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ABSTRACT 

 

Multi-national corporations (MNCs) have been criticised for not behaving ethically in 

some situations which could have a negative effect on their reputation. This study 

examines the ethics of a large MNC in its relationship with its suppliers. A brief 

literature review of business ethics and buyer-supplier relationships is undertaken. 

The views and perceptions of the buying staff and the suppliers to a large South 

African MNC are obtained and discussed. The results indicate that this MNC has a 

good corporate reputation as it is well perceived by both suppliers and their own 

buying department. The existence and implementation of formal codes of ethics was 

found to be a necessary but not sufficient condition for good ethical practice. Candid 

relationships with suppliers emerged as a second and important factor. 
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INTRODUCTION 

 

  

Executives today have to pay attention to the expressed needs and preferences of 

many interest groups. It is no longer appropriate for companies to behave as if their 

owners, shareholders, and bankers are the only important stakeholders. Within the 

company there are numerous stakeholders with different interests, but there are also 

stakeholders outside the company, including suppliers (Verkerk, De Leede and 

Nijhof, 2001). For example, the use of local suppliers has been common for dominant 

employers and large corporations to maintain good community relations ( Logsdon 

and Lewellyn 2000). 

Corporate reputation indicates a value judgement about the company`s attributes and 

evolve over time as a result of consistent performance ( Gray and Balmer 1998). A 

firm`s current reputation is determined by the signals that publics receive  concerning 

its behaviours, whether directly from the firm or via other information channels ( 

Fombrun and Shanley 1990). In addition, the logic of transaction cost economics  

suggests that firms with good reputations are attractive business partners, since the 

reputation can substitute for expensive governance mechanisms ( Williamson 1996). 

In this paper, we confine ourselves to the links between ethical behaviour and 

corporate reputation. 

Purchasing departments are exposed to greater ethical pressures than individuals in 

many other jobs. They work with salespersons from supplier organisations; they are 

primarily responsible for very large budgets, and they are often evaluated on the 

discounts or “deals” they negotiate with the sellers. On the other hand, salespersons 

from supplier organisations work in relatively unsupervised settings; they are 

primarily responsible for generating sales, and they are often evaluated on the basis of 

short term objectives (Futrell 2002). Research suggests that a salesperson`s ethical 

behaviour can play a critical role in the formulation and maintenance of long-term 

buyer-seller relationships (Gunlach and Murphy 1993). Despite the importance of 

ethics in buyer-seller relationships, very little empirical work has been published in 

this area. 

Multi-national Corporations (MNCs) have been subjected to intense public criticism 

because, in seeking new markets, they have ignored the oppressive working 

conditions and abuse of workers` basic human rights in those countries. MNCs cannot 
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ignore criticism because it reflects a growing gap between societal expectations and 

corporate performance (Sethi 2002). The aim of this paper is to report on a case study 

in which the views of the buying staff and the suppliers to a large South African MNC 

rate and perceive its ethical behaviour. 

 

LITERATURE REVIEW 

Business Ethics 

 

Ethics are concerned with doing good, or the right thing in a given human situation 

(Wilson, 1975).  Business ethics are concerned with an evaluation of business 

practices in the light of some concept of human value, it looks at corporate profits not 

for their own sake but with respect to the achievement of some human good. 

Carroll (1981), while recognising that social responsibility issues do have ethical 

dimensions, distinguishes social responsibility and business ethics on the basis that 

the former is primarily an organisational or corporate concern, while the latter is the 

concern of the individual manager or business decision-maker.  This distinction is, 

however, by no means universally accepted and debate still continues as to whether 

corporations, because they are artificial creations, can be said to have social 

responsibilities at all or whether the term is only applicable to individuals within the 

organisation. 

Bartels (1967), in developing his model for ethics in marketing, regards ethics as 

referring to a standard in terms of which business action can be judged ‘right’ or 

‘wrong’ – not in an absolute sense, but relative to another entity whose expectations 

have either been violated or fulfilled. 

These various explanations of the field of business ethics indicate that the distinction 

between social responsibility and business ethics is not easily made, certainly not 

insofar as their application to the societal marketing concept is concerned.  Thus, 

while certain aspects of social responsibility may be discretionary – such as donations 

to charitable institutions – and therefore their non-fulfilment cannot be regarded as 

‘wrong’ or ‘unethical’, other aspects of social responsibility are clearly based on 

obligatory standards of behaviour which, if isolated, can certainly be labelled as 

unethical (Carroll, 1981). 
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Perhaps ethical responsibilities are only one fact of a wider range of responsibilities 

known as ‘social responsibilities’.  Whatever the precise distinction may be, business 

ethics and business social responsibility can both be said to constitute the 

philosophical foundation upon which the societal marketing concept is grounded. 

Murphy (1988) and Tsalikis and Fritzsche (1989) stated that codes of conduct 

represent the most effective way of implementing a company ethical policy and 

reducing ethical conflict. It is further stated that the argument for instituting a code of 

conduct could be based on efficiency, with codes being a binding ideal for a 

profession, in the interest of the public, consistent with rational self-interest and an 

effective tool towards self-regulation. Globalization of markets is pressuring 

companies to develop codes as public statements of core principles that are 

universally applicable. (Carasco and Singh, 2003). 

We must note, however, that there are arguments for and against codes of ethics.  

Schlegelmilch and Houston (1990) discuss these arguments.  The main reason why 

companies support such codes is that it is useful in defining and clarifying policy and 

it is part of a “total quality approach”.  The main argument for not having a code was 

that behaviour is more important than words, and that it is too broad to be of any use.  

Schlegelmilch and Houston (1990) conclude that the limited value of codes of ethics 

as an isolated measure suggests that corporate codes of ethics need to be accompanied 

by ethical education and other processes that support their enforcement. 

One must understand that it is not only strong leadership from above that ensures 

ethical standards.  Ethical business stems from an ethical corporate culture (Sinclair, 

1993). Sinclair (1993) states that there are two approaches to moulding an 

organisation’s culture towards ethical ends. The first is the approach of creating a 

unitary corporate culture around ethical values.  In this approach, it is argued that 

management can and should actively manage organisational culture.  The second 

approach fosters the coexistence and diversity within the organisation of underlying 

national and racial cultures as well as professional and occupational subcultures. Both 

approaches, according to Sinclair (1993), contain different risks for business ethics.  

In the first approach, the risks are that the ethics are those of the managerial elite.  The 

risks in the second approach are that the plethora of competing values of subculture 

allow deviant groups to flourish, leaving management unable to find a common basis 

on which to proceed.  Sinclair (1993) concludes that, while the debate occurs in a 



 6

broadly managed framework, it alternatively relies on individual, rather than 

institutional processes to produce better ethics. 

There is evidence that excellent companies appear to be more ethical, implying a 

relationship between excellence and ethics. Although excellence in companies seems 

to imply a strong presence of ethical behaviour in those companies, the reverse is not 

always true, as ethical companies are not necessarily excellent ( van der Merwe, Pitt 

and Berthon, 2003). 

Buyer-Seller Relationships 

Buyer-Seller or customer-supplier interdependence is an integral part of business 

marketing (Webster 1992) and the effectiveness of business marketing is largely 

determined by long-term relationships between buyers and sellers (Easterly and Miller 

1995). Wilson(1995), reviewing research on buyer-seller relationships, concludes that 

this domain appears to a large extent to share a common set of constructs; trust, 

commitment, adaptation, reputation and relationship history. Kalafatis (2000) states 

that there is a general realisation, and acceptance, that the development and 

management of relationships with both customers, and suppliers are central themes of 

current practice and research.  

Suppliers and customers need to be viewed as a partnership. The benefits of 

cooperation rather than conflict in buyer-supplier relationships include on-going cost 

reductions, quality improvements, increased operating flexibility and more powerful 

competitive strategies (Peck, Payne, Christopher and Clerk, 2000). Customers who 

work more closely with suppliers will also be able to create a more responsive supply 

chain that can meet final demand in a timely manner. According to Gronroos (1994) 

relationship marketing is to identify and establish, maintain and enhance when 

necessary also to terminate relationships with customers and other stakeholders, at a 

profit, so that the objectives of all the parties are met, and that this is done by mutual 

exchange and fulfilment of promises. 

Partnership is based upon commitment, trust and continuous improvement. Marketing 

attempts to create an impression of a personal relationship to customers even if the 

supplier does not know the customers or even meet them. It is a pseudo-personal 

relationship, but, all the same, it could be an efficient one (Gummesson 2002). 

Several employees from both the supplier and buyers side are involved in the 

relationship. They are involved in negotiation, communication, bargaining, the 

transfer of goods, services and money. Ethical issues and personal values always 
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influence such transactions and will have an influence on the reputation of the parties 

involved. 

 

METHODOLOGY 

The methodology used in this study was a single case study comprising a large South 

African MNC in the fast-moving consumer goods field. The study was conducted in 

the South African market and, while not quite a monopoly, this MNC has a dominant 

position in the South African market. As a consequence, it could take significant 

advantage of its suppliers, particularly those for which it is the largest customer. This 

raises questions as to the way in which the buying department of the MNC is 

perceived in terms of its ethical behaviour. The purpose of this research was to assess 

the perceptions that both the MNC’s suppliers and the staff of their buying department 

have about the ethical behaviour of the company. 

The study was conducted in two phases. During the first phase, in-depth, open-ended 

interviews were conducted with a convenience sample of 20 representatives of 

suppliers to the MNC. These representatives qualified for selection if they interacted 

on an on-going basis with the MNC in terms of the supply of goods and services. The 

purpose of this phase of the research was to identify constructs that may be used both 

to assess ethical behaviour and to distinguish between poor and excellent ethical 

behaviour.  

Two qualitative research techniques were used in the respondents to this phase of the 

research. The critical incident technique (Flanagan, 1954; Bitner, Booms and Tetrault, 

1990) was used to allow respondents to describe critically good and bad ethical 

incidents and the behaviour of the staff of the MNC that created these incidents. A 

Kelly repertory grid technique (Fransella and Bannister, 1977; Tan and Hunter, 2000) 

was used to allow respondents to express constructs that distinguished different 

organisations (in this case the MNC and two other major customers of the supplier) in 

terms of ethical behaviour. 

This phase of the research resulted in 30 statements that seemed to discriminate 

ethical behaviour in the supplier – customer relationship. In consultation with the 

management of the MNC, it was agreed that a further five statements be added to this 

battery for use in the second phase of the research. 
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During the second phase of the research, the 35 above-mentioned statements formed 

the items on ethical scale that respondents were asked to rate using a five-point Likert 

scale. Approximately one third of the statements were phrased in the negative sense 

so as to facilitate the usage of all elements of the Likert scale. A complete list of the 

35 statements is presented in Appendix 1. 

This formed the main body of the questionnaire which was supplemented with 

demographic details of the respondents, two questions pertaining to the overall 

perceptions of ethical behaviour of the MNC and two open-ended questions where 

respondents could give examples of good and poor ethical behaviour by the MNC 

staff. The first of these questions required respondents to rate the MNC’s ethical 

standards on a 10 point numeric scale where 1 represented poor and 10 excellent. 

Respondents were then asked to rate the MNC’s ethical standards relative to 

suppliers’ other customers on a five-point verbal scale ranging from much better to 

much worse. 

The database of contact details of people at supplier organisations with whom the 

MNC staff interact was updated and e-mail was sent to each of these people 

(approximately 500 in total) advising them that a survey regarding the ethical 

behaviour of the MNC was to be undertaken and inviting them to participate. This 

letter was sent in the name of both the MNC management and one of the researchers. 

Respondents were assured of the absolute confidentiality of their responses. Shortly 

thereafter, a further e-mail was sent asking potential respondents to visit a website and 

complete the survey (monkeysurvey.com). After two weeks a reminder was sent to 

potential respondents encouraging them to complete the survey if they had not already 

done so. The staff of the MNC`s buying department was also invited to participate in 

the survey. After the cut-off date, the data was downloaded from the website and sent 

to the researchers for analysis. This was done in the presence of the MNC`s internal 

auditors so as to assure that the data was not tampered with in any way. 

 

 

RESULTS 

Sample Details 

A total of 129 supplier representatives and 28 members of staff responded to the 

survey. Demographic details of the samples are presented in Appendices 2 & 3. In 

summary, the typical supplier respondent was: male, Aged 35-49, a Director/ Board 
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Member or Sales Manager/ Consultant, located in Gauteng province,  interacts with 

the buying department, has been doing so for more than 3 years and with the MNC 

representing less than 10% of sales volume. 

The typical staff respondent was: Female, located in Gauteng, works in the  buying 

department and has worked for the MNC for more than 3 years,. 

 

Data Analysis 

In order to conduct multivariate statistical analysis on the data, the 35 statements rated 

on the Likert scale were rescaled from ordinal to interval data using correspondence 

analysis (Bendixen and Sandler, 1996). The result of the rescaling is shown in table 1. 

 

(insert table 1 about here) 

 

The mean scores of the 35 statements are also presented in Appendix 1. 

 

Dimensions of Perceived Ethical Behaviour 

In order to test the dimensionality and to identify any underlying dimensions of 

ethical behaviour, the rescaled responses to the 35 statements were subject to factor 

analysis. Although 2, 3, 4, 5 and 6 factor solutions were examined, a two-factor 

solution yielded the most meaningful results. 

Factor 1: Ethical Standards 

The primary dimension underlying the constructs of perceived ethical  

behaviour comprises the statements shown in table 2: 

                                              ( insert table 2 about here) 

 

The underlying theme in this factor seems to be perceived ethical standards. This 

factor embraces nepotism, the existence and adherence to a code of ethics, legal and 

moral principles, management attitude, respect for the confidentiality of suppliers’ 

information, respect for suppliers’ products, politeness of staff, justice (with respect to 

bribery) and product quality. 

The average score on this factor (on the same 5-point Likert scale with reverse scoring 

of statements with negative loadings) was 3.946. The only statistically significant 

difference on this score was over the length of time the respondents had interacted or 

worked for the MNC. For those that worked for less than a year the score is 4.229, 
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between 1 and 3 years 3.811 and more than 3 years 3.930. It is apparent that 

respondents who have interacted/ worked for the MNC for less than a year agree more 

strongly that it has high ethical standards than those who have interacted/ worked for 

the MNC longer. 

 

Factor 2: Candid relationships 

The secondary dimension underlying the constructs of perceived ethical  

behaviour comprises the following statements shown in table 3: 

                                         ( insert table 3 about here) 

 

The underlying theme in this factor seems to be perceived candid relationships. This 

factor embraces the speedy resolution of problems, respect, transparency, clear 

communications and fair but firm negotiations. This latter aspect is of interest in that 

good ethics involve fair but firm negotiations appear to be possible with good supplier 

relationships. The average score on this factor (on the same 5-point Likert scale with 

reverse scoring of statements with negative loadings) was 3.974. The only statistically 

significant difference on this score was between suppliers and staff. For staff, it was 

4.178 and for suppliers it was 3.934. It would seem that staff is more prone to agree 

that the MNC has candid relationships with suppliers that suppliers themselves do. 

 

Rating of Ethics 

Respondents were asked to rate the MNC on ethical standards on a 10-point 

numeric scale where 1 = very poor and 10 = excellent. In addition, respondents 

were asked to assess the MNC’s ethical standards relative to their other customers 

using a 5-point verbal rating scale ranging from much worse to much better. 

 

The mean score achieved on the 10 point scale was 7.726; this is a high value with 

scores ranging from 5 to 10 and a median score of 8. The distribution of ratings is 

illustrated in figure 1. 

                                      

 (insert figure 1 about here) 

 

This good rating is also reflected in the rating of the MNC relative to other 

customers of suppliers. While the median of these ratings is on the cusp of similar 
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to better, the distribution is strongly skewed toward the positive as illustrated in 

figure 2. 

 

                                      ( insert figure 2 about here) 

 

 While 46.3% of respondents saw the MNC as similar to other customers, 52.9% 

saw the MNC as better or much better. 

 

 

 

Relationship between the Dimensions of Ethical Behaviour and Perceived Ethics 

Ratings 

Assuming a causal relationship between the two dimensions of ethical behaviour and 

the rating of ethics, multiple regression analysis was performed on the data yielding 

the following regression equation: 

 

Rating = -0.622 + 0.719 * Ethical Standards + 1.393 * Candid Relationships 

 

The regression yielded an R2 value of 0.483, i.e. 48.3% of the variance in the ratings 

of ethical behaviour can be explained by the two dimensions of ethics. It is interesting 

to note that the regression co-efficient for “Candid Relationships” is nearly double 

that of “Ethical Standards”. This implies that the former dimension plays a more 

important role in determining perceived ratings of ethical behaviour.  

 

Examples of Ethical Behaviour 

Open-ended questions were used to ask respondents for examples of both good and 

poor ethical behaviour by the MNC. 

 Good Ethical Behaviour 

The major theme emerging from the cited examples of good ethical behaviour by the 

MNC is the fairness and professional way in which the tender process is handled. The 

following direct quotations illustrate the sentiment of suppliers. 

At no point have we been played against our own competitors. Discussions 
with regards to market related offers have always been open and fair. 
 



 12

Prices submitted are dealt with confidentially and competitors are never 
shown each others` pricing.  
 
In contract negotiations to date, there is always an open forum but agreements 
are kept confidential. 
 
 

 Poor Ethical Behaviour 

No clear themes are apparent from the few examples of poor ethical behaviour cited. 

The few direct quotes presented below represent the diverse sentiments of suppliers. 

 

Had one instance some years ago (+-1999) where I felt price negotiations 
extended beyond tough and into the bullying of a small supplier.  But this is 
only instance in a 9 year relationship. 
 
When new suppliers are found at much lower pricing orders are sometimes 
placed not taking all aspects of quality into consideration. We are left 
reducing the quality of our products in order to be competitive and remain in 
business.  

 

Tend to ask for transparency from supplier but are not willing to display the 
same transparency (pricing etc). 

 
 

CONCLUSION 

The buying department of the MNC is clearly well perceived by both suppliers and 

staff in terms of ethical behaviour. This is illustrated by the fact that the MNC was 

rated 7.7 on a 10 point scale and the fact that 52.9% of respondents saw it as better or 

much better than suppliers’ other customers and 46.3% saw it as similar. It is thus fair 

to say that this MNC has a very good reputation among these stakeholders. This study 

confirms previous research that suggested that ethical behaviour plays a critical role in 

the maintenance and formulation of long-term buyer-seller relationships (Gunlach and 

Murphy 1993). 

 

There are two dimensions of ethical behaviour driving perceptions. Firstly there are 

ethical standards embracing the existence and adherence to a code of ethics, legal and 

moral principles as well as confidentiality of supplier information. The second 

dimension involves candid relationships that enable the MNC to be firm but fair in 

negotiations while having sound and open relationships with suppliers and the rapid 

resolution of any problems. The second dimension is substantially more important 
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than the first as a predictor of perceived ethical behaviour.  Suppliers often cited the 

fair and professional tender process as an example of good ethical behaviour by the 

MNC staff. There were few and disparate examples of poor ethical behaviour. 

This case illustrates the importance of the existence and implementation of formal 

codes of ethics within an MNC but the bi-dimensional factor solution indicates that 

this is but one side of the coin with respect to good ethical practice, i.e codes are a 

necessary but not a sufficient condition. In addition to such codes and standards, 

sound and candid relationships are the linchpin that enables such good practice. This 

places an interesting and different perspective on relationship marketing as an 

important strategy for improving corporate reputation. While suppliers would 

inevitably be involved in relationship marketing in order maximise their sales, they 

need to take into consideration the fact that customers themselves are involved in 

relationship management with a view to optimising ethical perceptions of their supply 

chains. It seems imperative that these relationship activities are aligned so that both 

parties may achieve their goals. 
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Appendix 1 

List of Statements 

Statement Mean 
2.1) I can trust the MNC; once a commitment has been made they will ensure that it is honoured. 4.290 
2.2) Contracts are clear and precise  everyone knows what is expected. 4.132 
2.3) Giving and receiving gifts/ incentives is part and parcel of doing business with the MNC. 1.766 
2.4) When there is a problem or a query I know who to contact. 4.283 
2.5) MNC is not only concerned with what is legal  but also with what is morally right. 4.180 
2.6) MNC are tough  but fair  in their price negotiations. 3.870 
2.7) When there is a problem or a query I know it will be sorted out quickly. 3.790 
2.8) We have regular meetings with the MNC  which helps to maintain a good working relationship. 4.139 
2.9) The staff is not well trained - it is difficult to find anyone who knows what is going on. 1.842 
2.10 ) Staff members are often rude. 1.864 
2.11) MNC is concerned with protection of the environment. 3.915 
2.12) MNC always pays accounts on time. 3.567 
2.13) Staff members who take bribes face penalties. 4.192 
2.14) A loyal and enduring relationship with suppliers of products and services is important to MNC. 4.173 
2.15) MNC is highly regarded as far as business ethics is concerned. 4.144 
2.16) MNC abuses its position of dominance. 2.788 
2.17) MNC has strict code of ethics. 4.246 
2.18) MNC management and staff adhere to the code of ethics. 4.145 
2.19) MNC will discuss proposals with our competitors in an attempt to bring down the price. 3.161 
2.20 ) Family and friends are given preference when contracts are awarded. 2.090 
2.21) Management turns a blind eye to unethical behaviour. 1.869 
2.22) Documentation is often vague which leads to problems. 2.034 
2.23) MNC treats its suppliers with respect. 4.125 
2.24) MNC is socially responsible. 4.190 
2.25) Everybody is given an equal opportunity to submit proposals for contracts. 4.075 
2.26) MNC respects the confidentiality of supplier pricing and other information shared during negotiations. 4.038 
2.27) MNC is a large organisation so people can get away with unethical behaviour. 2.134 
2.28) MNC is very concerned with safety issues. 4.224 
2.29) MNC staff is professional in their conduct. 4.232 
2.30 ) MNC does not accept second-rate work. 4.394 
2.31) MNC staff often denigrate their competitors' products. 2.352 
2.32) Some MNC employees spend far too much on entertainment. 2.410 
2.33) MNC expect suppliers to be transparent  but are not transparent themselves. 2.980 
2.34) Management at MNC have an open door policy. 3.857 
2.35) MNC is concerned with the long term health/sustainability of the supply chain. 4.000 
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Appendix 2 

Demographic Profile of Suppliers 

Sex % 

Male 87.3 

Female 12.7 

Age % 

Up to 24 0.8 

25 – 34 28.3 

35 – 49 50.4 

Over 49 20.5 

Length of time interacted with MNC % 

Up to 1 year 9.5 

1 – 3 years 19.0 

More than 3 years 71.4 

Location % 

Gauteng 61.9 

Western Cape 9.5 

Kwazulu-Natal 6.3 

Other SA provinces 4.0 

International 18.3 
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Appendix 2 continued 

Demographic Profile of Suppliers 

 

Position in Company % 

Director or Board Member 23.1 

Owner or Partner 11.6 

General Manager 11.6 

Sales Manager/ Consultant 29.8 

Technical Manager/ Consultant 2.5 

Other 21.5 

Relative importance of MNC to your business in terms of sales 

volume 

% 

<10% 52.8 

11 – 30% 28.5 

31 – 50% 6.5 

51 – 70% 8.1 

> 71% 4.1 
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Appendix 3 

Demographic Profile of Staff 

Sex % 

Male 42.9 

Female 57.1 

Length of time at MNC % 

Up to 1 year 7.1 

1 – 3 years 35.7 

More than 3 years 57.1 

Location % 

Gauteng 71.4 

Western Cape 14.3 

Kwazulu-Natal 10.7 

International 3.6 
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Table 1. Correspondence Analysis Rescaling 

Scale Point 

 

Numeric Value 

Strongly disagree 1.000 

Disagree 1.846 

Neither agree/ disagree 3.122 

Agree 4.213 

Strongly agree 5.000 
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Table 2 Ethical Standards 

Statement Loading 

2.20 ) Family and friends are given preference when contracts are awarded. -0.705 
2.27) MNC is a large organisation so people can get away with unethical behaviour. -0.658 
2.21) Management turns a blind eye to unethical behaviour. -0.657 
2.18) MNC management and staff adhere to the code of ethics. 0.632 
2.29) MNC staff is professional in their conduct. 0.625 
2.26) MNC respects the confidentiality of supplier pricing and other information shared 
during negotiations. 0.599 
2.17) MNC has a strict code of ethics. 0.591 
2.19) MNC will discuss proposals with our competitors in an attempt to bring down the 
price. -0.579 
2.31) MNC staff often denigrate their competitors' products. -0.530 
2.32) Some MNC employees spend far too much on entertainment. -0.529 
2.34) Management at the MNC have an open door policy. 0.516 
2.25) Everybody is given an equal opportunity to submit proposals for contracts. 0.506 
2.10 ) Staff members are often rude. -0.488 
2.5) MNC is not only concerned with what is legal but also with what is morally right. 0.473 
2.24) MNC is socially responsible. 0.465 
2.13) Staff members who take bribes face penalties. 0.441 
2.30 ) MNC does not accept second-rate work. 0.435 

 

The internal reliability of this factor, as measured by Cronbach’s co-efficient α, is 

0.8800. 
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Table 3 Candid Relationships 

Statement Loading 

2.14) A loyal and enduring relationship with suppliers of products and services is 
important to the MNC. 0.696
2.7) When there is a problem or a query I know it will be sorted out quickly. 0.655
2.4) When there is a problem or a query I know who to contact. 0.588
2.23) MNC treats its suppliers with respect. 0.565
2.35) MNC is concerned with the long term health/sustainability of the supply chain. 0.561
2.33) MNC expect suppliers to be transparent but are not transparent themselves. -0.558
2.8) We have regular meetings with MNC which helps to maintain a good working 
relationship. 0.534
2.15) MNC is highly regarded as far as business ethics is concerned. 0.515
2.2) Contracts are clear and precise everyone knows what is expected. 0.446
2.16) MNC abuses its position of dominance. -0.441
2.6) MNC are tough  but fair  in their price negotiations. 0.432
2.1) I can trust MNC; once a commitment has been made they will ensure that it is 
honoured. 0.421
2.9) The staff is not well trained - it is difficult to find anyone who knows what is going 
on. -0.404

 



 

Figure 1 

 

 

 

 

 

 

 

 

 

 

 

 

The internal reliability of this factor, as measured by Cronbach’s co-efficient α, is 

0.8491. Statement 2.12 (MNC always pays accounts on time) was removed from 

this factor as its  

inclusion reduced internal reliability 

 
  25 

Distribution of Ratings on 10-point Scale
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Figure 2 

 

Distribution of Ratings of MNC Relative to Other Customers
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