hovland, Janis, 

and Kelley (1953) described trustworthiness in terms of the trustee's motivation to lie. 

This idea is clearly reliable with the view that perceived benevolence plays an important 
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role in the assessment of trustworthiness. Frost, Stimpson, and Maughan (1978) suggested 

that selflessness, which is a key element of benevolence, contributes to the level of trust. 

Jones, James, and Bruni (1975) proposed that confidence and trust in a leader are 

influenced by the extent to which the leader’s behavior is relevant to the individual's needs 

and requirements. All of these researchers used some similar constructs to benevolence, 

which makes the factor mandatory for the model. 

It is obvious from the previous discussion that the three factors of ability, integrity, and 

benevolence are common in the former work on trust. Earlier models of trust antecedents 

either have not used the three factors together or have expanded into much larger sets 

(Gabarro, 1978).  

In the following subsection we will display the actual perception of the described trust 

model in the actual literature. 

2.5 Perception of the model in the literature 

The perception of the chosen model within the actual literature is very important since 

other researchers could already have restructured or extended the model. Another 

possibility is that researchers have found out that the chosen model is not relevant or not 

applicable anymore for the original background or research topic. In addition, the 

acceptance of a paper or a model is crucial to see, if the model or the paper is literary 

accepted. Also the published journal plays a significant role, peer reviewed articles with 

a high impact factor are usually the most accepted ones. 

The paper of Mayer, Davis and Schoorman (1995) was published in the Academy of 

Management Review, which has, according to the journal citation report 2015, a general 

impact factor of 7.288 and a 5-year impact factor of 12.453. The journal is “ranked among 

the top five most influential and frequently cited management and business journals” as 

well as “a theory development journal that publishes the highest quality conceptual work 

being done in the field” (Aom.org, 2017). According to the online database “Web of 

Science”, which we have used for our literature research, the named paper has an actual 

amount of 3.845 citations. Mayer, Davis and Schoorman reviewed their own paper in 

2007 to revisit some critical issues they addressed as well as to pay attention to the new 

research in the field of trust. Their second paper was also published in the Academy of 

Management Review and has an actual amount of 466 citations. In 2007, the authors 

argued the high number of citations (2007= 1.100) with the general increased interest in 
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the topic of trust within different areas like marketing, accounting, economics, or ethics 

and law. Another argument was that during that time there was an enormous increase in 

studying cross-national and cross-cultural differences – therefore, more than 20 percent 

of the 1.100 citations were written in other languages than English (Schoorman, Mayer 

and Davis, 2007).  

During our research we have found some papers, in which Mayer, Davis and Schoorman 

(1995) have been cited. Doney, Cannon and Mullen (1998), Brower, Schoorman and Tan 

(2000), Williams (2001), Schumann et al. (2010), and Chathoth et al. (2011) used the 

paper from 1995 for the definition of trust, the connection between trust and risk, the 

importance of cross-cultural trust relationships, or to cite the trust model with the three 

named dimensions. The different years underline the huge acceptance of the paper by 

Mayer, Davis and Schoorman from 1995. In 2000, Brower, Schoorman and Tan published 

an extension to the described model above, the three named dimensions remained 

untouched. They have used the model from 1995 because “it can be applied to any dyad 

and is thus particularly useful in describing leader-subordinate relationships” (Brower, 

Schoorman, Tan, 2000, p.230). The aim was to present a model of relational leadership 

based on a review of leader-member exchange and interpersonal trust. The extension is 

shown in figure two in the red box. 

 
Figure 2 Extension by Brower, Schoorman and Tan (2000) drawn by the authors 

In 2002, Bell, Oppenheimer and Bastien published a case study investigating the 

deteriorating relationship between two international firms. The aim was to identify key 

elements, which reduced the suppliers trust in its customer, using the identified 

dimensions by Mayer, Davis and Schoorman (1995). Bell, Oppenheimer and Bastien 

(2002) found out that violations of ability, integrity, and benevolence all contributed to 

trust deterioration between two firms. Nevertheless, also these researchers were not 
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looking for general indicators of trust deterioration as well as possible counteractions. 

Their study was a general study of two firms from one industry. 

Overall, the described model does have some shortcomings, which must be mentioned 

here. Firstly, the model itself displays trust in general and is not developed for specific 

industries or specific business relationships. Secondly, trust deterioration is no part of the 

model and can be seen as ignored. Finally, no attention is payed upon possible 

counteractions regarding trust deterioration. All three named shortcomings are the basis 

for our described research questions and underline the importance of the topic from the 

industry perspective. 

We are not aware of any other extensions or variations of the model by Mayer, Davis and 

Schoorman from 1995. 

2.6 Summary 

As described, trust and trust factors play a significant role when doing business and 

developing stable supplier-buyer relationships. Furthermore, trust is also included in all 

cultures and varies around the globe. However, for our thesis we can assume that cultural 

differences are not given due to the fact that we analyse the German market in which 

cultural differences are not expected. 

Trust itself is a well know field of study and a lot different definitions are given. As 

aforementioned, our thesis is based on the definition of Mayer, Davis and Schoorman 

(1995), which includes both parties the supplier as well as the buyer and display the 

mutual expectations in a straight forward approach. 

The integrative trust model by Mayer, Davis and Schoorman (1995) is a conclusion of 

different approaches regarding trust development as well as trust factors and includes 

three factors of perceived trustworthiness, which are significant to have high level long-

term supplier-buyer relationships. It builds the basis for our first research question in 

order to proof how the three dimensions’ ability, integrity, and benevolence fit into the 

investigated industries. 

 

Research question two and three are related to trust deterioration. Trust deterioration is 

an unexplored field of study and sometimes mixed-up with distrust or losing trust in a 

relationship. It must be seen as the process from a trust situation between two parties to 

distrust or losing trust, thus it is more a gradual decline rather than a sudden loss. Due to 
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the fact that the term is not wide spread and researched at all, we have identified a huge 

gap in the literature, which we will partly close through our thesis by providing indicators 

and counteractions of trust deterioration as well as a framework to show how these 

mechanisms work together to protect the developed trust level between both parties. 
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3. Methodology 

_____________________________________________________________________________________ 

Chapter three gives the reader an overview of the thesis’ methodology and an 

understanding of why and how we have done the analysis. Furthermore, a detailed 

description of the paper selection process is given and the chapter concludes with an 

abstract of the quality assessment of the given thesis. 

______________________________________________________________________ 

3.1 Research Philosophy 
Every research study is different and four different research philosophies can be applied: 

positivism, realism, interpretivism, and pragmatism. 

For our thesis the best suitable approach is interpretivism as specific details of a business 

situation including relationships are the focus and we as the researchers want to look 

behind these details (Saunders, Lewis and Thornhill, 2012). In addition, we have chosen 

interpretivism due to the fact that we gained in-depth knowledge, which is possible by 

using this approach (Saunders, Lewis and Thornhill, 2009). Because less is known about 

trust deterioration in supplier-buyer relationships as well as indicators and counteractions 

of trust deterioration, depth data of this topic is needed. 

Furthermore, Saunders, Lewis and Thornhill (2012) mentioned to use small samples and 

qualitative research when adopting an interpretivistic research philosophy. As we have 

conducted 10 interviews from each industry and the data is gathered through semi-

structured interviews, the research strategy is in line with the research philosophy. 

3.2 Literature Review 
Saunders, Lewis and Thornhill (2009) showed that the literature sources are divided in 

primary, secondary and tertiary sources. Primary sources are reports, theses, company’s 

reports, conferences, and some government publications. Secondary sources are journals, 

books and newspapers. Tertiary sources are indexes, abstracts, catalogues, 

encyclopaedias and dictionaries. The primary sources are more detailed compared to the 

other types of sources. For the specific research of our thesis and our literature review, 

primary and secondary resources have been used. 

Bell (2005) went one step further and said that it is essential to identify some main criteria 

before reviewing the literature sources. Criteria such as the published language, the 
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published year, the ranking of the journals, the number of citations as well as the relevance 

of the topic should be identified before starting the literature review.  

For this specific research, English was the language criterion. With regard to the 

publication of the chosen literature it is important to mention that the literature about trust, 

trust factors, trust deterioration as well as the chosen model in itself is from the 1990s and 

older. However, we implemented up-to-date literature to show that the relevance of the 

topic is still given even though the topic basis is older. The number of citations by other 

authors was another criterion for the sources selection process. Finally, we decided to use 

mainly the databases “Web of Science” and “Ebscohost” to select appropriate journals 

within the area of the research topic. The main key words used were “trust”, “trust 

factors”, “trust deterioration”, “trust development”, “trust in a relationship” and “trust and 

culture”.  

From all the articles being found, a subset of 101 were selected. In the first selection 

process, abstracts were assessed to find out whether these articles really fit with the 

report’s objectives and if not, they were rejected. Table 1 shows an excerpt of the most 

frequently used papers before and after the final selection. The complete table can be 

found in appendix 1. 
Journal Number of papers 

(initial selection) 
Number of papers 
(final selection) 

The Academy of Management Review 14 8 
Journal of Marketing 5 2 
Strategic Management Journal 6 2 
Academy of Management Journal 10 4 
British Food Journal  3 2 
Books and other publications 29 21 
… … … 
Total 101 66 

Table 1 Overview of the paper selection for the Literature Review 
 

In order to ensure that only articles were reread that dealt with trust factors, trust 

deterioration, trust development and the development of trust in supplier-buyer 

relationships, the further following step was performed. All remaining papers were 

examined in more detail. Meaningful articles used as quotes within the remaining papers 

were checked as well on necessity and fulfilment of the already mentioned relevant 

criteria. This step went hand in hand with the criteria check of peer reviewed articles 

including a high number of citations. If the articles fulfilled the criteria, they were also 

included in this report. 
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The next stage of the selection process was to reject a number of papers due to the fact 

that the research did not address the purpose of our thesis or the articles focused more on 

other trust topics rather than on trust factors, trust deterioration and trust development in 

supplier-buyer relationships. 

After performing the described steps of the paper selection process we ended up with 66 

papers as a result of the “filtering” for further analysis. All 66 papers were then used to 

write an appropriate literature review. 

3.3 Research Approach 

Three different approaches for research studies were identified by Saunders, Lewis and 

Thornhill (2012): deduction, induction and abduction. Those concepts deal with the 

availability of theory at the beginning of the research project.  

The deductive approach is used when researchers clarify their theory and topic at the 

beginning of the study, set hypotheses afterwards and test them to examine whether the 

theory is true or false. The opposite approach is induction and hereby theory is created 

and developed based on the observations and the results of the research. The third 

approach, abduction, is a combination of the other concepts and the researcher is going 

back and forth between data and theory in this process (Saunders and Lewis, 2012). 

For our thesis we used the deductive approach. After doing a broad review of the actual 

literature, we gained an overview of the chosen topic as well as the described model. 

These analyses resulted in the identification of the research gap regarding trust 

deterioration and the transferability of the model. These gaps were the basis for defining 

our research questions, which are based on existing theory (Saunders, Lewis and 

Thornhill, 2012), instead of setting hypotheses. The aim of the thesis is to answer our 

research questions in order to close the existing gap in the literature.  

3.4 Research Method 

The gathered data within a research study can be differentiated between numeric and non-

numeric, like words and images, or a mixture of both. It should be distinguished and 

differentiated to determine whether quantitative or qualitative research is used. In order 

to collect quantitative data, researchers have to use standardized procedures like 

questionnaires, whereas for qualitative data non-standardized ways are appropriate, such 

as interviews (Saunders and Lewis, 2012). 
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This thesis focuses on qualitative research design due to the fact that this design gives the 

possibility to receive a more in-depth knowledge and provides more flexibility in terms 

of the data collection process (Kvale and Brinkmann, 2009), which is essential to get 

relevant results. Furthermore, the named research is in need of qualitative research design 

because the named variables are not easy to measure, thus it is even harder to interpret 

them with a quantitative research design. Therefore, the data gathered through interviews 

is expressed in words to gain in-depth knowledge about the studied phenomenon.  

3.5 Research Strategy 

According to Saunders and Lewis (2012), the following different research strategies are 

available: experiment, survey, case study, action research, grounded theory, ethnography 

and archival research.  

According to our thesis, we decided to follow the case study strategy, which is preferred 

when asking “how” and “why” questions and is mostly used to gather data in explanatory 

or exploratory research (Saunders and Lewis, 2012). Case studies are very useful “when 

exploring an area where little is known or where you want to have a holistic understanding 

of the situation, phenomenon, episode, site, group or community” (Kumar, 2011, p. 127).  

In order to further develop old and establish new theories by gaining new insights about 

a topic, an overall understanding of the situation is needed. Yin (2009, p. 18) argued that 

a case study is an “empirical inquiry that investigates a contemporary phenomenon in-

depth and within its real-life context, especially when the boundaries between 

phenomenon and context are not clearly evident “. 

 

Furthermore, Yin (2014) distinguished between two dimensions’ researchers have to take 

into consideration when choosing a case study as research strategy. Based on the number 

of cases, the strategy can be characterized as single case or multiple cases, if more than 

one case is researched. The second dimension is based on the unit of analysis. If a case 

concerns one organization as a whole, then it is called a holistic case study. On the other 

hand, if more aspects of the organization are under research then the case study is 

characterized as embedded. However, due to the fact that we focus on the individual 

experience of each participant regarding trust and trust deterioration and no organization 

is analysed as a whole, both a holistic and an embedded case study are not applied. 
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In summary, our multiple case study covers two cases with different actors within the 

automotive and the aerospace industry. Each case will then be divided into different 

subunits – meaning more than one supplier in the specific sector is investigated and 

researched on his perception of trust and trust deterioration to his customers.  

3.6 Time Horizon 

In the research world, there is a consensus that there are two kinds of study with regards 

to time (Saunders, Lewis and Thornhill, 2012; Saunders and Lewis, 2012). It can be 

differentiated between a cross-sectional study and a longitudinal study.  

Within a cross-sectional study, data is collected only once as the researchers obtain an 

overall picture of a certain situation or phenomenon (Saunders and Lewis, 2012). This 

kind of study is relatively cheap and not difficult to analyze. However, one of the biggest 

disadvantages is that it is not possible to measure any change of a situation or 

phenomenon – only an assessment of the change is possible (Kumar, 2011). In order to 

study change or development over a period of time, a longitudinal study has to be 

conducted. In this process, the researchers contact the same respondents several time 

during an extended period of time (Saunders, Lewis and Thornhill, 2012). One of the 

biggest downsides of this approach is that it is very time consuming and consequently not 

possible for students to investigate the same situation over a certain period of time 

(Saunders and Lewis, 2012).  

Therefore, for our study we choose the cross-sectional study design. Qualitative research 

can be seen as being appropriate for cross-sectional studies (Saunders, Lewis and 

Thornhill, 2012). 

3.7 Choice of Respondents 

According to Saunders, Lewis and Thornhill (2012), two groups of sampling methods 

exist: probability sampling and non-probability sampling. For our thesis we used the non-

probability sampling because instead of choosing participants from a complete list of the 

population we chose participants from our daily business contacts. These contacts are the 

results of our relationships to the suppliers of the OEMs of the automotive and aerospace 

industry we worked for during our internships. The persons we have interviewed are 

working in sales or customer service and therefore have daily contact and build trust to 

their customers, which qualifies them as perfect participants for our research. This goes 

hand in hand with the purposive sample selection, which is a method “in which the 



 

 
 

27 

researcher’s judgement is used to select the sample members based on a range of possible 

reasons and premises” (Saunders and Lewis, 2012, p. 138). 

In case of the right amount of sample size, Kumar (2011) argued that researchers do not 

have a specific sample size in mind when undertaking qualitative research. The required 

size is determined by the data saturation point. You collect data until the point is reached 

“where you are not getting new information” (Kumar, 2011, p. 213). During the data 

collection process we recognized that after 9 to 10 interviews, no additional information 

was received and the saturation point was reached. Therefore, we defined a sample of 10 

interviews in each industry even though the possibility to conduct more interviews within 

both industries was given. 

3.8 Data Collection 
In order to collect the qualitative data, semi-structured interviews were used. These are 

“a method of data collection in which the interviewer asks about a set of themes using 

predetermined questions [...] The interviewer may choose to omit some topics and 

questions and ask additional questions as appropriate” (Saunders and Lewis, 2012, p. 

151). These kind of interviews are very suitable for qualitative research as the answers 

have to be interpreted by the researcher in order to gain new insights through the answers 

of the respondents (Kumar, 2011). Beneficial as well is the fact that the interviewer can 

explain everything when the respondent is not sure about the meaning of a certain 

question and an interaction between both can lead to a better and deeper insight. 

Additionally, exploratory questions in regard to statements from the respondents can 

create a deeper understanding or a new perspective the researchers did not think of at first. 

 

Before the semi-structured interviews were conducted, a confidentiality agreement 

together with some example questions as well as a short description of the research 

purpose were sent to the interviewees. We decided not to send the whole interview guide 

due to the fact that we wanted to use the possibility to gain unprejudiced and unprepared 

responses. This gives us the assurance that the answers are not copied or discussed with 

colleagues who are not part of our research. The complete interview guide which was 

used in this master thesis can be found in appendix 2, whereas appendix 3 shows the 

named confidentiality agreement. Before starting each interview, we clarified that the 

participant should answer from his personal perspective and experiences in the particular 
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industry and not according to the relationship between the current employee and the OEM 

we worked for. 

We began with some general starting questions in order to make the interview situation 

for all participants more convenient. After that, to establish a common understanding we 

presented a definition of trust to our interviewees to get to know early and before the main 

questions their definition of trust. In order to receive most relevant information regarding 

our research questions, we started to ask our main questions regarding factors of 

trustworthiness. Besides that, we confronted the participants with the three given 

dimensions of trustworthiness to proof if the initial given factors match with the opinion 

regarding the dimensions. Furthermore, we presented our main questions regarding 

indicators of trust deterioration as well as possible counteractions.  

At the end of each interview we asked two additional questions, which were not relevant 

for answering the defined research questions in general. Nevertheless, the information of 

these questions are used in the conclusion to have a full picture of the topic. 

 

Because we display the view of the German automotive and aerospace industry 

separately, the data collection strategy for each industry is described individually in the 

following two subsections. 

3.8.1 The German Automotive Industry 
The interviews related to the automotive industry were conducted between March, 22nd 

and April, 21st 2017. Five telephone, two Skype and three personal interviews are the 

result of the research, which were all conducted in German. The personal interviews were 

conducted in the German headquarters of the companies. Face-to-face interviews are a 

good method to build a trustful atmosphere during the interviews but also make it possible 

to interpret the mimic and gestures of the respondents. In addition, by meeting the 

participants in their offices, they may have felt more relaxed in their familiar 

surroundings. Unfortunately, not all interviews were conducted face-to-face due to time 

issues but during the skype- and telephone meetings, the participants were sitting in 

pleasant settings as explained to them beforehand. 

During the process of approaching the automotive suppliers, we obtained some 

difficulties. Even though many suppliers agreed to help us regarding our research during 

the internship of one of the authors, only some responded positively three months later. 
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Justifications reached from time constraints to personal motivation and some did not even 

answer to any mails or phone calls. Therefore, we had to find new suppliers willing to 

give interviews but due to our still existing connections to the automotive industry, this 

problem was quickly solved. 

The automotive interviews had a length between 25 and 65 minutes. The years of work 

experience refer to the length in the automotive industry, but most of them worked in this 

industry for their whole professional career. Nine out of ten interviews were recorded, 

only one participant did not agree to record the interview. 
Participant Position Experience in 

Automotive 
Date Type Length 

1 Head of Sales Automotive  25 years April, 21 Telephone 25 minutes 

2 Sales Manager 3 years March, 22 Skype 30 minutes 

3 Head of Quality 
Management 

7 years March, 23 Telephone  33 minutes 

4 Regional Sales Leader 
Bavaria 

25 years March, 28 Telephone 30 minutes 

5 Regional Sales Leader 
South Germany 

31 years April, 07 Skype 28 minutes 

6 Director of Engineering 30 years April, 07 Telephone 25 minutes 

7 Sales Manager 27 years April, 12 Face-to face 65 minutes 

8 Head of Sales and 
Application Engineering 

30 years April, 13 Face-to-face 55 minutes 

9 Sales Manager 14 years April, 13 Face-to-face 29 minutes 

10 Sales Manager 5 years April, 18 Telephone 28 minutes 

Table 2 Participants Automotive Industry 

3.8.2 The German Aerospace Industry 
The interviews with participants from the aerospace industry were conducted in the time 

period of March 8 to 22, 2017 in Germany. Six face-to-face, two skype, and two telephone 

interviews are the base of the research – for the face-to-face interviews the participants 

were visited in their offices. Nine out of ten interviews were held in German being the 

mother tongue of most of the interview partners. By doing so we believe that the 

participants were able to answer better and to understand each question in detail. One 

interview was held in English due to the fact that English is the mother tongue of that 

participant, but nevertheless the participant has been living in Germany for many years 

and has been working for a supplier within the aerospace industry. During the internship 

in the aerospace industry we have already spoken to the potential participants, which all 

agreed to participate in the research. Due to a good relationship to the participants all ten 
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kept their promise when the interview guide was completed so that no problems regarding 

the data gathering occurred. 

 

The interviews had a length between 21 and 48 minutes and are displayed in the following 

table. The years of working experience refer to the experience within the aerospace 

industry and not the overall work experience. All participants have more years of working 

experience in general.  
Participant Position Experience in 

Aerospace 
Date Type Length 

1 Account Manager 
Aerospace 

18 years March, 08 Telephone 48 minutes 

2 Head of Aerospace 
Department 

20 years March, 09 Face-to-Face 21 minutes 

3 Sales Aerospace 3 years March, 09 Face-to-Face 24 minutes 

4 Sales Manager 
Aerospace 

12 years March, 09 Face-to-Face 48 minutes 

5 Sales Manager 6 years March, 16 Face-to-Face 40 minutes 

6 Head of Sales / 
Equipment Aerospace 

25 years March, 17 Face-to-Face 41 minutes 

7 Export Sales Director 9 years March, 20 Skype 33 minutes 

8 Business Development 
Manager 

9 years March, 20 Telephone 31 minutes 

9 Teamleader OEM 4 years  March, 20 Face-to-Face 45 minutes 

10 Assistant Account 
Manager 

3 years March, 22 Skype 26 minutes 

Table 3 Participants Aerospace Industry 

3.9 Data Analysis 

Qualitative data is accompanied by a qualitative analysis processes such as summarizing, 

categorizing and unitizing data, which are most common and appropriate. As we have 

only used one collection and analysis technique, it is characterized as mono method 

(Saunders, Lewis and Thornhill, 2009). 

Before starting the analysis, 19 out of 20 interviews were recorded in order to save the 

data and make it available for analysis as well as for sample inspection by the university. 

Only one participant disagreed his interview to be recorded due to anonymity reasons. 

All important information regarding each question were transcribed in an excel file to 

eliminate possible mistakes and to prevent important aspects to be forgotten. Due to the 

fact that we have conducted the interviews for each industry separately, we decided to 

listen to our partner’s interviews repeatedly to ensure full data transcription. All 

participants have been informed that they are able to review the data in order to verify it. 
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However, no participant wanted to check the transcribed data again due to the agreed 

confidentiality agreement and the past working relationship between us and the 

participants. 

 

After that, the data was summarized and compressed in order to shorten long statements 

to easy understandable information. For all three research questions we then continued 

with the same steps. We compared the data to find similarities in order to build categories 

or so called groups including factors with the same understanding. After that we 

transformed the groups for research question 1 into one of the three named dimensions in 

order to close the loop to the theory given and analysed the data in more detail. Regarding 

research question 2 and 3, we directly analysed the data in more detail as there is no 

literature theory available and implemented our own thoughts and interpretations as well. 

A clearer view of our analysis process is given at the beginning of chapter 5.  

In general, by categorizing data out of different interviews, relationships between the 

gathered data can be seen directly. The gathered data are compared to each other. 

Therefore, a comparative analysis is carried out in which deviating and mutual patterns 

can be identified (Castree, Rogers and Kitchin, 2013). 

Due to the fact that we investigated the perspective of the two different industries, our 

empirical findings and analysis part is double-tracked. We displayed the empirical 

findings per each industry before we analysed them according to our three research 

questions. Afterwards, we finalized the analyses with summing up the main points of both 

industries and displayed a framework regarding the indicators and counteractions of trust 

deterioration.  

3.10 Research Quality 
One of the most important issues in any kind of research is the quality of data, which 

influences the overall research quality. Every study has to be assessed according to 

several criteria to reach a research level of high quality. However, by aiming only to 

ensure validity and generalizability, we would undercut our aim to give our data sufficient 

space to reveal new and interesting insights (Daft, 1983). Yin (2009) also argued that 

validity and reliability are tests commonly used for quantitative research. Therefore, we 

rather follow Lincoln’s and Guba’s (1985) understanding of what constitutes a 
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trustworthy qualitative research study. The four aspects are credibility, confirmability, 

dependability, and transferability and are presented in the following subchapters. 

3.10.1 Credibility 

Credibility goes hand in hand with the researcher’s acceptability of others and the 

truthfulness of the gathered data and findings (Cope, 2014). A good way to ensure 

credibility is to spend a prolonged time in the field of study (Krefting, 1991). Due to time 

constraints of our study, this measure was not possible to fulfil. We rather applied a high 

degree of triangulation by using different perspectives from our respondents but also from 

ourselves as researchers. In order to underline the high level of credibility, our thesis was 

peer reviewed several times by fellow students and our supervisor. Additionally, we 

presented our method, the data collection process as well as how we analysed the raw 

data (Bryman and Bell, 2011), which demonstrates credibility, too. 

3.10.2 Confirmability 

Confirmability is concerned with our objectivity and subjectivity. In our case, 

confirmability can be illustrated by showing how our findings are clearly rooted in our 

data (Jensen, 2008a). The results are driven by the purpose of the study rather than by our 

bias. Bryman and Bell (2011) stated that researchers should show they have “acted in 

good faith” (p. 398). Confirmability can be evolved by explaining why certain inferences 

were drawn and how the interpretation of the gathered data took place (Cope, 2014). By 

presenting all underlying assumptions of the study, the thesis confirmability is enhanced.  

3.10.3 Dependability 

Dependability means that the findings of a study are consistent and hence others can 

follow the single steps of the research and can potentially repeat it (Jensen, 2008b). We 

regard it as important to demonstrate clearly the procedure applied and how we came to 

our conclusion. The entire process is described within the study, starting at stating the 

problem, followed by the criteria to interview the right persons, the interview guide is 

provided in the appendix and therefore other researchers can ask the same questions. One 

downside could be regarding the semi-structured interview though. The follow-up 

questions may be different in the event of duplicating the study.  
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3.10.4 Transferability 

Transferability means that findings of a high-quality study should also be transferable and 

valid in another research setting (Saunders, Lewis and Thornhill, 2009). However, some 

qualitative studies are not construed to generalize the findings but rather to illuminate a 

certain phenomenon in depth resulting in the fact that transferability is not an applicable 

measure for the research quality in some settings (Golafshani, 2003; Cope, 2014). Our 

study tends to gain a deeper understanding of trust deterioration and if certain factors can 

influence trust positively or negatively. Therefore generalization of findings is only 

possible to a certain extent. As we applied the research in two different industries and 

were able to find the same categories and nearly same results, transferability to other 

industries can be expected.  

3.11 Ethics 

According to Bell and Bryman (2007), ethics in management research are much more 

specific and crucial than in the private sector. Therefore, ethics need to be considered as 

a very important aspect and must be taken into consideration when doing a valuable 

research. Consequently, we follow this approach and take the ethical considerations of 

our study very seriously. Already before we have had the first contact with our 

participants, we determined to follow the ten ethical key principles by Bell and Bryman 

(2007) and defined how our behavior is regarding each principle. The next step was to 

inform each participant about our ethical agreement. So with contacting the participants 

the first time via mail, we send out a part of our interview guide as well as our signed 

confidentiality agreement including the ten key principles as described. The whole 

agreement and our behavior regarding the ethical principles can be seen in appendix 3. 

Aspects like confidentiality, anonymity, and privacy are obvious elements as well as the 

other aspects. Before and during the interviews, we received the feedback that all 

participants appreciated this procedure due to possible competitive disadvantages or other 

reasons. Consequently, we assume that our behavior influenced the participants positively 

in regard to talking about the topic as honest as possible. We also guaranteed that we will 

delete the recordings when we have received the final grading of the university, which 

was another aspect of protection for our participants regarding their anonymity. 
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4. Empirical Findings 

_____________________________________________________________________________________ 

Chapter four displays the empirical findings of the described data collection process. 

The chapter is divided into separate parts for both industries to show all findings 

without mixing them and subdivided into our three fields of study to structure this part 

in light of the analysis directly and to answer the research questions in chapter five. 

______________________________________________________________________ 

As aforementioned all participants are well experienced employees of suppliers from both 

industries. The gathered information are not related to the situation between the employer 

of the participants and our employer – we interviewed the applicants in regard to their 

individual opinion and knowledge. All information given arose from the conducted 

interviews – apart from information regarding the industries itself given at the beginning 

of both subsections as introduction. The stated quotations are given by the respondents 

who would like to stay anonymously.  

In the beginning of each interview, we started with four starting questions as described in 

our interview guide. One main point here was to talk about the meaning of trust due to 

the fact that each individual interprets the term “trust” differently. For us, it was important 

to make sure, on which definition of trust our thesis is based to see if there are different 

understandings of the term.  

On this basis, we continued with 10 main questions regarding our research questions and 

finished the interviews with three general ending questions. The information received of 

these last questions will be used in our conclusion section, which is chapter 6. 

4.1 The German Automotive Industry 
In the automotive industry, collaborative supply chains are of high importance, because 

the industry is faced with diverse dynamics, such as outsourcing, product variants, 

globalization and risks of supplier disruption. An automobile is composed and 

manufactured of about 20.000 components and more than 80 companies are involved in 

developing and producing a single car (Alford, Sackett and Nelder, 2000). Therefore, 

trust and a good relationship among those partners are key factors.  

In the automotive industry and others as well, business relationships and transactions are 

often repeated episodes of sequences of exchanges and therefore trust-based relational 
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contracts often are the most useful tools for non-contractible dimensions (Calzolari et al., 

2015). 

The automotive industry is the most important industrial sector in Germany. In 2014, car 

manufacturers and suppliers employed nearly 800.000 people directly connected to this 

industry. The turnover of nearly 370 billion Euro in 2014 exceeded the total turnover of 

the second largest industrial sector mechanical engineering by nearly €100 billion. In 

terms of exports, the automotive industry contributes nearly 20% to the overall exports 

of Germany (240 billion Euro) in 2014 (Vda.de, 2017). The major German car brands and 

global leaders are Audi, Volkswagen, Daimler, BMW and Porsche. 

A good basis for research and development investments leading to innovations are long-

term relationships with suppliers, which are very popular within the automotive industry 

and Germany in general (Calzolari et al., 2015). 

4.1.1 Factors of Trustworthiness 

The factors of trust are diverse, depending on the persons and situations dealing with and 

therefore difficult to define without a common basis. In order to be on the same page 

regarding the understanding of trust, our definition was shown to the participants. All of 

the interviewees agreed on the definition, participant nine extended the definition though 

…”the definition is really one sided but in reality it is two sided. With long term 

partners it is easy to deal due to the already existing trust basis. With new partners 

though, it is important that both parties do everything they can in order to make the 

business work and trust can be built.” [9] 

 

As the first research question of our thesis refers of finding out how the three dimensions 

of perceived trustworthiness of Mayer, Davis and Schoorman (1995) fit into the two 

named industries, the aim was to investigate which trust factors must be available for our 

participants to build trust to a customer, the so called buyer. We therefore asked two 

questions according to the prerequisites to build trust before we asked for the participants’ 

opinion regarding the three factors defined in the model.  
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For many interviewees, the personal sympathy and the personal relationship were an 

integral part to build trust. According to participant six 

…”trust is built through a long relationship, positive achievements and experiences as 

well as knowing each other personally.” [6] 

 

Furthermore, other prerequisites and factors to build trust are honesty and openness, 

adherence of agreements and sticking to one way of doing business. All agreed as well 

on the fact, that it takes some time to build a good and stable trust relationship and it is 

not established after the first personal meeting. 

Participant eight and one mentioned that the person the supplier is dealing with plays an 

important role 

…”the buyer has no interest to share information with the supplier in most cases. 

Therefore, the personality of the buyer is decisive if he shares information or not and if 

trust can be built.” [8]  

 

…”there are two types of persons in an OEM’s buyer department. Type one lets you feel 

that you are “just” the supplier, plays you off and demands what he requests. Type two 

sees it as a partnership and wants to achieve the goals of both sides together.” [1] 

 

The results regarding the factors of trust of all ten participants of the automotive industry 

are given in the following table and will be analysed within chapter five. The order of the 

named factors per participant does not indicate the importance of them. It is just a result 

of the transcription and has no rating. 
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Participant Factors of trustworthiness 

1 Knowledge about other person/ honesty and openness / personality of buyer decisive / 
sympathy / colloquial language / adherence of agreements 

2 Honesty and openness / respect and integrity / personal contact in the beginning of 
relationship 

3 Reliability / openness / honesty / equilibrium between supplier and buyer / knowledge 
and usage of social skills 

4 Building a relationship / get to know each other personally (face-to-face) / openness / 
honesty / liabilities / joint goals / basic knowledge about the counterpart 

5 Open communication / share information for transparency / openness and honesty / 
personal component decisive  

6 Business relationship over a longer period of time and positive experiences/ Openness 
from both sides and honesty to a certain degree / no lies / sympathy / meet commitments 
– if not inform partner as soon as possible with reasoning 

7 Business relationship over a longer period of time / disclosure of information / openness 
about problems / communication / Honesty / personal meeting important in the beginning 

8 Information exchange / personal knowledge about partner/ find a common ground in the 
personal relationship / personality of the buyer decisive if trust can be build or not / body 
language in personal meetings / punctuality / authentic 

9 Get to know the customer personally / personal understanding important - gut feeling / 
honesty but not always given in automotive / openness to get to know each other / having 
a positive mood at the beginning of the relationship 

10 Fair commerce with each other / reliability / personal meeting at the beginning / politeness 
/ honesty towards commitments and quality / reputation of the company and high stock 
price 

Table 4 Factors of Trustworthiness in the Automotive Industry 
 

After receiving the displayed factors of trustworthiness we confronted the participants 

with the factors ability, integrity and benevolence. The opinions to the named factors were 

different and are shown in the following table. A clearer description of the table follows 

afterwards – the used symbols stand for:  - agree/important, ( ) – is part of it but not 

so important anymore,  - do not agree/not important. 
 1 2 3 4 5 6 7 8 9 10 

Ability           
Integrity           
Benevolence ( )  ( ) ( )      ( ) 

Table 5 Participants opinion regarding factors of trust in the Automotive Industry 
 

As displayed above, most of the time ability and integrity were confirmed by the 

interviewees, whereas benevolence was seen as something that was important in the past 

but is not contemporary anymore.  

According to participant seven 

…”benevolence is not important anymore, as the price is the defining factor nowadays 

and therefore no benevolence can occur.” [7] 
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Participant five carried forward 

…”in the purchasing departments, constant changes are usual and desired by the 

customer in order to prevent a closer, longer relationship between the buyers and sales 

persons. Therefore, benevolence cannot be developed.” [5] 

 

In regard to benevolence, participant one and three elaborated on the price pressure and 

the effect on benevolence and participant one gave a good example 

…”due to the very small decision-making scope of the buyers nowadays, it is difficult of 

showing benevolence by paying one or two cents more. Therefore, fair and good 

communication and treatment to each other is the new “benevolence”.” [1] 

 

Participants two [2] and four [4] argued that ability is not a decisive factor in order to 

create trust. Integrity and the effort to do good for both parties is more important in their 

point of view. All participants confirmed that integrity is one key element to build trust, 

which goes hand in hand with the named factors of trustworthiness in table 4. 

4.1.2 Indicators of trust deterioration 

The second part of each interview dealt with possible situations in which trust can 

decrease as well as typical indicators of trust deterioration from the supplier perspective. 

Almost all participants mentioned examples for trust deterioration, when situations come 

up which include the opposite of the named trust building factors for the first research 

question. This includes unreliability, agreements are not met or binding commitments are 

no longer fulfilled, dishonesty, lies, disruption of the information flow or decrease of 

communication or the quality of products. 

Participant five also mentioned that trust can decrease if  

…”the customer misuses the information given in confidence provided from the supplier 

for their own purpose, such as accept the offer of a competitor for the same project or 

trying to push the price.” [5] 

 

Another reason for a decrease was given by participant six 

…”if previous verbal agreements are not applicable anymore, because supervisors take 

part in meetings and the bondage towards them is too strong.” [6] 
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Finally, participant ten had another view 

…”if language barriers are visible and the partners do not understand each other very 

well, trust cannot be developed and it might decrease in the relationship overall.” [10] 

 

As aforementioned, we asked the participants to describe general indicators of trust 

deterioration from the supplier perspective. The answers given by the interviewees are 

summarized in the following table and will be analysed within chapter five as well. Again, 

the order of the indicators does not indicate the importance of them because it is just a 

result of the transcription and has no rating. 
Participant Indicators of trust deterioration 

1 Breaking or termination of contracts due to prices / neglected verbal agreements / less 
communication / tone in communication changes / change of contact person – loss of 
know how 

2 More written confirmations than in the past / fluctuation of employees / protocol during 
negotiations  

3 Distrust / increased usage of shipping documents / less communication 

4 Background knowledge available but twist facts for own benefit / less communication  

5 More written confirmations than in the past / Time between personal visits become longer 

6 Formulation of mails (from hello to Dear Mr./Mrs.) / More written confirmations than in 
the past 

7 Less openness / Dishonesty 

8 Formulation of mails (from hello to Dear Mr./Mrs.) / relationship becomes more reserved 
/ buyer does not respond to question / information flow interrupted 

9 Formulation of mails (from request to last call or last reminder) / Problems get escalated 
to supervisors / less communication 

10 Topics/Problems get processed more slowly  

Table 6 Indicators of trust deterioration in the Automotive Industry 
 

Less communication and confirmation of agreements were the most named reasons for 

trust deterioration. However, another example given by participant eight was that 

…”an indicator for trust deterioration can be that the customer sends out supplier 

evaluation and the evaluation is negative or does not arrive at our company and you 

hear from competitors that the customer has sent out those evaluations.” [8] 

 

Participant ten had problems finding special indicators  

…”it is a slow process and therefore not easy to react to some indicators. In retrospect 

it is often easier to review the mistakes, but when it happens it is a challenge to see the 

decline of trust.” [10] 
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4.1.3 Counteractions to prevent trust deterioration 

The third part of the main questions dealt with situations of trust deterioration and how 

to overcome those situations as well as possible counteractions to prevent trust 

deterioration in advance to have a long-term and stable supplier-buyer relationship.  

Some of the participants mentioned that situations where trust deteriorates happen often 

or occasionally. One example given by participant eight [8] was that most of the time 

trust deterioration is a consequence from bad quality or when deliveries are not on time. 

If this happens often and over a longer period of time repeatedly, trust decreases between 

the supplier and buyer. Participant three [3] mentioned that it happens often and that the 

price is most often the reason for it. In his view, the customer wants to push prices 

downwards as much as possible. This could have an effect on the trust basis short-term 

but in the end they come together to an agreement and the trust is balanced again. For 

him, trust in relationship is an “up-and-down, like a roller-coaster ride”.  

Of course, if trust deterioration happens the aim of both partners should be to gain back 

the trust.  

Ad-hoc reactions to gain back trust can help in that particular situation when realising that 

the trust level is going down right now. As we know, usually the aim of each successful 

company is to have a long-term and stable supply chain with no or only a few changes 

during the time as well as good and trustful supplier-buyer relationships within this supply 

chain. To guarantee this or to work on long-term stable and trustful relationships, it is 

important to know which prior actions can be implemented to prevent trust deteriorations 

from the long-term view. Therefore, we asked all participants what they have done in the 

past to overcome this problem and to name from their perspective additional possible 

actions to prevent trust deterioration in advance. 

The next table summarizes possible prior actions named by the applicants. For this table 

the same notes are in place as mentioned in the subsections before. 
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Participant Counteractions to prevent trust deterioration 

1 Openness towards problems / transparency / regular personal meetings / good flow of 
information 

2 Reflection / Solve problem and implement counteraction within your company / more 
personal visits / know your business and abilities and act according to them  

3 Present solutions for problems / show passion and commitment / get rid of personal 
emotions / professional working behavior and meet expectations  

4 Implement trust building actions / give customer feeling to be welcomed and heard / 
contact other people in the company to help to solve the problem together / personal 
meeting / openness  

5 Stay on the factual level / involve supervisors from both companies to help to solve the 
problem / personal visits  

6 Intensify communication / personal visits / open exchange / help in emergency situations 
without order or clear commitment 

7 Looking for personal, face-to-face meetings / determined to solve the problems together 
/ set out in writing important negotiations / regular, personal meetings / find similarities 
like family/hobbies / relationship with same person over a long time  

8 Identify problem and try actively to solve it / personal meetings / get rid of emotions in 
meetings, stay objective / companies should work together on different levels and 
different departments to collaborate more 

9 Important facts record in written form / personal meetings – also outside of work / inform 
supervisors on time when problems occur / meet deadlines and build up pressure 
internally to meet those / open and transparent communication about problems  

10 Act customer orientated / do everything possible to solve problems / regular, personal 
meetings / good linguistic basis  

Table 7 Counteractions to prevent trust deterioration in the Automotive Industry 
 

Almost all participants mentioned that personal meetings are important to prevent trust 

deterioration. If you talk face-to-face, one can solve more problems in a shorter time than 

exchanging e-mails or telephone calls. 

Participant five mentioned that nowadays, a supplier has to do an 

…”active care and support for the customer. Do whatever possible for the customer, 

even if it seems impossible to manage in order to have a good relationship over a long 

period of time. Good work and good service are key factors in business today.” [5] 

 

One important point mentioned by some participants was summarized really well by 

participant eight 

…”Identify the problem and try actively to solve it within the own company. But more 

important is to communicate to the customer that something will be changed in the 

future and improvements will be implemented. If you do that, he has the feeling that 

something will be done, he is part of the solution, the information flow is really good 

and this will not happen again.” [8] 
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Regarding the question if the participants expect some other actions by their customers, 

all participants mentioned that both parties need to invest the same energy and actions to 

prevent trust deteriorations, like openness, fairness, transparency, integrity and a good 

information flow backwards. 

 

However, participant three mentioned that 

…”it also depends on the philosophy of the customer how to work together with their 

suppliers. Some are active and help their suppliers solving problems or developing, 

others only look for the mistakes and problems at the supplier side. Transparency and 

fairness is really important on both sides.” [3] 

 

Participant seven found a good way to summarize it with 

…”in the end it is a “give and take” scenario. If we work together really well and we 

both understand that we can only have success together, trust can be built. But if the 

relationship is one-sided, it can lead to trust deterioration.” [7] 
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4.2 The German Aerospace Industry 
The aerospace industry itself is very technical driven and developed a lot over the last 

decades. In the news you can often read about new projects, such as A330neo, A380, or 

BOEING Dreamliner. Within Germany the biggest companies are established in urban 

areas. Hamburg is the main production area followed by Augsburg, Bremen, Munich, and 

Frankfurt. For example in Hamburg, more than 40.000 people are working in around 300 

smaller and bigger companies in that particular industry. The biggest employer is of 

course AIRBUS with its A320 and A380 program (hamburg.de, 2017).  

The German Aerospace Industries Association (BDLI) is a member of the AeroSpace and 

Defence Industries Association of Europe (ASD) and analyses the German market each 

year. For 2015 they found out that the overall turnover increased from 32.1 billion Euro 

(2014) to 34.7 billion Euro (2015). In addition, the number of people working in that 

industry increased to 106.800 within Germany. Examples of the main companies being 

responsible for this positive development are AIRBUS, Diehl Aerospace, Zodiac 

Aerospace, Premium Aerotec, Rockwell Collins, and Recaro (BDLI data 2015, 2016). 

4.2.1 Factors of Trustworthiness 

In general, our chosen definition of trust was agreed by all ten participants of the German 

aerospace industry. Participants [5], [6] and [9] emphasized that 

…”to trust a person, directly implies that you do not need to control that person”. 

Participant [7] agreed on the definition as well but mentioned apart from that 

…”trust is a two way connection. It only works out well at the end, if both parties trust 

in each other.” 

 

As mentioned in subsection 3.8 it was important for us to find out the prerequisites to 

build trust before we asked for the participant’s opinion regarding the three dimensions 

of trustworthiness. According to our participants, the feeling of sympathy to an unknown 

person often comes after the first few seconds when meeting a person the first time and 

is considered as prerequisite to build trust. Our participants define sympathy as part of 

trust and stated that 

…”trust is the beginning, the basis, of everything”. [3] 

 



 

 
 

44 

Furthermore, additional prerequisites to build trust are the mutual understanding of both 

parties, the willingness to take risk must be shared, being transparent as well as a good 

reputation of the employer. One important aspect in terms of what must be available to 

trust a customer was named by two applicants. They argued that it is crucial to bear in 

mind that 

…”trust needs time to develop.” [6, 8] 

The results regarding the factors of trust of all ten participants of the aerospace industry 

are given in the following table and will be analysed within chapter five. As before and 

in the following tables, the order of the named factors per participant does not state the 

importance of them. It is just a result of the transcription and has no rating. 
Participant Factors of trustworthiness 

1 Honesty / openness / being calm / not acting like a salesperson, being natural / reputation 
of the company / human factor  

2 Sympathy influence me, which can be supported through a good relationship to each other 

3 Authenticity / competence / having respect to each other 

4 Reputation of the customer / good communication = openness / good personal contact / 
friendly relationship / human factor / no rumors 

5 Openness / mutual understanding / sympathy / communication / human factor / personal 
or face-to-face contact 

6 Openness, which must be transparent / socialising might influence trust / honestly, but 
this is not easy to understand / open communication 

7 Willingness to talk, openness / sharing information / honesty 

8 Openness of the customer / willingness to develop a business relationship / reliability of 
the customer 

9 Not taking advantage of transparency / honesty / mutual understanding / having respect / 
open communication / personal contact - talk to each other, knowing each other 

10 Personal basis / sympathy / reputation / image / financial status / respect for one another 
/ reliability / openness / honesty 

Table 8 Factors of trustworthiness in the Aerospace Industry 
 

After we have received the displayed factors of trustworthiness, we have as well 

confronted the participants with the three factors ability, integrity and benevolence. The 

opinions to the named factors were different and are shown in the following table. A 

clearer description of the table follows afterwards – the used symbols are the same as in 

table 5. 
 1 2 3 4 5 6 7 8 9 10 

Ability        ( )   

Integrity           
Benevolence           

Table 9 Participants opinion regarding factors of trust in the Aerospace Industry 
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As displayed above most often all three factors were confirmed by the participants. 

However, some argued to replace one factor by another. For example, participant [4] 

would replace benevolence by the reputation or references of a customer. He looked on 

benevolence from a financial perspective and argued that 

…”no one gives more than you have to do, otherwise your calculation is wrong and you 

make always a minus.” 

 

Participant [2] agreed on the importance of the ability of a supplier to deliver a need to 

its customer but found it questionable to use ability as a trust factor. The ability of a 

supplier in his opinion is not a factor, it is his job to be able to deliver a need to his 

customer. 

The eighth applicant [8] agreed on all three factors but mentioned that ability might be a 

little bit less important in comparison to integrity and benevolence. The last interviewee 

[10] just agreed on integrity. He argued that ability and benevolence are important for the 

view of the buyer but not for him as supplier. More important as trust factors are the 

openness as well as a good and stable personal basis between him and his customers. 

Participant six [6] argued that  

…”the three named factors do not really fit as trust factors. According to the first two 

questions I expected factors like honesty and openness.” 

4.2.2 Indicators of trust deterioration 

As our thesis displays the view of the German automotive and aerospace industry, the 

second part of each interview dealt as well with possible situations in which trust can 

decrease. Typical indicators of trust deterioration from the supplier perspective are 

included also. 

Almost all participants independently confirmed that trust can decrease when situations 

come up, which include the opposite of the named trust building factors. Examples are 

dishonesty, no open communication, ignoring contracts and agreements, or unreliability. 

The first applicant [1] said that  

…”You can lose a customer when you are not honest and open in the communication.”  
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Participant five described a situation in which he or she was directly affected and 

mentioned that in those cases trust definitely decreases. 

”When I have done everything for the satisfaction of my customer and we have had an 

open book conversation to find the best solution but then I found out that the customer 

has done the contract with a competitor.” [5] 

 

Nearly the same happened to participant nine who described the following situation: 

”Doing everything to be cheaper as the target price given by the customer, to then find 

out that the customer is using my price then as a target price to get a cheaper price 

from another supplier.” [9] 

 

The second participant mentioned again the mutual responsibility of trust as well as for 

the possibility of a decrease of trust and stated that 

…”not only the supplier has to do everything, it must be a balance in the relationship so 

that both parties do something for the success of the relationship.” [2] 

 

Regarding trust and a possible decrease of trust, participants six and seven made two 

remarkable statements, which should always be kept in mind. 

“Honesty implies the question: Do I have to control or not and if I have to control, then 

there is no trust and if not, there is trust.” [6] 

 

“You can directly upset people but trust decreases over time so there must be more than 

just one situation to destroy a stable supplier-buyer relationship.” [7] 

 

As aforementioned, we asked the participants to describe general indicators of trust 

deterioration from the supplier perspective, which can be found in the following table.  
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Participant Indicators of trust deterioration 

1 No or less answers from customer (mail, telephone) / less inquiries / depends on the 
situation 

2 Less communication / defamation via telephone / change in communication / less answers 
via mail or the way how to answer (articulation, long or short answers…) 

3 Do not follow agreements / solo efforts / less or slower communication 

4 Less inquiries / less turnover and orders / less communication / rather written contact than 
personal contact / stricter requirements 

5 Less turnover / less orders and inquiries / less information sharing / less communication 
between each other / no direct contact, more mails 

6 Less communication as normal / less inquiries / less turnover / no answer to offers 

7 Varies on people / less openness / less communication / issues on payments, being late / 
new market conditions 

8 Less communication / less turnover and less orders on a long term basis 

9 Less communication / less inquiries / less turnover / less interest in doing business 
together 

10 Less communication / less turnover and orders / less feedback to offers / being betrayed 

Table 10 Indicators of trust deterioration in the Aerospace Industry 
 

As it can be seen in table 10 almost all participants named “less communication” as 

indicator of trust deterioration. Even though participant six and eight named the indicator 

as well they mentioned two crucial things. 

“Less communication as normal can be an indicator, but this is our task as sales 

department to find out these situations and to solve a potential problem.” [6] 

 

“Less communication can be an indicator but don't have to be. It can also be a result of 

other reasons like holidays, illness, job rotation, or new projects in which I am not 

integrated as supplier.” [8] 

4.2.3 Counteractions to prevent trust deterioration 
As in the automotive section, the third part of the main questions dealt with situations of 

trust deterioration and how to overcome those. Possible counteractions to prevent trust 

deterioration in advance to have a long-term and stable supplier-buyer relationship within 

the German aerospace industry are investigated as well. 

Most of the participants of the aerospace industry mentioned no urgent situations in which 

trust to a customer decreased a lot. Only a few smaller examples were described. 

Participant six [6] for example described a situation, in which he had the feeling of trust 

deterioration but it was just a single occurrence when the customer contacted his boss 

directly instead of him. Applicant five [5] stated that sometimes the behavior between 

different parties, either negative or positive behavior, is the result of some political 
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decisions from a higher level. Thus, trust deterioration is not the reason for an unstable 

relationship in this case. 

When trust deterioration is recognized, it is the aim to gain back the trust of the customer 

directly in order not to lose him. Participant two [2] thinks that to gain back trust directly 

…”you need to talk to eliminate problems. Contact the person, talk and discuss the 

open points or actual issues to find a good solution for both sides.” 

 

Applicant six goes one step further and said that 

…”to be honest is the key and sometimes it is necessary to tell the business partner 

what you think – meaning, not just arguing with the typical business arguments. Just 

saying the truth and how the actual situation is, can gain trust back faster than 

expected.” [6] 

 

As aforementioned, ad-hoc reactions to gain back trust can help in that particular situation 

when realising that the trust level is going down right now. To guarantee long-term stable 

and trustful relationships it is important to know which prior actions can be implement to 

prevent trust deteriorations from the long-term view. The next table summarizes possible 

prior actions named by the applicants.  
Participant Counteractions to prevent trust deterioration 

1 Being honest / talking about everything / knowing each other like friends / deeper 
relationship as with a sales person / face-to-face meetings / solving issues and problems 

2 Open and honest relationship / continuous communication / prevent misunderstandings / 
social aspects in general / behavior like in the normal private life 

3 Open communication / social behavior / call just to talk, showing general interest / 
relationship like in private life / being open  

4 Welcome feeling to each customer / mutual understanding and confirmation / openness / 
info sharing to show interest / good network with customer / small talk / human factors / 
constant communication 

5 Constant face-to-face meetings / good and constant communication vie phone and mail / 
small-talk is important / review meetings / understand the background of past issues 

6 Intensify communication / being as honest as possible / meetings / go to lunch together 

7 Analyze what went wrong in the past / defining future processes / ideas must fit for both 
sides / regular face-to-face meetings / talking about problems in person 

8 Meetings on a regular basis / showing interest to the customer / showing the willingness 
of the relationship / going to fairs to have direct contact 

9 Open communication / honesty / constant information sharing / talking about all problems 
and issues / showing interest in both the person and the business / problem analyses / 
going to fairs to talk directly to the customer 

10 Constant feedback / constant contact and communication / openness / honesty / reliability 
/ loyalty / "give and take" / face-to-face meetings / increase the communication / find and 
analyze the problem / find a solution together 

Table 11 Counteractions of trust deterioration in the Aerospace Industry 
 



 

 
 

49 

As aforementioned, all empirical findings are summarized in table 11. Nevertheless, at 

this stage we would like to cite a few direct comments of some applicants due to the fact 

that their ideas are more easy to understand when they are written out instead of being 

summarized.  

 

Participant four explained that 

…”it is important to give each customer the feeling that he is welcome irrespective of 

the level of communication or past experiences.” [4] 

 

He underlined his statement with the importance of the mutual understanding of both 

parties. His understanding goes hand in hand with the recommendation of participant five 

[5] who said that regular review meetings regarding projects or larger orders are important 

to find out what went wrong and what was good. This kind of performance check helps 

to prevent trust deterioration because both parties work together to improve the 

relationship permanently. 

Applicant two, three, seven, and nine have all named the same factor to prevent trust 

deterioration on a long-term view. Participant three summarized this point in an 

interesting way and said 

…”to have a long-term stable supplier-buyer relationship with no trust deterioration it 

is crucial to have a behavior to each other like in the private life. As long as I am honest 

and open to my business partner I can expect the same from him.” [3] 

 

Regarding the question if the participants expect some other actions by their customers 

all participants mentioned that both parties need to invest the same energy and actions to 

prevent trust deteriorations. Participant four summarized this understanding in a good 

way and said 

…”the basis for a good relationship is a good and constant dealing with each other and 

it is reciprocal.” [4] 
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5. Analysis 

_____________________________________________________________________________________ 

Chapter five contains of the analysis section, which combines the theoretical framework 

with the empirical findings. First, the general analysis process for both industries is 

described before the empirical findings are analyzed and presented appropriately. 

Second, the results are connected to the theory part of the thesis and discussed among 

each other. After that, an overall summary of both industries including the answers of the 

research questions and our trust deterioration framework as well as a statement of our 

thesis purpose is given. 
_____________________________________________________________________________________ 

Before we start with a deeper analysis of the findings given by the participants of both 

industries, we introduce our analysis process in more detail to avoid redundancies during 

the analyses. Due to the fact that we have done a qualitative study with a deductive 

approach one analysis process for both industries is appropriate in order to receive 

comparable results. 

In order to answer our first research question about how the three dimensions of 

perceived trustworthiness fit within both industries, we analyzed the empirical findings 

regarding the first question. For the shortened answers in table 4 and 8, we had to find 

appropriate categories in order to follow our qualitative analysis process. Therefore, we 

have compared the data to find similarities between the factors given and have built 6 

categories or so called groups including factors with the same understanding. These 

mentioned categories are called: openness, honesty, respect, interpersonal skills, 

reputation / image, and sympathy. 

The next step was to transform the six categories into one of the three dimensions of 

trustworthiness. We therefore used the three definitions given of the dimensions in the 

theory part to decide, which category is equal to which dimension.  

From the information received by the participants, principles, which are considered as 

acceptable by the trustee are openness, honesty, sympathy and respect. We therefore 

transformed them to the dimension “integrity”. For coding the categories “reputation / 

image” and “interpersonal skills”, we followed the same approach and assigned both 

categories to the dimension “ability”. 

Due to the fact that benevolence exclude profit motives no category could be identified 

to be transformed as dimension “benevolence”. Reasons for this finding are that in both 
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industries the pressure on prices and the global competition determine more and more if 

a supplier can stay in the market. Expected selflessness to fulfill the dimension of 

benevolence is not in line with market requirements anymore. 

After the transformation, it was important to know how many factors were transformed 

into which dimension. We therefore counted all factors per participant to get a better 

overview and displayed the results in one table per industry before we analyzed the results 

in more detail and connected them to the theory part. 

 

In order to find out actions to work on long-term stable und trustful relationships, the first 

step was to find out the indicators of trust deterioration within both industries, which are 

related to our second research question. Again, for the shortened answers in table 6 and 

10, we have built five categories in which all named indicators can be identified. 

According to the given data we defined the categories “worsened response behavior”, 

“less communication”, “less business interest”, “increased reticence”, and “miscellaneous 

reasons”. 

After the coding into the named categories, we counted the indicators given by each 

participant and summarized the results to get a better overview of the amount of indicators 

per category. Finally, we analyzed the results in more detail and draw our own 

conclusions and interpretations due to the fact that no theory part is given about indicators 

of trust deterioration. 

 

The last and third step in our research was to identify specific counteractions to prevent 

trust deterioration within the named industries. Such actions have the primary aim to 

inhibit or at least to reduce the influence of the already identified indicators of trust 

deterioration. The first part of the analysis then was to define again suitable groups of 

counteractions. Even though we have received 105 counteractions in total, after taking a 

deeper look into the given data we were able to carve out three groups of counteractions 

named “constant direct communication”, “failure analysis to improve performance”, and 

“usage of interpersonal skills”. Due to the fact that the participants of the automotive 

industry named a few different counteractions, we have identified one more group called 

“focusing on long-term relationship”. After the coding into the named groups, we counted 

the named counteractions for each participant and summarized the results to get a better 

overview of the amount of counteractions per group. Finally, we analyzed the results in 
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more detail and draw our own conclusions and interpretations due to the fact that no 

theory part is given related to counteractions to prevent trust deterioration. 

 

As described above, we were able to categorize and to code the empirical findings of both 

industries in the same way as well as into the same categories and dimensions. A detailed 

description and reasoning for this is given in the following subsections. In addition, the 

research questions are answered within the summary of the analysis. Furthermore, a 

framework regarding trust deterioration and how to protect a developed trust level is given 

as well. 

5.1 Analysis of the German Automotive Industry 
As described, the first subchapter covers the analysis of the automotive industry, 

including all relevant information to answer the research questions in the summary 

section. 

5.1.1 Factors of trustworthiness 
The first research question refers to the three dimensions by Mayer, Davis and Schoorman 

(1995) and how they fit within the different industries. As described before, we identified 

six named categories. With regard to the automotive industry, an answer from participant 

five “share information for transparency” was assigned to honesty, whereas factors like 

“equilibrium between supplier and buyer” or “politeness” were assigned of being a 

respect factor.  

In order to compare the six categories with the three dimensions, we had to transform the 

factors into the dimensions as described before. The following table gives an overview, 

which dimension is important in real and how many factors fit within each industry.  
Participants / 
Dimension 

1 2 3 4 5 6 7 8 9 10 ∑ 58 

Ability 2 - 1 3 1 1 1 4 2 1 16 
Integrity 5 4 4 4 4 5 5 3 3 5 42 
Benevolence - - - - - - - - - - 0 

Table 12 Automotive Industry – overview dimensions of trust 
 

The results show that by a large margin integrity is the most named dimension in the 

automotive industry. 72% of the factors named by the participants are assigned to the 

dimension of integrity. The rest of the factors are assigned to the dimension of ability, 

due to the fact that no factor overall could be assigned to benevolence after the evaluation.  
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In order to explain the connection between the factors and the dimensions, we will now 

display and analyze the relationship between those in more detail.  

Starting with ability, it was important for many participants in the first place to get to 

know a person personally in order to build a business relationship. The knowledge about 

the person and the personality itself are seen as decisive characters for the trust building 

process as well. Three participants mentioned the personality of the counterpart at the 

OEMs, most of the time a buyer, is a decisive factor for trust. One is either seen as a 

partner and would like to have a good relationship or one is just seen as a supplier, which 

they can easily substitute if the price, quality or on time delivery is not appropriate to the 

signed requirements. Therefore, a supplier is somehow at buyer’s mercy as he has the 

power on his side. Participant 10 mentioned the reputation and a high stock price as a 

factor as well. He argued that from a supplier perspective, it is easier to build a good 

business relationship and therefore trust when dealing with a big company with a good 

reputation and a high stock price. At a small company though, failure or bankruptcy could 

happen very fast and therefore could have a bad effect on supplier. 

Nearly all participants mentioned one or more factors for ability, only participant 2 did 

not mention one. The personal component played a bigger role for him, as he was also 

one of two people who mentioned that benevolence is important. This leads to the 

conclusion that personal influence is of great importance from the beginning of the 

relationship and competences and knowledge can be learned during the outset and is 

therefore a secondary influence. 

In relation to integrity, we assigned the principles “openness”, “honesty”, “sympathy” 

and “respect” to the dimension. Honesty and openness are very important factors because 

they were named directly by eight of the ten participants. This underlines the importance 

of the two categories for the dimension. However, participant 9 argued that honesty is not 

always given in the automotive industry. Most of the time, the buyers are looking for their 

own benefits and therefore honesty is desired to a certain extent. Therefore, it is important 

for the sales person to develop a personal understanding what the intentions of the buyer 

are at the beginning in order to act against it accordingly. This goes hand in hand with 

sympathy, as it is important to find a common ground for a personal relationship to build 

sympathy to each other. In order to build a respectful relationship, the adherence of 

agreements or the understanding that there is an equilibrium between the supplier and the 

buyer is important. However, this required equilibrium is not always given from the 
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buyer’s side. This could be discouraging for the supplier to do business with the buyer’s 

company and therefore important to know for both sides what they expect from each other 

in the business relationship. 

Finally, we did not identify any factors mentioned by the participants as relevant for 

benevolence. As aforementioned by our participants, benevolence is just not 

contemporary anymore in a time, where the price is the all decisive factor about receiving 

an order or project from the buyer’s point of view. Especially in the automotive industry, 

many different suppliers take part during the tendering phase and therefore the price is 

the most important factor. Aspects such as the quality of the product or the past 

relationship with different suppliers’ become less important. This leads to the fact that 

there is no chance from neither the supplier’s nor the buyer’s side to show any initial signs 

of benevolence, as this could be interpreted as signs of weaknesses or desperation.  

An interesting comparison for the factors and dimensions presented in the last paragraphs 

are, what the participants said when being asked directly after the three dimensions’ 

ability, integrity and benevolence. This question was asked after they named their factors 

of trustworthiness. Plenty of participants answered instantly that integrity is certainly the 

most important one followed by ability. This goes hand in hand with the results of the 

coding of the different factors for trustworthiness, where three quarter of the answers 

could be assigned to the dimension of integrity.  

Furthermore, we also have found similarities for the dimension ability. Participant 2 

mentioned that ability is not important for him to build trust and also did not mentioned 

factors of trustworthiness before. On the other hand, participant 4 also did not agree with 

ability, in the end mentioned three different factors for ability though. Explanations could 

be the misinterpreting of the term ability or the participant did not see the mentioned 

factors such as knowledge about the partner, liabilities and relationship as a skill or 

competency but rather as an obligatory part to build trust. 

The biggest surprise was the discrepancy for the dimension of benevolence. Two 

participants mentioned that it is still important today and three interviewees stated that it 

is still somehow part of the process to build trust but not important anymore. However, 

no participants mentioned one factor before being asked directly regarding this 

dimension. This could lead to the conclusion that the benevolence factors were either 

forgotten at the beginning, the factors for ability and integrity were obvious and came to 

their mind first or the understanding of benevolence differs. 
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A few participants understood that benevolence is the selflessness of one party to do good 

in favor of the other party without any profit or financial motives and argued against it 

because it is not possible anymore nowadays. The price is so decisive that one cannot 

always show goodwill in terms of the highly competitive market. On the other hand, some 

participants interpreted benevolence as goodwill and agreed on it as being important. 

Participant 2 mentioned that, if the buyer needs some product really urgently, a supplier 

should do whatever possible to satisfy the customer, even if it seems impossible to do in 

the first place and no official order was placed. This could benefit the long-term 

relationship and trust overall between the two parties. However, as mentioned before, no 

factors were named being able to be categorized and coded as benevolence as defined.  

5.1.2 Indicators of trust deterioration 
In order to find out what the indicators and factors for trust deterioration are, we coded 

the different answers into five main categories. The five categories are equal in both 

industries, the reasons for both are different though and we therefore explain them quickly 

for the automotive part. “Worsened response behavior” was explained as tone change in 

the communication in either mails, telephone and personal meetings to the worse, “less 

communication” as the time gaps between personal contacts became longer, “less 

business interest” as neglected verbal agreements and “increased reticence” as more 

written confirmation for verbal agreements are required than in the past. “Miscellaneous 

reasons” for the automotive industry are the constant fluctuation of the contact persons, 

which leads to a loss of know-how, or dishonesty in general.  

In the following table, the different indicators classified into the named groups were 

counted again to give an overview, which indicators have been named by the interviewees 

mostly.  
Participants / 

Indicators  
1 2 3 4 5 6 7 8 9 10 ∑ 26 

Worsened response 
behavior 

1 - - - - 1 - 2 2 1 7 

Less communication 1 - 1 1 1 - - - 1 - 5 
Less business interest 2 - - - - - - - - - 2 
Increased reticence - 2 1 1 1 1 1 1 - - 8 
Miscellaneous reasons 1 1 1 - - - 1 - - - 4 

Table 13 Automotive Industry – overview named indicators of trust deterioration 
 

It can be seen that the indicators are balanced between worsened response behavior, less 

communication and increased reticence in the automotive industry.  
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The indicator “less business interest” drops out a little bit. Reasons therefore could be that 

suppliers and OEMs in the automotive industry cannot afford to lose the interest of doing 

business between each other. The limited amount of suppliers and OEMs could be one 

argument, otherwise especially in the case of suppliers, the number of them decreases 

every year due to the high price pressure and therefore only the strong, big suppliers 

survive. Additionally, most of the time the businesses has a high volume and generates a 

high income over a long period of time for the supplier. Many projects or new orders for 

new parts from an OEM are required from the experimental stage till the serial production 

and this time frame could easily be between 7 to 10 years. The supplier risks to lose a big 

amount of business, if he denies any interest for new business due to former problems 

with the buyer initially. 

The indicator “increased reticence” mentioned mostly relates to disrupted information 

flow and more written confirmation than in the past. Instead of agreeing verbally on the 

phone or in meetings on deals and sticking to them because trust between both parties 

exist, an indicator for trust deterioration is that now a written confirmation via mail is 

required containing what was agreed on the phone or in the meeting. Due to these 

confirmations required to proceed in business, the information flow and the overall time 

spent on reaching an agreement will be slowed down.  

“Worsened response behavior” is visible when the tone in the communication changes or 

answers take more time and problems get escalated more quickly to a supervisor to handle 

the case. This goes hand in hand with “less communication” where personal meetings 

become more rarely. Many participants named the personal contact as very important and 

therefore if this personal attribute declines and becomes less common, a decline in trust 

can be seen. 

5.1.3 Counteractions to prevent trust deterioration 

As in the last sub chapters, we also coded the named counteractions to find a common 

denominator. The four counteractions and categories emphasized of the responses were 

constant direct communication, performing failure analysis to improve performance, the 

right usage of interpersonal skills as well as to put the focus on long-term relationships 

and to do everything to enable them.  
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The following table shows how often the different counteractions are classified into the 

categories mentioned by the participants of the automotive industry. 
Participants / Counteraction 1 2 3 4 5 6 7 8 9 10 ∑ 44 
Constant direct communication 2 1 - 2 1 3 2 1 2 1 15 
Failure analysis to improve 
performance 

1 2 2 1 1 - 2 1 2 1 13 

Usage of interpersonal skills 1 1 1 2 1 - 1 1 1 2 11 
Focusing on long-term relationship - - 2 - - 1 1 1 - - 5 

Table 14 Automotive Industry – overview named counteractions of trust deterioration 
 

The table shows that there is a balance between the first three counteractions. Just the 

fourth counteraction got less responses.  

When talking about “constant direct communication” as a counteraction to prevent trust 

deterioration, the most used examples were an increased number of personal meetings, 

visits to see each other, discussing the problems in person as well as a good flow and open 

exchange of information. This is accompanied by the factor “openness” from research 

question 1 and shows that the factors of perceived trustworthiness could easily help as 

well to stop and to prevent trust deterioration. “Performing failure analysis” in-house to 

solve problems and to perform better in the future was the second most named 

counteraction. An important follow up point from the participants was that one also has 

to communicate these changes to the customer to show them that one is transparent, open-

minded and that one is willing to solve the problem. In this regard, openness and honesty 

are named again as factors of research question 1, which indicates the connection between 

both scientific issues. 

The “usage of interpersonal skills” can be described as to get rid of the personal emotions 

during negotiations or when problems occur as well as to stay on a factual level and to be 

open-minded, welcoming and finding common personal interest like hobbies or family. 

Some of these methods can be related back to “openness” again. Furthermore, participant 

9 mentioned a good linguistic basis as a skill to build trust again. This can be referred to 

the dimension of ability. 

One special category for the automotive part of this analysis was found in “focusing on 

long-term relationship”. Some arguments mentioned by the participants could not be 

assigned to the three counteractions as aforementioned. We grouped them under this 

additional counteraction, as showing passion and commitment, helping in emergency 

situations for the customer without a clear order and commitment, having a good 
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relationship with the same person of the customer over a long period of time and having 

success in doing projects together. This can help both sides to have a long-term and 

trusting relationship. Additionally, companies could work together on different levels and 

different departments to form a synergy in research and development or logistics. This 

would create a trust level between these two parties on several stages and levels and not 

only between buyer and sales manager as usual. However, some of these arguments just 

mentioned cannot be implemented in short term but they will help in the long run. 

5.2 Analysis of the German Aerospace Industry 

The second subsection of chapter five displays the analysis of the empirical findings of 

the aerospace industry as well as all relevant information to answer the research questions 

in the summary section.  

5.2.1 Factors of trustworthiness 

As already described, we have identified five categories, which include the named factors 

of perceived trustworthiness. Due to the fact that the named indicators vary in each 

studied industry, each category consists of different indicators as well. Therefore, we will 

now give a few examples of the named factors assigned to its specific category. 

The category “sympathy” implies factors such as “mutual understanding”, “sympathy”, 

“friendly relationship” and “authenticity”. On the other hand, answers such as “reputation 

of the company”, “competence”, “no rumors” or the “financial status” were classified 

under the category “reputation / image”. One of the most often named group was 

“openness”, which includes factors such as “not acting like a sales person, being natural”, 

“openness”, “good communication”, or showing the willingness to talk and to do business 

together. 

In order to compare the six categories with the three dimensions, again, we had to 

transform the factors into the dimensions as described before. The following table gives 

an overview, which dimension is important and how many factors fit within the industry.  
Participants / 
Dimension 

1 2 3 4 5 6 7 8 9 10 ∑ 47 

Ability 2 - 1 3 1 1 - - - 2 10 
Integrity 4 1 2 3 5 4 3 3 6 6 37 
Benevolence - - - - - - - - - - 0 

Table 15 Aerospace Industry – overview dimensions of trust 
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It can be seen in the table, that the factors of the categories classified as integrity are by a 

large margin the most often named dimension in the aerospace industry. Around 79% of 

the named factors are assigned to integrity, whereas only 21% are associated with ability. 

As the focus was on the data of the first two dimensions, no category was coded as 

dimension “benevolence”. Consequently, no factor was assigned to it.  

In order to explain the connection between the factors and the dimensions, we will now 

display and analyze the relationship between those in more detail.  

From the information received by the participants, principles, which are considered as 

acceptable by the trustee are openness, honesty, sympathy and respect. We therefore 

transformed them to the dimension “integrity”. This allocation reflects the statements 

given by our participants. Applicant 7 for example mentioned that trust is based on mutual 

agreement and must be supported from both sides. Both arguments are considered as 

factors of “sympathy”. The category “openness” was the strongest one with the most often 

named factors. Eight participants named not just factors regarding openness, they named 

openness itself as a factor. The participants justified the factor with the small market in 

which they operate due to the fact that only a few players are available so that openness 

is crucial in order to be successful. This underlined the importance of the category as part 

of integrity once again. 

For the other two categories “reputation / image” and “interpersonal skills”, we followed 

the same approach and proofed, which category might be equal to ability. The reputation 

or the image of a customer or a supplier is very meaningful for business partners. It gives 

a first and general overview before the first personal contact. If the reputation is positive, 

a business partner can assume that specific skills and competencies are available. The 

same applies to interpersonal skills, which provide information about how competent 

someone is in interacting with each other. Due to the named reasons, both categories are 

transformed as dimension “ability”. 

Participant 4 and 10 frequently named factors regarding the reputation or the image of a 

buyer. For them, the financial status as well as the direct image of a buyer are also 

important to build trust in a relationship due to the fact that for them these parameters 

display the ability to perform a long-term stable relationship. Without having a good 

financial status or just negative reputation in the branch, it might not be easy to build up 

a strong relationship to each other. This shows the necessity to include both categories in 

the dimension ability. 
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Finally, as indicated above, the participants did not assume “benevolence” to be a relevant 

factor. Here we have a difference between the results of the analysis and the feedback 

after confronting the participants with the main dimensions, which is described later. The 

participants often considered benevolence in terms of goodwill and argued that one 

cannot always do the best for one’s customers. Furthermore, some said that benevolence 

itself is more important for the customer side because they are interested that the supplier 

is selflessness in doing everything for its customers than the other way around. These 

understanding and different interpretation underline the fact that benevolence as 

dimension was ignored. 

 

The next step was to confront the participants with the three dimensions by Mayer, Davis 

and Schoorman (1995) and to ask them to take a stand regarding these main dimensions 

of trustworthiness. The answers surprised us in the sense that the results differ 

fractionally. 

Nine out of ten participants directly agreed on integrity as one dimension of 

trustworthiness, which is equal to our analyses shown in table 9. They argued that 

principles of integrity are the most important aspects to build trust in a supplier-buyer 

relationship, which can be seen in the diversity of the named factors transformed to 

integrity later. On the other hand, the participants agreed on the importance of ability as 

well – although just six fully agreed. The repeated argument for ability was a conclusion 

of the statement that it is the job of the supplier to perform specific services, thus the 

supplier must be able to do it. Due to this fact, to give proof of ability is only important 

for suppliers only because the buyer does not have to show that he is able to fulfil 

expectations, whereas the supplier has to perform perfectly. These two points are the 

reasons for the discrepancy in the answers given when confronted with the three main 

dimensions. 

The difference regarding benevolence was extremely remarkable. Only three participants 

mentioned benevolence as not being an important dimension. However, our analysis has 

shown that no factor was transformed to benevolence. We assume that the huge difference 

within the answers come from the different understanding and interpretation of 

benevolence as well as that arguments for integrity and ability arise much faster and 

automatically so that specific benevolence aspects do not come to mind immediately. 

Even though a few participants understood that benevolence is the selflessness of one 
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party to do good in favor of the other party without any profit or financial motives, some 

participants interpreted benevolence as goodwill and agreed on its importance. However, 

as mentioned before, no factors were named to be able to be categorized and coded as 

benevolence as defined. One participant argued from the financial perspective against 

benevolence and said that one cannot always show goodwill in terms of having a good 

financial balance at the end of the day. Meaning, selflessness is not a real option if one 

prefers to survive in the market. 

5.2.2 Indicators of trust deterioration 

In order to find out what the indicators and factors for trust deterioration are, we coded 

the different answers into the five main categories as stated above. The five categories 

are equal in both industries, the reasons for both are different though and therefore have 

to be explained. 

The category “worsened response behavior” includes indicators such as less answers from 

the customer, change in communication, a change in the way how to answer, or less 

feedback to offers or projects. The focus clearly lies on the way how the answer is 

formulated or given. Is there an answer, how long is it and how is it structured, or even 

more important how is the articulation? These aspects ensure the difference to the second 

category “less communication”, which seems similar at first glance. The participants 

focused on the communication itself and if there was any kind of communication. 

Consequently, nine out of ten participants named directly less communication as an 

indicator, which can be seen by the amount of mails, phone calls, or personal visits. The 

category “less business interest” includes a lot of financial driven aspects like less 

turnover or less inquiries and orders. The second last category “increased reticence” 

consist of indicators like less openness, stricter requirements, less personal contact, or 

being betrayed. Finally, we had to define the category “miscellaneous reasons” due to the 

fact that from our point of view the following indicators do not fit into one of the already 

named categories: depends on the situation, defamation via telephone, varies on people, 

issues on payments, and new market conditions. 
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After the coding into the named categories we counted the indicators given by each 

participant and summarized the results in the following table. 
Participants / 

Indicators  
1 2 3 4 5 6 7 8 9 10 ∑ 39 

Worsened response 
behavior 

1 2 - - - 1 - - - 1 5 

Less communication - 1 1 1 1 1 1 1 1 1 9 
Less business interest 1 - - 2 2 2 - 1 3 1 12 
Increased reticence - - 2 2 2 - 1 - - 1 8 
Miscellaneous reasons 1 1 - - - - 3 - - - 5 

Table 16 Aerospace Industry – overview named indicators of trust deterioration 
 

Only looking on the table the main indicator of trust deterioration is “less business 

interest” with 12 named indicators. As aforementioned, this category is strongly financial 

driven and includes aspects like less turnover or less inquiries and orders. Those 

indicators are mostly indicators on a long-term basis and no direct or ad-hoc aspects. For 

example turnover developments are usually not on a daily basis, whereas “less 

communication” can be recognized directly. Nevertheless, before thinking that trust 

deteriorates between a supplier and a buyer, it is always important to proof more than one 

aspect. As participant 8 said: “less communication can be an indicator but don’t have to 

be. It can also be a result of other reasons like holidays, illness, job rotation, or new 

projects, in which I as supplier am not integrated.” 

In addition, obviously some indicators of trust deterioration are the opposites of perceived 

trustworthiness. For example, indicators like “less openness”, “less communication”, or 

aspects regarding a decrease in doing business with each other like “less turnover”. It is 

assumed that this is a typical result due to the fact that humans tend to associate negative 

situations with refusal. Having already described the differences between “less 

communication” and “worsened response behavior”, it is essential to point out the 

importance of the last-mentioned group. Although only four participants named 

indicators of the group, it was a clear statement that the way how we communicate in 

terms of articulation can be the beginning or the end of a good relationship. When humans 

change the way how to response the other person starts to doubt regarding the relationship 

directly. Therefore, an individual group was formed in order to point out the importance 

of these indicators. 
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5.2.3 Counteractions to prevent trust deterioration 

As in the last sub chapters as well as in the automotive section, we coded the named 

counteractions to find a common denominator. Taking a deeper look into the given data 

we were able to extract the three named groups of counteractions: “constant direct 

communication”, “failure analysis to improve performance”, and “usage of interpersonal 

skills”, which include all named actions. According to our participants, these groups will 

or at least could help suppliers and buyers to work on long-term stable relationships. To 

explain this in more detail, examples of counteractions for each group are given shortly. 

For example, “constant direct communication” includes actions such as talking about 

everything, prevent misunderstandings, face-to-face meetings, preferring direct 

communication, or talking also about problems rather than just good things. 

The second group consists of actions like solving issues and problems, mutual 

understanding and confirmation, having review meetings after projects, doing problem 

analyses, or finding solutions together. All these factors match perfectly within the group 

“failure analysis to improve performance”. 

As a last resort we formed the group “usage of interpersonal skills”, which contains of 

actions such as being always honest, using social aspects, social behavior like in private 

life, reliability, or being aware of “give and take”.  

After the coding into the named groups the mentioned counteractions for each participant 

were counted and the results were summarized in the following table. 
Participants / Counteraction 1 2 3 4 5 6 7 8 9 10 ∑ 61 
Constant direct communication 2 2 1 3 2 2 2 3 4 3 24 
Failure analysis to improve 
performance 

1 - - 1 2 - 3 1 1 2 11 

Usage of interpersonal skills 3 3 4 4 1 2 - 2 2 5 26 

Table 17 Aerospace Industry – overview named counteractions of trust deterioration 
 

As it can be seen in the table, no clear main counteraction could be identified. Instead, 

“usage of interpersonal skills” and “constant direct communication” make up more than 

80% of the named counteractions. Not to forget is the third identified group, which 

contains of 11 important actions. As already mentioned, trust needs time to be developed 

and is important to be kept on a good and high level. All participants agreed that clear 

and constant communication to share information and prevent misunderstandings 

combined with skills such as honesty, openness, or social aspects are key to protect or 

enhance the trust level within a supplier-buyer relationship. Following that, if constant 
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direct communication would decrease, indicators of trust deterioration, like less 

communication or increased reticence, would come up so that the trust level would suffer. 

Due to the named facts, this can be seen as a vicious cycle because when no party cares 

about the relationship, indicators of trust deterioration come up automatically. 

An interesting fact is also that honesty and openness were named as counteractions and 

coded by us into the group “usage of interpersonal skills”. Furthermore, these 

counteractions were also named during research question 1 when we asked for factors of 

perceived trustworthiness. Consequently, we have identified a clear connection between 

factors of trustworthiness and possible counteractions to prevent trust deterioration, 

which we haven’t expected beforehand.  

We also found out that all participants named more or less the same amount of actions 

regarding the two strongest groups. A remarkable finding is also that even though 

suppliers and buyers are working together in projects, aspects regarding project 

improvement to prevent trust deterioration were not named so often. It looks like 

cooperation and projects are important but the connection to actions to prevent trust 

deterioration is not often seen. Nevertheless, a few actions to improve the mutual 

performance as well as actions which enhance the relationship between both parties are 

mentioned. This shows that it takes some time until the named connection is clear for all 

parties involved in the market and that a mutual learning effect through failure analyses 

is accepted as well. 

5.3 Summary of the Analysis 

When reviewing the different results from both industries, similarities and differences can 

be seen and this subchapter gives an overview about this as well as reasoning for the 

conceptual framework showing what the indicators of trust deterioration are and how it 

can be prevented. 

With regard to our first research question, we found out that two of the three dimensions 

named by Mayer, Davis and Schoorman (1995) were agreed by our participants as well. 

Ability and integrity fit completely into both industries and can therefore be used within 

the model. Benevolence, however, does not fit into the named industries and should be 

removed from the model. As described, there are no big differences between both 

industries. Participants from both industries named factors, which could be later 

categorized to ability and integrity. Additionally, no participant from either industry 
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mentioned any factors for benevolence. However, it is interesting to see that more 

participants from the aerospace industry seem to think that benevolence is somehow still 

important in their industry when being asked directly for this dimension. Seven 

interviewees from the aerospace industry agreed that benevolence is still an integral part 

in order to build trust in a supplier-buyer relationship, whereas only two participants from 

the automotive industry confirmed that it is still important for them.  

The difference between both industries exists because the aerospace industry is still a 

smaller market with less parties involved. Thus, selflessness is more common for 

suppliers in order to keep the business. 

Additionally, four more participants agreed that benevolence is still a small part of the 

trust building process but has lost importance compared to other factors. This is an 

interesting difference and arguing for reasons to explain this gap is challenging. One 

argument is that the automotive industry has become unpredictable, fast and competitive 

so that benevolence has no place anymore.  

The lack of benevolence as a factor compared with being asked for the dimension directly 

is important to notice as well. As mentioned before, no participant named a factor which 

could be directly connected to benevolence. Therefore, it is noteworthy that 

misinterpretation and misunderstanding of the term benevolence can have an influence. 

Additionally, arguments for integrity and ability could arise much faster and more 

automatic and therefore specific benevolence aspects do not come to mind immediately 

and can be a possibility for this phenomenon as well. 

 

Regarding research question two, for both industries we identified five indicators of 

trust deterioration: “increased reticence”, “worsened response behavior”, “less 

communication”, “less business interest”, and “miscellaneous reasons”. However, these 

indicators vary in the importance as well as in the frequency. As described, similarities 

are obvious as we were able to group the arguments together into the same categories for 

both industries. However, there are discrepancies when looking at the different amount 

of answers for each indicator category. The aerospace participants mentioned more 

different indicators so this is one explanation. But this cannot explain the big difference 

for the indicator “less business interest”. As aforementioned, the aerospace market and 

the number of buyers and suppliers is smaller than in the automotive. Consequently, 

showing less business interest within the aerospace industry will directly affect the trust 
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level between both parties including the risk of losing business. Powerful OEM’s in the 

automotive industry have the opportunity to choose between a wide range of suppliers so 

they can more or less decide with whom they would like to do business. These reasons 

explain the different overall perception of the indicators in both industries. 
Industries / Indicators Automotive Industry Aerospace Industry 
Worsened response behavior 7 5 
Less communication 5 9 
Less business interest 2 12 
Increased reticence 8 8 
Miscellaneous 4 5 

Table 18 Comparison of named indicators of trust deterioration for both industries 
 

The identified counteractions for our third research question to prevent trust 

deterioration are “usage of interpersonal skills”, “constant direct communication”, and 

“failure analysis to improve performance”. These actions can be implemented to protect 

and enhance the trust level between suppliers and buyers. It is important to name that the 

automotive industry does have one additional category. The additional category is called 

“focusing on long-term relationship”. This category had to be created because the 

participants additionally mentioned arguments regarding actions a supplier can take to 

create a long and trustworthy relationship to its buyers. No one in the aerospace industry 

named any similar arguments. 

In order to summarize trust deterioration from our point of view, it is important to note 

that trust deterioration is a gradual process and therefore cannot be prevented 

immediately. It has to take actions over time to build trust again. At the same time, the 

indicators of trust deterioration are time consuming and are not easy to stop. In order to 

summarize our findings of trust deterioration appropriately, we designed a conceptual 

framework which shows the indicators and counteractions of trust deterioration. 

Our framework shows that trust is the core competence or the often called basis. The three 

counteractions to prevent trust deterioration are built around it in order to shield the trust 

level between business partners. The five indicators of trust deterioration try to “destroy” 

the core and thus, the trust. This could lead to loss of the trust level and trust deterioration. 

Consequently, both parties the supplier and the buyer need to work on a long-term stable 

and trustful relationship. If one party stops to invest in it, it is easier for the named 

indicators to deteriorate the trust level between both parties.  
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The whole framework can be seen like the functionality of a clock mechanism. The three 

counteractions need to go hand in hand like gearwheels, meaning both parties need to 

concentrate on all counteractions constantly to hold the trust level upright. If one or more 

of the indicators of trust deterioration intervene, it could block the gearwheels and 

therefore the trust level could suffer and trust deterioration happens.  

 

Figure 3 Framework of trust deterioration (Hemberger and Hildebrandt, 2017) 
 

Finally, the last step in our analysis is to answer the purpose of the thesis. We have proved 

that two of the three factors of Mayer, Davis and Schoorman (1995) fit within both 

industries and that benevolence is no longer a part of the trust building dimensions. We 

created five indicators, which can cause trust deterioration, namely “worsened response 

behavior”, “less communication”, “less business interest”, “increased reticence” and 

other miscellaneous reasons. Furthermore, categories to counteract trust deterioration 

were developed, namely “constant direct communication”, “performing failure analysis”, 

“usage of interpersonal skills” and “focusing on long-term relationship”, which is only 

applicable for the automotive industry. With our analysis, we fulfilled the purpose to 

create the possibility to have a better basis in possible negotiations for both parties with 

regard of how trust is created and how trust deterioration can be prevented in a supplier-

buyer relationship. 
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Summarizing, our framework introduces indicators and counteractions of trust 

deterioration. However, these examples might be just the scratch of the surface when it 

comes to discovering more reasons and actions to prevent it as this issue is narrowly 

researched. The model itself by Mayer, Davis and Schoorman (1995) seems to be out of 

time as benevolence is not part of the three dimensions anymore. This could influence the 

whole model of trustworthiness established by them, even though we only concentrated 

and used the dimensions for this thesis. Our findings regarding benevolence include that 

future studies, which will be based on the integrative trust model, need to proof if all three 

dimensions are still appropriate for their research field or not.  

The indicators and counteractions of trust deterioration and our developed framework 

contribute to close the described gap within the literature partly. However, the topic is not 

fully examined as displayed in our recommendations for further research. 

There are different factors to keep in mind when taking the findings into consideration 

for other countries. Different cultural backgrounds as well as the level of communication 

in different cultures might have an impact on this. Setting this in perspective to 

benevolence, cultures in other parts of the world still might favor this dimension more 

than in Germany. As a result, our framework might not be suitable for other countries in 

Asia, Latin America or Africa. This could lead to the fact that the framework with its 

indicators and counteractions might have to be changed according to each background. 

Other industries in either Germany or other countries could also have a different 

perspective in this matter. The amount of suppliers, the importance of a well-working 

supplier-buyer relationship and the environment, where the relationship is situated in 

general, might have a different effect on trust and trust deterioration and therefore 

different indicators and factors to prevent it could occur. However, this thesis aimed to 

be a starting point in the research in this field. Changes in the indicators and 

counteractions can be expected, as trust is an ongoing process and new scenarios of trust 

deterioration can take place any time. The new scenarios could be influenced by 

technological changes, for example Industry 4.0, when machines or information 

technology systems take over more tasks and the personal component might diminish or 

change in the future.  
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6. Conclusion 

_____________________________________________________________________________________ 

The last chapter includes the conclusion of the study, in which the contributions of the 

thesis are presented. Furthermore, the limitations and aspects for further research are 

displayed to show the still growing interest of the topic. 
_____________________________________________________________________________________ 

Summarizing the results of our empirical study it can be argued that we have thrown light 

on the described literature gap as well as answered our three research questions in a more 

than appropriate way. Furthermore, we reached the purpose of our thesis what we 

described in the summary of the analysis, too.  

With regard to the contributions achieved in our study we consider, which of the factors 

of perceived trustworthiness are applicable when using the trust model of Mayer, Davis 

and Schoorman (1995) for the two mentioned industries. In other words, we formed the 

basis for further research with the named model in the two industries as it is described in 

subsection 6.2. Furthermore, we filled a part of the detected literature gap by defining 

indicators as well as counteractions of trust deterioration, which will help to stabilize 

supplier-buyer-relationships on a long-term basis related to trust. With caution we just 

assume that we have only filled a part of the gap because we believe that trust 

deterioration has a lot more options to do research in, which is described in section 6.2 in 

more detail.  

Our third contribution is the development of our trust deterioration framework, which is 

displayed in chapter five and gives an overall overview of trust deterioration, its 

indicators, counteractions, and the interactions with each other. The aim is to protect and 

even to increase the trust level of the relationship so that the indicators of trust 

deterioration do not affect the trust level negatively. 

Furthermore, to ensure that our further research aspects are based on the expectations of 

our participants regarding the future development of trust, we asked them to give an 

assessment how the importance of trust will develop. A clear description of this 

estimation is given in section 6.2 and should be in mind when carry out further research 

in this particular field of study. 

Overall, trust is still an interesting and crucial point in supplier-buyer relationship and 

must therefore be protected against trust deterioration. 
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6.1 Limitations of the study 

Naturally, our research study has some limitations, which have to be considered but which 

also open the door for further research opportunities. Thus, in this subsection we describe 

our limitations before possible further research suggestions are displayed in the next 

subsection. 

First of all, this master thesis had a predetermined time horizon so that we decided to 

follow the cross-sectional study design as aforementioned. It means that our results can 

be seen as a snapshot due to the fact that trust itself is a topic which develops over time. 

This fact limits the possibility to assume that our results are valid for the next years or 

decades. 

In addition, we interviewed a limited number of 10 suppliers of both industries. As we 

know, both markets contain of more than 10 suppliers as well as that the examined 

companies are just a small part of the overall supply chain of both OEM’s. This small 

sample size limits the ability to generalize the findings for the whole supply chain of both 

industries. Therefore, this study should be seen as a starting point that gives first insights 

regarding perceived factors of trustworthiness as well as trust deterioration within the 

fields of study. Another limiting fact is that the study was only conducted within 

Germany. Naturally, a supply chain of big OEM’s is at least European driven so that 

differences in the results might come up when interviewing participants from different 

countries. 

With regards to the already existing literature related to the topic and our research 

questions, it can be argued that another limitation lies in the huge unexplored field of trust 

deterioration whereby our analyses of research question 2 and 3 is just driven by our 

findings and interpretation. Thus, a comparison of our findings with existing knowledge 

was not possible, which on the one hand shows the potential of the topic and on the other 

hand limits the ability to guarantee that our results fit in each industry as well as each 

business situation. But as the topic is still developing, we assume that the research in this 

particular field will increase within the next years. 

The last limitation of our thesis is that due to the already mentioned time constraints we 

were not able to test the measurable impact of each counteraction regarding the indicators 

of trust deterioration. Meaning, for now we found out three theoretical counteractions 

named by our participants but we cannot constitute that for example a failure analysis to 

improve the performance will diminish indicators of the category “increased reticence”. 
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6.2 Further Research 

As aforementioned, limitations of a study lead to recommendations for further research, 

which are described in this subsection. The first named limitation introduced a possible 

suggestion for further research as well. Gathering data through a longitudinal study might 

help to find out if the actual results are timeless or not, due to constant topic development 

regarding trust in buyer-supplier relationships. It would also be interesting to see if the 

understanding and perception of trust and trust deterioration will change over time for the 

same participants or not.  

Regarding the limited number of participants for each industry a second suggestion is to 

enlarge the study to proof if the findings are constant or if they need to be changed or 

extended. Therefore, we suggest either to do the same kind of studies within different 

countries with following European driven supply chains and then to compare the results 

or to roll out one large study per industry with participants from all countries involved to 

get a general European overview. Doing the same study for other industries is another 

possible supplement. 

With regard to our first research question we now recommend to test the whole model 

within the two analyzed industries to find out if the changed model with its reduced 

factors of perceived trustworthiness can still display the potential outcome of a supplier-

buyer relationship when combining trust and risk taking in that relationship. 

Furthermore, we recommend to test the measurable impact of each counteraction 

regarding the indicators of trust deterioration through a quantitative study. The results of 

this kind of study can give researches and users a better overview of which counteractions 

might help in the best way to prevent trust deterioration. Thus, with this knowledge 

companies would be able to strengthen their supply chain in a more efficient way because 

they can restructure their overall behavior to suppliers or buyers, which influence the 

other side as we have shown. 

A last suggestion is to conduct more research in the field of trust deterioration due to the 

huge gap within the actual literature. Our study and our results intended to close a part of 

this gap but there are still more options, which need to be researched. One part of course 

is the already mentioned measurable impact. But besides this, it could also be interesting 

to see the consequences of trust deterioration if it couldn’t be prevented. Additionally, 

next steps after trust deterioration and how to build up a new stable trustworthy 

relationship are interesting, too. Finally, a general trust deterioration framework with 
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maybe more indicators and exactly assigned counteractions as well as possible actions if 

the relationship cannot be saved longer would give an overall good overview of the topic. 

 

At this final stage of the thesis it is important to give some general advice regarding trust 

and the development of trust in business in the future. As aforementioned, we have asked 

our respondents about their general thoughts about trust and the future importance of the 

topic in business. Summing up the statements of the participants, the opinion if trust will 

increase or decrease in the near future is balanced. Some argue that it will decrease due 

to more online communication and less personal contact through which trust could 

develop. Others argue that trust is still on a high level and will maybe increase a little bit 

to mainly strengthen the supply chain with not only focusing on contracts. This final and 

last recommendation for further research should be in mind when carry out further 

research in this particular field of study, in order to be in line with the actual development 

of trust. 
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Appendix 1 
Journal Number of papers 

(initial selection) 
Number of papers 
(final selection) 

The Academy of Management Review 14 8 
Journal of Marketing 5 2 
Strategic Management Journal 6 2 
Academy of Management Journal 10 4 
Journal of Accounting & Organizational Change 1 1 
Supply Chain Management Review 3 1 
Marketing Science 1 1 
Journal of Operations Management 2 1 
Management Science 1 1 
Management International Review 1 1 
Boston University Law Review 1 1 
British Food Journal  3 2 
Organization Science 1 1 
Journal of Business Venturing 1 1 
Journal of Business Ethics 1 1 
Journal of Organizational Behavior 3 1 
International Marketing Review 2 1 
Agribusiness 1 1 
Journal of International Business Studies 1 1 
Psychological Bulletin 1 1 
Journal of Personal Selling & Sales Management 1 1 
Sociological Focus 1 1 
Negotiation Journal 1 1 
Administrative Science Quarterly 1 1 
Journal of Personality 1 1 
Ethics 1 1 
Journal of Management 1 1 
The Journal of Psychology 2 1 
Journal of Applied Psychology 1 1 
Journal of Service Research 1 1 
Leadership Quarterly 1 1 
International Journal of Hospitality Management 1 1 
Books and other publications 29 21 
   
Total 101 66 
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Appendix 2 
 

Interview Guide and ground rules of the interview: 
 
Short description of the topic and the research purpose will be given. Potential questions 
from the participants will be answered and the quality as well as confidential aspects of 
the interview will be described. 
 
Starting questions: 

1. How are you feeling? 
2. How long are you working in the automotive/aerospace industry and how long do 

you have experience in the supplier segment of that specific industry? 
3. What is your current job position? 
4. Our definition of trust is “the willingness of a party (the trustor) to be vulnerable 

to the actions of another party (the trustee) based on the expectation that the trustee 
will perform a particular action important to the trustor, irrespective of the ability 
to monitor and control the other party.” 

a. How would you define trust? 
 
Main questions: 

1. Which prerequisites must be available to develop trust to customers? 
2. What are factors to build trust to your customers? 
3. What do you think about the factors ability, integrity and benevolence as trust 

building factors in a relationship? 
 
4. In which situation would you think that trust to a customer decreases? 
5. Can you give us an appropriate example for trust deterioration? 
6. From your perspective, what could be indicators for decreasing trust? 
 
7. Have you ever had problems or a situation where trust to a customer decreased? 

a. What have you done to overcome this situation and increase the trust level 
again? 

8. If you imagine to have such a situation, what would you do to prevent a decrease 
of the trust basis? 

9. What can be done to have a stable trust relationship to your customer?  
10. What do you expect from your customer to keep the trust level stable? 
 

Ending questions: 
1. Where do you see trust in a supplier-buyer relationship in the future? 
2. Regarding your experiences: Do you think that trust between suppliers and buyers 

varies in different industries? 
3. Do you have any additional comments on any issue of this interview? 
 
 
Thank you for the interview and your time. 
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Ground Rules: 

 

Length of time  

The length of time for this interview will follow the appointment made beforehand 

between the interviewer and the respondents, however, early termination is possible by 

considering any emerging concerns from both parties, the interviewer and the 

respondents. 

 

Participation 

The participation in the research is voluntary. Therefore, you may freely accept or decline 

to participate. Additionally, you may freely decide whether to answer a question or not. 

 

Safety and Confidentiality of information 

There are several points we need to inform about the safety of information (data) which 

are as follow: 

• The interview will be recorded (audio) for transcription purpose. 

• Any name(s) e.g. organizations, respondents, etc. which are considered sensitive 

to be shown will be replaced by codes when required by the respondents. 

• The collected information from the interview will be treated confidentially and 

will only be used for the research purpose. 

• At the end of the research – after receiving the final grade from the university – 

the collected data (audio) will be destroyed. 

• Both authors will sign a confidentiality agreement, which each participant will 

receive before doing the interview. 
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Appendix 3 
 
Confidentiality Agreement 

We, Torben Michael Hemberger and Torben Hildebrandt, herewith guarantee the 

participant that all information (data) we receive during the interview will be treated 

confidential and therefore anonymous. Any name(s) e.g. organizations, respondents, etc. 

which are considered sensitive to be shown will be replaced by codes. In general we will 

follow the ten key principles of ethical practices in research by Bell and Bryman (2007). 

 
Ten key principles of Bell and Bryman Behavior to each principle 

Ensuring that no harm comes to participants. We will not publish any information, which could harm the participants. 
Respecting the dignity of research participants. We will respect the dignity of the participants. The individual thoughts 

of the researcher are not important for the research itself. 
Ensuring a fully informed consent of research 
participants. 

We will be as open as possible when it comes to the research questions 
and we will explain exactly why we would like to hear the answers of the 
participants about the topic. 

Protecting the privacy of research participants. We will protect the privacy of the participants by using pseudonyms and 
removing any information leading to identification of the participants. 

Ensuring the confidentiality of research data. We will use all gained research data confidentially. 
Protecting the anonymity of individuals or 
organizations. 

We will protect the anonymity of the research participants in order to avoid 
harmful effects such as victimization. 

Avoiding deception about the nature or aims of the 
research. 

We will prepare this report with the most possible carefulness. 

Declaration of affiliations, funding sources and 
conflicts of interest. 

We will make sure that the research questions and the aim of the report 
is clearly understandable and that the participants understands why we 
decided to implement this particular point of view. 

Honesty and transparency in communicating 
about the research. 
Avoidance of any misleading or false reporting of 
research findings. 

We will be honest and transparent when it comes to the communication 
of the report. 

Avoidance of any misleading or false reporting of 
research findings. 

Before we will publish any kind of information within this report we will 
share the research outcomes with the participants to ensure that no 
misleading or false reporting is available. The participants will be asked 
if this step is important for them or not. 

 
 
Jönköping, 03rd March 2017 
 

 
 
Torben Michael Hemberger   Torben Hildebrandt 
 


