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Abstract

This study investigated strategic supplier partnership and supply chain performance of food and
beverages firms in Rivers State. The study adopted a survey research design and was carried out in a
non-contrived environment. The population of the study comprised 25 registered food and beverage
companies. Based on the small size of the population, a census was conducted. Procurement/purchasing
manager, logistics manager, production manager, customer-service manager and accounts manager of
the firms were relied upon for primary data. The data was collected using questionnaire. After cleaning
and sorting, data derived from 110 copies of questionnaire were found fit and used in the analysis.
Pearson Product Moment Correlation (PPMC) was used to test the hypothesized relationships. The
statistical package for the social science (SPSS) version 23.0 aided the test of hypotheses. The results
revealed that strategic supplier partnership has positive relationship with supply chain performance of
Food and Beverages Firms in Rivers State. The study therefore, concludes that supplier partnership is a
key determinant of supply chain performance, and can be exploited to improve a firm’s competitive
advantage. The study recommends that strategic supplier partnership should be continuously employed
by food and beverages firms in Rivers State to enhanced on-time service delivery, improved decision
making and operational flexibility, and ultimately improve their supply chain performance.
Keywords: Flexibility, on-time delivery, strategic supplier partnership, supply chain performance

Introduction

The globalized knowledge-based economy has increased interest in sustainable economic
development; and has made it crucial for firms to expand their horizons in their search for
quality resources and approach to collaboration with suppliers. The flux in the global
marketspace has increased the ante of competition and has put organizations under more
pressure (Musara & Fatoki, 2011). Also, customers are now open to higher expectations and
multiple choices. These developments have caused drastic change the ways companies relate
with important stakeholders like suppliers and customers (Phebe & Njoku, 2018).

In relation to suppliers, strategic partnership has become the new mantra among firms. Strategic
supplier partnership represents long-term relationship between an organization and its suppliers
(Nyamasege & Biraori, 2015). It is a relationship built on mutual interest, and which encourage
collaborative planning and problem-solving efforts. Strategic partnerships create shared
advantages, even as continued collaboration areas like product products and market
development are important. Govindaraju et al. (2017) states that strategic supplier partnership
allow firms leverage operational and strategic strengths of partners to achieve substantial
competitive advantages. Strategic supplier partnership require organizations to work closely
with a few effective and reliable (Thatte, 2007).

The growth of food and beverages firms in Nigeria has resulted in the deployment of new
strategies, technologies; equipment and other facilities to enhance operational efficiency.
Studies show that strategic supplier relationships result in reduced delivery time, flexibility of
operations and reduced costs. In view of these and several other challenges, our interest is to
find out if strategic supplier partnership can improve supply chain performance like; delivery
time and flexibility. However, Agu et al. (2016) observes that food and beverages companies
in Rivers State have not fully exploited the gains of strategic supplier partnership, perhaps due
to limited knowledge of impact of supplier relationship on supply chain performance may be
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the reason for this phenomenon.

Therefore, this study examined the direction and strength of correlation between strategic
supplier partnership and supply chain performance of food and beverages companies in Rivers
State. The study is designed to provide actionable insights for food and beverages companies
in Rivers State that have challenges with improving their supply chain performance.

Theoretical Foundation of the Study

This study was premised on social exchange theory (Homans, 1958) which holds that
relationships are based on the exchange of value between two or more parties. Social exchange
theory views interpersonal interactions from a cost-benefit perspective, much akin to an
economic exchange except that a social exchange deals with exchange of intangible social costs
and benefits (respect, honour, friendship and caring) and is not governed by explicit rules or
agreements.

Homans (1961) define social exchange as exchange of tangible or intangible values between at
least two parties, and which are rewarding. At the intangible level, carrying on a conversation
with someone costs time and energy but can be offset by the rewards gained such as
confirmation of values and development of a relationship.

Voluntary actions of individuals are motivated by the returns they are expected to gain (Blau
1964). Social exchange relates well to relationships between buyers and suppliers, which are
intended to be mutually beneficial. The theory can thus be used to explain aspects of supplier
partnership and supply chain performance as these are exchange relationship which both parties
anticipate some reward arising from the relationship.

Concept of Strategic Supplier Partnership

Strategic partnerships with suppliers lead to close working between an organization and a few
suppliers, rather than with many suppliers. Strategic supplier partnership represents a long-
term relationship between the organization and its suppliers Nyamasege & Biraori (2015).

A strategic partnership allows a company to work more effectively with suppliers willing to
share responsibility to ensure success of the product. The partnership begins with the company
and the supplier working together to make product design decisions that involve, for example,
choosing the best components and technologies and the most effective design, and concludes
with an assessment of the product design (Lasi et al., 2018).

Concept of Supply Chain Performance

Supply chain performance is defined as a systematic process of measuring the effectiveness
and efficiency of supply chain operations. It refers to the overall output across the supply chain,
which is aligned to the objectives of a firm in terms of profitability, stock turnover, market
share, investment expenditure and customer satisfaction (Kamau 2017).

According to Tarafdar and Qrunfleh (2017), supply chain performance is the degree to which
a supply chain satisfies its customers’ with respect to product availability and timely deliveries.
Supply chain performance depicts how viable a supply chain is, in reducing costs, inadequacies
and fulfilling customers’ requirements. It is a systematic process of measuring the effectiveness
and efficiency of supply chain activities (Sundram et al., 2015).

Gandhi et al. (2017) view supply chain performance as a set of parameters used to determine
the efficiency and effectiveness of existing supply chain systems. According to Whitten et al.
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(2012), supply chain performance is conceptualized as an increasing operational measure for
each member of the supply chain, as well as for the entire supply chain, because of their
participation in the supply chain.

Li ey al. (2002) define supply chain performance as the extent to which a supply chain meets
end-user requirements of product availability and on-time delivery. Anand and Grover (2015)
suggest that flexibility, collaboration, transparency, innovation and relational capabilities are
adequate measures of supply chain performance. In this study however, on-time delivery and
flexibility are adopted.

On-time delivery is a measure used to determine a firm’s supply chain efficiency or
inefficiency (Poi & Moko, 2023). Doan (2020) sees on-time delivery as a key performance
indicator that shows if a company is fulfilling its supply chain goals regarding delivery time
specified, which is crucial for determining performance and guaranteeing customer happiness.
In other words, on-time delivery is measured by the level of assurance customers have about
receiving goods in full, on agreed date and time. It means that a company fulfils delivery
commitment (Ransikarbum & Mason, 2016).

Flexibility

Flexibility in supply chains is the possibility to respond to short term changes in demand or
supply situations of other external disruptions together with the adjustment to strategic and
structural shifts in the environment of the supply chain (Vickery et al., 2020). It combines
agility and adaptability (Lee, 2004). Al-Haddad and Kotnour (2015) aver that flexibility is
adaptability of a system to different environments. Flexibility is a tool used by firms to respond
to change in the market, and improve their competitive position. Flexibility may be proactive
or reactive. Either way however, it offer companies unique advantages and improve business
performance (Mishra, 2018).

Strategic Supplier Partnership and Supply Chain Performance

Effective management of supplier relationship confer quantitative and qualitative benefits on
firms. Studies show that building and maintaining value-laden relationship with suppliers
promotes efficiency of operations and effective goal attainment.

Wangeci (2013) studied supplier relationship management and supply chain performance in
the alcoholic beverage industry in Kenya. The study established that supplier relationship
management strongly impact supply chain performance. The study concluded that firms in the
alcohol beverage industry are moving towards collaborative relationships with their suppliers
to improve on their supply chain performance.

Al-Abdallah, et al. (2014) examined the impact of supplier relationship management on
competitive performance of manufacturing firms, using supplier quality improvement, trust-
based relationships with suppliers, supplier lead time reduction, supplier collaboration in new
product development, and supplier partnership/development to represent supplier relationship
management; while competitive performance was captured by cost, quality, flexibility,
delivery, and on time product launch. The findings of the study showed that supplier
partnership/development and supplier lead time reduction affect the competitive performance
of the buying firms positively and significantly.

Similarly, Binalla (2019) investigated strategic supplier partnership as a source of competitive
advantage. The study found a positive relationship between strategic supplier relationship and
competitive advantage. The study concluded that in maintaining a preferred buyer status it
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should be noted that new supplier may provide lower cost but the long- term relationships built
with strategic partners generate more value than the short-term gains.

Also, Kosgei and Gitau (2016) studied effect of supplier relationship management on
organizational performance. The study considered trust, mutual goals, communication, and
commitment as elements of supplier relationship management. The study revealed a strong
positive link between supplier relationship management and organizational performance. In
another study, Ateke and Simeon (2018) revealed that alliance between value chain partners
leads to business wellness in the form of customer satisfaction, market share, and profitability.

In view of the foregoing, we hypothesize as that:

Hoi: There is no significant relationship between strategic supplier partnership and on-time
delivery of food and beverages firms in Rivers State.

Hoo: There is no significant relationship between strategic supplier partnership and flexibility
of food and beverages firms in Rivers State.

»| Supply Chain Performance

On-time delivery

Strategic Supplier
Partnership Flexibility

Fig. 1: Conceptual Framework of relationship between strategic supplier partnership and supply
chain performance

Methodology

The study adopted a survey research design, and was carried out in a non-contrived
environment. The population of the study comprised 25 registered food and beverage
companies in Rivers State. In view of the small size of the population, a census was taken.
procurement/purchasing manager, logistics manager, production manager, customer-service
manager and accounts manager of these firms constitute the respondents. Questionnaire was
used to collect primary data. Pearson Product Moment Correlation (PPMC) was used to test
the hypothesized relationship.with the aid of statistical package for social science (SPSS)
version 23.0.

Analysis and Result
Table 1: Relationship between Strategic Supplier Partnership and On-time Delivery
Strategic Supplier

Partnershin On-time Delivery
Strategic Supplier ~ Pearson correlation 1 .833**
Sig. (2-tailed) .000
N 110 110
On-time Delivery Pearson correlation .833** 1
Sig. (2-tailed) .000
N 110 110

**_Correlation is significant at the 0.01 level (2-tailed).
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From the analysis in Table 1, with a significance level of 0.05, the test indicates a correlation
coefficient of 0.833, which shows a very strong and positive relationship between strategic
supplier partnership and on-time delivery of food and beverages firms in Rivers State. The
relationship between strategic supplier partnership and on-time delivery is significant because
the probability value is less than 0.05(P<0.05, P=0.000). Therefore, the null hypothesis which
states that there is no significant relationship strategic supplier partnership and on-time
delivery of food and beverages firms in Rivers State is rejected.

Table 2: Relationship between Strategic Supplier Partnership and Flexibility
Strategic Supplier

Partnership Flexibility
Strategic Supplier Pearson Correlation 1 824%*
Sig. (2-tailed) 000
N 110 110
Flexibility Pearson Correlation .824** 1
Sig. (2-tailed) 000
N 110 110

**_Correlation is significant at the 0.01 level (2-tailed).

From the analysis in Table 2, with a significance level of 0.05, the test indicates a correlation
coefficient of 0.824, which shows a very strong positive relationship between strategic supplier
partnership and flexibility of food and beverages firms in Rivers State. The relationship
between strategic supplier partnership and flexibility is significant because the probability
value is less than 0.05(P<0.05, P=0.000). Therefore, the null hypothesis which states that there
is no significant relationship between strategic supplier partnership and flexibility of food and
beverages firms in Rivers State is rejected.

Discussion of Findings

This study examined the relationship between strategic supplier partnership and supply chain
performance of food and beverages firms in Rivers State. The study represented supply chain
performance with on-time delivery and flexibility. Two null hypotheses were tested to
determine the direction and magnitude of the relationship between strategic supplier
partnership and supply chain performance among the surveyed population. The results show
that strategic supplier partnership relates to on time delivery and flexibility of food and
beverages firms in Rivers State with correlation coefficients of 0.833 and 0.824 respectively.
More so, the results showed that the relationship between the variables has statistical
significance.

These findings affirm the findings of Al-Abdallah, Abdallah and Hamdan (2014) that supplier
relationship management in terms of supplier quality improvement, trust-based relationships
with suppliers, supplier lead time reduction, supplier collaboration in new product
development, and supplier partnership/development has strong impact on competitive
performance of manufacturing firms in terms of cost reduction, product quality, operational
flexibility, on-time delivery, and early product launch.

Our findings support the report of Binalla (2019) that strategic supplier partnership is a source
of competitive advantage among hardware and construction supplies’ enterprises. Again, the
findings corroborate the report that supplier relationship management improves organizational
performance (Kosgei & Gitau, 2016) and business wellness (Ateke & Simeon, 2018).
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Conclusion and Recommendations
Strategic supplier partnership implies a long-term relationship between a company and its
suppliers. This relationship is destined to influence operational and strategic capabilities of
organizations in order to help them achieve effective and efficient supply chain performance.
Based on the findings of this study and the large extent to which they support findings of
previous studies examined, the study concludes that there is a significant and positive
relationship between Strategic supplier partnership and supply chain performance of Food and
beverages firms in Rivers State; and recommends that:
1. Food and beverages firms should build and maintain collaborative relationship with
suppliers in order to improve supply chain performance.
2. Food and beverages firms should strategically partner with suppliers to increases on-
time delivery.
3. Food and beverages firms should strategically partner with suppliers to foster ease and
flexibility.

References

Agu, O. A,, Obi-Anike, H. O., & Eke C. N. (2016). Effect of inventory management on the
organizational performance of the selected manufacturing firms. Singaporean Journal
of Business Economics and Management Studies, 5(4), 56-69.

Al-Abdallah., G. M., Abdallah, A. B., & Hamdan, K. B. (2014). The impact of supplier
relationship management on competitive performance of manufacturing firms.
International Journal of Business and Management, 9(2), 192-202.

Al-Haddad, S., & Kotnour, T. (2015). Integrating the organizational change literature: a model
for successful change. Journal of Organizational Change Management, 28(2), 234-262.

Anand, N., & Grover, N. (2015). Measuring retail supply chain performance. Benchmarking:
An International Journal, 22(1), 135-166.

Ateke, B. W., & Simeon, B. (2018). Marketing alliance and business wellness of deposit money
banks. International Journal of Innovations in Marketing Research and Entrepreneurial
Studies, 7(4), 126-136.

Binalla, A. M. A. (2019). Strategic supplier partnership, a source of competitive advantage.
Asia Pacific Journal of Multidisciplinary Research, 7(4), 106-111.

Blau, P. M. (1964). Exchange and power in social life. Transaction Publishers.

Chiang, W. C., Hiramatsu, N., Messah, C., & Kroeger, H. (2013). Selective activation of ATF6
and PERK endoplasmic reticulum stress signaling pathways prevent mutant rhodopsin
accumulation. Investigative Ophthalmology & Visual Science, 53(11), 7159-7166.

Doan, T. T. T. (2020). Supply chain management drivers and competitive advantage in
manufacturing industry. Uncertain supply chain management, 8(3), 473-800.

Gandhi, A.V., Shaikh, A., & Sheorey, P.A. (2017). Impact of supply chain management
practices on firm performance: Empirical evidence from a developing country.
International Journal of Retail & Distribution Management, 45(4), 366-384.

Govindaraju, B., Jeyasingram, J., Habib, M., Letchmana, U., & Ravindran, R. (2017). The
impact of supply chain management practices on the performance of private universities
in Malaysia. International Journal of Supply Chain Management, 6(3), 22-35.

Homans, G. C. (1958). Social behaviour as exchange. American Journal of Sociology, 63(6)
597-606.

Homans, G. C. (1961). Social behaviour: Its elementary forms. Harcourt, Brace and World.

Publication of the Department of Marketing, Rivers State University

39



JOURNAL OF CONTEMPORARY MARKETING, 10(1), 2025. ISSN: 2579-0609

Kamau, M. R. (2017). Effect of Reverse logistics implementation on supply chain performance
in manufacturing sector in Kenya: A case of Toyota Kenya. International Journal of
Management and Commerce Innovations, 4(2), 454-476.

Kosgei, R. C., & Gitau, R. (2016). Effect of supply relationship management on organizational
performance: A case study of Kenya Airways Limited. International Academic Journal
of procurement and supply chain management, 2(2), 134-148.

Lao, Y., Hong, P., &mRao, S.mS. (2010). Supply management supply flexibility and
performance outcomes: An empirical investigation of manufacturing firms. Journal of
Supply Chain Management, 46(3), 6-22.

Lasi, H., Fettke, P., Kemper, H. G., Feld, T., & Hoffmann, M. (2018). Industry 4.0. Business
& information systems engineering, 6(4), 239-242.

Lee, H., & kleiner, B. (2004). Inventory management in women's retail clothing industry.
Management Research News, 24, 40-45.

Li, S., Rao, S. S., Ragu-Nathan, T. S., & Ragu-Nathan, B. (2002). An integrated model for
supply chain management practice, performance and competitive advantage.
Unpublished Dissertation. The University of Toledo.

Musara, M. Fatoki, O. O. (2011). The effectiveness of business development services providers
in improving access to debt finance by start-up SMEs in South Africa. International
Journal of Economics and Finance, 3(4), 208-219.

Nyamasege, J. O., & Biraori, O. E. (2015). Effect of supplier relationship management on the
effectiveness of supply chain management in the Kenya public. International Journal of
Managing Value and Supply, 6(1). 23-30.

Phebe, S. & Njoku, P. P. C. (2018). Inventory management and organizational performance of
Dansa Food Limited in Nigeria. Journal of Logistics Management, 3(2), 1-24.

Poi, E. L., & Moko, D. (2023). Sustainable shipping practices and supply chain performance
of shipping firms in South-South Nigeria. International Academy Journal of
Management, Marketing and Entrepreneurial Studies, 9(2), 28-43.

Ransikarbum, K., & Mason, S. (2016). Goal programming-based post-disaster decision making
for integrated relief distribution and early-stage network restoration. International
Journal of Production Economics, 182(C), 324-341.

Sundram V. P. K., Chandran, V. G. R., & Bhatti, M. A. (2015). Supply chain practices and
performance: The indirect effects of supply chain integration. Benchmarking: An
International Journal, 23(6), 1445-1474.

Tarafdar, M., & Qrunfleh, S. (2017). Agile supply chain strategy and supply chain
performance: complementary roles of supply chain practices and information systems
capability for agility. International Journal of Production Research, 55(4), 925-938.

Thatte A.A., (2007). Competitive advantage of a firm through supply chain responsiveness and
supply chain management practices. Unpublished Dissertation. University of Toledo.

Vickery, S. K., Droge, C., Setia, P., & Sambamurthy, V. (2010). Supply chain information
technologies and organizational initiatives: complementary versus independent effects
on agility and firm performance, International Journal of Production Research, 48(23),
7025-7042.

Wanja, N. I., & Odoyo, A. J. (2020). Sustainable procurement practices and performance of
procurement in food and beverages manufacturing firms in Kenya. Global Scientific
Journal, 8(3), 1637-1656.

Wee, S. Y., Thoo, A. C., Sulaiman, Z., & Muharam, F. M. (2016). A review of supply chain
collaboration practices for small and medium-sized manufacturers. IOP Conference
Series Materials Science and Engineering, 131(1), 2-8.

Whitten, G. D., Green, K. W., & Zelbst, P. J. (2012). Triple-A supply chain performance.
International Journal of Operations & Production Management, 32(1), 28-48.

Publication of the Department of Marketing, Rivers State University

40



